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The McGraw-Hill Magazine of Oil MARKETING Price Fifty Cents 





‘PRICE WARS CAN BE 
CURBED: HERE’S HOW...’ 
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CYE-LEVEL counter resting 


where loading is controlled 


DELUW-THE-RACK meter 


keep operating areas clear 


This new modern loading rack of Union Oil 
Company of California shows the practical adaptability 
of Brodie Metering Systems to operating needs. Installed 
beneath the rack for simplest piping arrangement, Brodie 
BiRotor Meters and Strainers are out of the way of oper- 
ating personnel yet readily accessible at all times. Direct- 
reading Brodimatic Counters mounted on Brodie rigid 
extensions permit easy eye-level readings to control load- 
ing operations. Swivel adaptors permit counters to be 
faced in any direction even while the meter is operating. 


Counters are raised for easiest eye-level reading. 


Meters are installed out-of-the-way, yet readily 


‘ ; ; accessible. 
For high sustained accuracy and low maintenance, let 


Brodie BiRotor Meters adapt themselves to your needs, 
today. 


ALL-STEEL 


DIE 3” METERS 


RALPH N. BRODIE COMPANY - San Leandro, California, U.S.A. 


MT. VERNON, N. Y. DALLAS 2, TEXAS CHICAGO OFFICE: SEATTLE 9, WASH. LOS ANGELES 22, CALIF. 
550 So. Columbus Ave. 167 Parkhouse St. 1227 Circle Ave., Forest Park, lll. 221 9th Ave. N. 5401 E. Sheila Street 


REPRESENTATIVES WITH STOCKS ANDO SERVICE FACILETEES 16 ALL PRINCIPAL CITIES 





’56 national advertising begins next month! 





... It gets cheaper 
by the mile ! 





In April, Ethyl] launches its national advertising 
for the 1956 “Drive More”’ program. The first 
advertisement —a big two-page spread —will ap- 
pear in The Saturday Evening Post, Collier’s 
and Life magazines. And a power-packed page 
ad will run in Reader’s Digest. 


Life magazine is the big addition to Ethyl’s 
‘Drive More” schedule this year. Now each ad- 
vertisement will reach more than 50,000,000 
people. That means millions more motorists will 
read about the program during 1956 to create a 
larger demand for all your products and services. 

So get set with your plans to participate in the 
1956 ‘“‘Drive More” program. It’s our aim to 
help you make this your biggest and best year! 





to your 


“Drive More’’is a hard-selling campaign aimed 
at putting more mileage on the nation’s auto- 
mobiles and increasing all service-station sales. 


Here’s what it might do for a station with 
200 steady customers...customers who now 
drive an average of 9,500 miles a year. If you 
could put 500 more miles on each of these 
cars—you’d sell 6,666 more gallons of gasoline, 
338 more quarts of oil, and take in 446 more 
dollars in TBA, lubrication and lubes, and 
miscellaneous labor: 

Gasoline Sales 

Oil Sales. 

TBA Sales 


Lubrication and Lubes 
Miscellaneous Labor 





How “Drive More’’ can add “new” customers 


stations! 


The chart is based on sales ratios of 3,000 
representative service stations across the 
country. It shows how a station can boost 
its dollar volume—how a little effort can turn 
up new sales. 500 more miles can bring a 
station 2,517 more dollars! 


In other words, you’d be doing the same 
thing as adding eleven new customers to your 
station. And you know how hard it is—how 
much time and money it takes—to go out 
and get new customers. 


That’s why it’s smart to help put “Drive 
More”’ across to your customers... it pays 
off in sales. Contact your Ethyl representative 
for further details about the big 1956 “Drive 
More’”’ program. 





ETHYL CORPORATION 


NEW YORK 17, N. Y. 
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No. 7OFX5 


FULL UNRESTRICTED FLOW °¢ EFFORTLESS MOVEMENT 
GREATER LOAD CARRYING CAPACITY * ‘‘O’’ RING SEALED 
CONTAMINATION FREE OPERATION * PERFECT ALIGNMENT 


The wide range of sizes and styles of OPW BALL 
BEARING SWING JOINTS offers many and varied 
applications for safely handling liquids of diversi- 
fied viscosity at required temperatures and working 
pressures. 





No. 30X4 No. 30FX4 





Millions of gallons of all types of liquids are moved 
daily in flow lines where perfectly sealed, rotating 
OPW Swing Joints provide an almost limitless range 
fo} Mi i(- 4] 0) (-Me) ol -Tae lier e 


No. 30X5 No. 30FX5 


No. 40 


Join other users of OPW Swing Joints. You can also 
realize economies in your liquid products handling. = - 


Free Catalog F-8 


provides engineering data, sizes, 
styles, recommendations 
and prices. 





No. 50X1 No. 40FX5 _. 
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2735 COLERAIN AVE., CINCINNATI 25, OHIO 
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COAST TO COAST. 
4Hrs., 24 Minvtes— 


Another World Record Made with the Help of Mobiloil 
















In the Air—1954— Joe 
DeBona, flying a piston- 
engine Mustang, covered 
the distance from Los 
Angeles to New York in 
4 hrs., 24 min., 7 sec. 
—a new transcontinental 
record for conventional 
aircraft! 


-On Land—1947—John Cobb, driv- 
ing his giant 2000-hp car, streaked 
across Utah’s salt flats at an amazing 
record average speed of 393.82 mph! 





New Mobiloil 
Special Powers Mop; r 


as it Protects! gPecaed 


These two great products— 
Mobiloil and Mobiloil Special—are 
the world’s most famous lubricants. 
Mobiloil is first choice with more 
motorists than any other brand. And 
Mobiloil Special already outsells all 
other year-’round motor oils by far. 





On Water—1952—-Stan Sayres’ fa- 
mous Hydroplane—Slo-Mo-Shun IV 

averaged 178.49 mph on Lake 
Washington to smash all speed rec- 
ords for propeller-driven water craft! 








SOCONY MOBIL OIL COMPANY, INC. 
and Affiliates: 
MAGNOLIA PETROLEUM COMPANY 
GENERAL PETROLEUM CORPORATION 


Makers of 
Mobiloil —World’s Largest-Selling Motor Oil 


Mobiloil Special—America’s Most Popular 
Year-’round Motor Oil 


NEW YORK 4, N., Y.—26 Broadway « CHICAGO 5, ILLINOIS—59 E. Van Buren St. « BALTIMORE 18, MARYLAND—1914 North Charles St. « MILWAUKEE 

WISCONSIN—907 South First St. « KANSAS CITY 13, MISSOURI—925 Grand Ave. « DETROI yt 32, MICHIGAN—903 West Grand Blvd. « ST. we 8, MISSOURI. 

4140 Lindell Blvd. « DALLAS 1, TEXAS—Magnolia Petroleum Co., Magnolia Building « LOS NGELES 54, CAL. eneral sueneionm Corp., 612 8 Flower Bt. 
Socony Mobil maintains many other conveniently located service offices = give you close and fast cooperation. 
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WITH A NEWSMAKER 


WIGHT T. COLLEY has been making more news lately. A 

natural newsmaker, Colonel Colley does it through his 

vigorous ideas, his forthright action and his flair for lively 
speech. 

Since becoming marketing vice president for Atlantic Re- 
fining Co., Colonel Colley has been prominent as a national 
leader in oil marketing. His position as chairman of the stormy 
Service Station Advisory Committee of the American Petro- 
leum Institute has kept him in the marketing limelight. 

Colonel Colley is now making news with the bold Atlantic 
Plan, which he devised and inaugurated last December as a 
means of ending price wars in retail areas where Atlantic is a 
dominant marketer. The plan was widely publicized when it 
was introduced. 

But how’s it doing now, and what does Atlantic think about 
its unusual experiment? 

To find out, we arranged a full-dress interview with Colonel 
Colley. For three hours one morning in his Philadelphia office, 
he discussed the Atlantic Plan, his company’s thinking, price 
wars and dealer problems. 

Out of the session came the comprehensive article that 
starts on p. 34. It’s the first time this experiment has been 
discussed so thoroughly in public. I think NPN readers will 
find it a most useful piece of reading. 


‘SOO-0-0-IE-E-E’ 


SC ipowely a little story with a chuckle behind the above 

gibberish. The word appeared on page 10 last month, 
and readers who had lived on a farm recognized it as a 
phonetic spelling of a hog call. Selection of that particular 
spelling came after a long hunt. 

The research was prompted by a letter mentioning hog- 
calling. As a headline for the letter, a hog-caller’s call seemed 
appropriate. No one on the staff knew for sure how to spell it 
—so a reporter was instructed to find out. A call to the library 
produced several versions, from reference books such as the 
American Dialect Dictionary and the American Thesaurus of 
Slang. That was inconclusive, so calls were made to agricul- 
tural organizations and publications. 

Assorted replies came from astonished agrarians. The public 
information service of the U. S. Department of Agriculture 
reported tersely, “There isn’t any official way to spell it.” Said 
the NBC farm editor, “You don’t spell it; you say it.” 

By this time, the predominant calls seemed to be to varia- 
tions of “soo-ie,” “who-ey” and “coo-ey.” 

Our Chicago office, asked to check the hog-calling belt, sent 
inquiries all around—including Prairie Farmer National Barn 
Dance. Out of the Midwest response came a strong tendency 
toward “soo-0-0-ie-e-e,” so we used it. Our editorial staff, in 
short, will go a long way to track down details. 

HARRY WADDELL, Publisher 


What Red Seal Meters are doing for others: 
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* Registers in the office automatically lock the shut-off valves on the rack 
so no product can be withdrawn until authorized. 


How to load trucks 
faster with | <4 
closer control:  .—-—«s ss aoa oe 


* Efficient drive-through layout together with Red Seal remote metering 
cut loading time tremendously in this fuel oil bulk plant. 


RED SEAL REMOTE _ 
CONTROL METERING 


You can do what these efficient new bulk plants are doing 
. . . get trucks rolling minutes faster . . . with all control 
firmly under the thumb of one man. Each of the Red Seal 
Remote Control registers in the office is accurately synchro- 
nized with a rack meter outside. Your dispatcher handles 
many trucks with ease . . . no running back and forth... no 
waiting. Automatic interlock prevents withdrawal of product 
until authorized by inserting a ticket and clearing the 
proper register. Tickets are meter-printed right in the office, 
eliminating inaccuracies and speeding accounting. And you 
get the dependable accuracy of Red Seal meters . . . accu- 
racy sustained for millions of gallons with lowest main- 
tenance costs. Loading speeds up to 650 gpm. Ask our 
nearest branch office for details. 


N E PT U N E M E T E R C 0 M P A N Y * No waiting . . . dispatcher gives “go-ahead” as truck rolls to stop. 


19 WEST SOTH STREET. NEW YORK 20, N. Y. Meter-printed tickets save checking-out time, too. 
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BRANCH OFFICES: attanra + BOSTON » CHICAGO + DALLAS + DENVER 
no 


2430 LAKESHORE RD., TORONTO 14, ONT. 


What Red Seal Meters are doing for others: 


Where accuracy counts most: Guided by critical experience, the 
State of lowa has again selected Red Seals as the master meters in 
their new trailer-mounted calibration units . . . another expression of 
confidence in Neptune’s sustained accuracy. 


Flexible installation . . . ability to adapt in the field to right or left- 
hand or angle-type installations . . . is just one of many reasons 
Red Seal “compacts” are preferred for dual-metered tank trucks. 


“Our Red Seals have given us excellent performance . . . never any 
trouble’, says D. L. Besanceney, Operations Manager of Conserva- 
tive Gas Corp’n, New Hyde Park, L. I. In LP-Gas, too, Red Seal 
meters lead, with a meter designed specifically for the job. 
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. . ? 
Accurate operating and stores records for railroads are After 17 years’ hard work in this Mt. Vernon, N. Y. bulk plant, nine Red Seals 
provided by Red Seal Print-O-Meters installed at refuel- still had original measuring chambers . . . some never opened for repairs. 
ling stations for Diesel locomotives. Modernized with Print-O-Meter registers, they're still on job! ; 














CANADIAN FACTORY: NEPTUNE METERS LTD., 


eh FIRST IN RUBBER 


2430 LAKESHORE RD., TORONTO 14, ONT. 
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Faster deliveries, more per day 
with new B. F. Goodrich hose 


ERE’S a new hose that’s 20% /ighter, 

much more flexible than other 
tank truck hose of the same size and 
specifications. This saving in weight, 
this added flexibility makes possible— 
for the first time—a really practical 4” 
size hose. It’s a hose, so easy to handle 
and carry, that one man can unload 
it, hook it up, and reload on the 
truck without help. And, of course, 
by using larger hose like this, tank 
trucks can make faster deliveries, more 
per day. 

The big difference in this hose is the 
use of high tensile nylon cord in 
the reinforcement. As you can see 
in the picture, the hose is so flexible 


\ 


it can take a sharp U-turn—even an 
O-bend—without flattening. Yet it has 
all the strength it takes to keep its 
full round shape at all times—won’t 
collapse to cause shut-offs or slow 
deliveries. 

Its thick, tough cover is built for 
rough use. Dragging it over concrete 
or gravel driveways won't harm it. 
Letting it stand in gasoline, oil or 
grease won’t damage it. And there's 
no danger of sunlight causing it to 
crack or check. 

Special rubber compounds make the 
tube of this hose completely gasoline- 
proof, eliminate swelling and flaking. 
Either one-time or reattachable coup- 


lings can be used. And the wire filler 
in the reinforcing plies acts as a static 
ground to the couplings. 

This new B. F. Goodrich hose is 
known as Type 82-A—an improved 
hose that’s easier to handle, can make 
faster deliveries, and reduce operating 
costs. Let your B. F. Goodrich dis- 
tributor tell you more about it, or 
write The B. F. Goodrich Company, Dept. 
M-575, Akron 18, Ohio. 


B.E Goodrich 


INDUSTRIAL PRODUCTS 
DIVISION 
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High Noon in Philly 
To THE EDITOR: 


I was interested in the unnamed 
industry official’s comment on the re- 
cent move by Atlantic Refining’s 
Dwight T. Colley to curb price wars 
(Jan., p. 33). That comment was: 
“Considering this move concerns a 
price war area, it seems to me like 
someone in a war throwing down his 
gun, saying he suddenly decided he 
was against shooting to kill.” 

Now I don’t know where this official 
got his first hand knowledge of shoot- 
ing wars, but he sure picked a good 
person to talk about wars to, since 
Colonel Colley got shot at in two of 
them. 

It seems to me that in this war the 
only ones who have been getting killed 
are we dealers. Being an Atlantic 
dealer and having had considerable 
experience in both bullet shooting wars 
and price wars. I wish some of the 
other companies’ Generals would take 
a look around to see just who’s getting 
killed and what’s doing it. A little more 
help like this and maybe we could 
find a way to keep alive. 

For my money Colley’s suggested 
minimum retail price has done more 
to bring order into the Philadelphia 
picture than anything that has been 
done for years. 

A. SENECAL, JR. 
Al’s Atlantic Service 
Melrose Park, Pa. 


For more about Col. Colley, see p. 34 


Heating Oil Blues 
To THE EpiTor: 

I very much agree with most of 
what Mr. Russell Burns has said in 
his letter to you on the home heating 
oil and oil burner industry. (Feb., p. 
9). 

The major companies, in my 
opinion, in their mad rush to complete 
more service stations to sell more gaso- 
line, have neglected the fuel oil mar- 
keting department except to increase 
the price of home heating oil. A com- 
parison of prices of No. 2 oil and 
gasoline on the Gulf over the past 
few years would clearly show the nar- 
rowing differential between these 
products at that level. 

WILLIAM F. KENNY, JR. 
President 

Meenan Oil Co., Inc. 
New York, N. Y. 





To THE EpITorR: 

Mr. Russell Burns’ comments are 
certainly well-founded and I believe 
that something should be done about 


the lethargy that has been in our in- | 
dustry for so long. We are members | 


of the Oil-Heat Institute of Long Is- 
land, and I happen to be chairman 
of a committee that is now working 
with the Long Island Agricultural and 
Technical Institute at Farmingdale on 
a program to educate our own industry 
as well as builders, architects, and de- 
signers in the methods for installation 
of better heating. 

If the manufacturers of the equip- 
ment and the major oil companies, 
through Oil-Heat Institute, were able 
to promote the same activity that the 
gas companies have promoted through 
American Gas Assn., I am sure that 
all of us would be in a far better 
position in the fight with gas than we 
are today. 

WILLIAM G. KANE 
Lewis Associates, Inc. 
Port Washington, New York 
To THE EpiTor: 

I have just finished reading your 
February issue and would like to say 
that I consider Mr. Burns’ letter on 
pages 9 & 10 the most forthright and 
honest presentation of the case for 
oil heat that I have had the pleasure 
of seeing or hearing. 

I always admire a statement where 
no “punches are pulled,” and in my 
opinion the views expressed by Mr. 
Burns have been long overdue. 

Congratulations to your good pub- 
lication for printing them. 

R. M. CRANE 
President 
Reel-Strong Fuel Co. 
Cranford, N. J. 


Mr. Crane is also president of the Oil 
Heat Council of New Jersey. 


Station Services 
To THE EpITor: 


NPN is to be congratulated for the 
publication of the article “Is Free 
Service Just a Waste of Time?” (Feb., 





You are more than welcome to 
write—if you feel like criticizing an 
article, commenting on the news or 
putting your views on paper. 

Write to: 
Editor, 
National Petroleum News 
330 West 42nd St. 
New York 36, N. Y. 
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Hose Swivels 
with 


EVER-TITE 





EVER-TITE No. 2 
Straight Thru Swivel 


When this new Ever-Tite Swivel 
is used between the hose and 
nozzle, kinking and twisting of 
the hose is eliminated. 


Free swivel action at all times— 
with parts firmly secured. Hose 
strain is prevented because the 
swivel assures quick and easy 
positioning of nozzle. 

The Ever-Tite Swivel is always 
leak-proof because of a special- 
ly-designed machined seal and 
gasket. It is constructed of heavy- 
duty durable bronze—precision- 
engineered for typical Ever-Tite 
performance. 


EVER-TITE 
No. 9 
Check Valve 
Swivel 





Ever-Tite No. 9 Swivel has all 
the features of the No. 2 plus 
the additional advantage of an 
inlet check valve. When the 
pump is shut off, an “O” ring 
seals against a tapered machined 
surface and prevents the hose 
from draining. Spring tension is 
approximately 11 p.s.i. 


Let these precision Ever-Tite Hose 
Swivels save wear on your equip- 
ment as well as operators’ time. 
Write or phone your distributor. 


EVER-TITE COUPLING CO. INC 


254 West 54th Street, New York 19, N.Y 








p. 87). The free services given by the 
retail stations have long been subjects 
of discussion by many dealers. 

I agree that giveaway schemes such 
as trading stamps and premiums are 
a waste, not merely of time, but of 
hard-earned money as well. 

However, free services fall into a 
different category. They should be used 
as sales aids. The dealer should con- 
vert the service into profit. This can 
be done without charging for some of 
the services as the article suggests. 

One of the principal sore spots in 
the long list of free srvices offered to 
the motorist, the public restroom, 
must be viewed in a different perspec- 
tive. Railroad depots, airports, trains 


and airplanes all are equipped with 
restrooms. If the dealer wants to en- 
courage use of the automobile for 
transportation so that he may service 
the car for profit, he is obligated to 
furnish equal facilities. True, this serv- 
ice often is abused. The abuse may 
be modified by use of money locks 
and similar devices. Even so, the room 
has become a necessity, rather than a 
convenient service. 

“Free service is never justified un- 
less the customer is emphatically 
aware of what he gets ... ,” according 
to your article. I agree. Through the 
years, the public has taken gratuitous 
services for granted. However, when 
called to its attention, the public can 








AT LOW COST 


mechanisms. 


swing joints. 





Fig. 165 


Fig. 168 


Morrison Line Strainers and Swing Joints 
Are Built for Important Protection 


A valuable pump is wrecked. A fine costly meter is 
utterly ruined. It happened because foreign substance 
was pumped through the lines into the highly important 


Losses are increasing steadily due to leaky, inefficient 


These Morrison line strainers end swing jeints, inex- 
pensive though they are, will prevent meny breakdowns 
and loss of time and preducts. 


Please write for full information. 








Fig. 365 





Fig. 286 


MORRISON BROS. COM PANY 
OIL EQUIPMENT HEADQUARTERS 


DU BU QUE, 


LOWA 


respond. The Lucky Folder Contest 
initiated in Houston, Tex., during Oil 
Progress Week, caused car-owner com- 
ment in the following vein: 

“It brought to my attention the 
amount of free service I get when I 
drive in for gas and oil.” 

“The free service I receive from my 
dealer is not free for him and after 
reading your folder, I will have a 
better understanding about my dealer 
in the future.” 

NPN can render valuable service by 
advancing this pioneering effort. It can 
publicize the importance of the retail 
service station and its services in its 
particular community and in the chain 
of nationwide transportation. 

SAMUEL ROSENWASSER 
S. R. Service Stations 
Brooklyn, New York N.Y. 


To THE EpITor: 

Both Frank Sturtevant and NPN 
deserve the applause of the dealers 
for the article “Is Free Service Just a 
Waste of Time?” in the Feb. NPN. 
Such a forthright honest approach to 
a perplexing problem has long been 
due. 

Unfortunately, however, a one-shot 
blast will not move our industry to 
any desire or necessary action. What 
would you suggest be done to make 
the take-off point for a sustained drive 
until some progressive changes are 
made? 

NaT AZAROW 

Executive Secretary 

Gasoline Merchants of Brooklyn, Inc. 
Brooklyn, N. Y. 


Any ideas from readers? 


There’s Many a Slip 


To THE EDITOR: 

Glad to read that marketing men 
are eventually “recognized,” as you 
described Continental Oil appoint- 
ments in the February NPN, p. 180. 

K. J. FELTON 
Canton, Ohio 


Continental Oil has always recognized 
its marketing staff, but it recently re- 
organized it—which is what the word 
was until it went to the printer. 


Commercial Accounts 


To THE EDITOR: 

We commend you for the excellent 
format and content of your magazine, 
and at present are following with in- 
terest every scrap of news published 
concerning efforts to stabilize com- 
mercial and retail prices in the Ameri- 
can market, appreciating a similar 
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situation exists to a somewhat lesser 
extent in the Canadian market. 

S. H. MARSHALL 

Supertest Petroleum Corp., Ltd. 

London, Ontario, 

Canada 


To THE EpiITor: 


The story on the commercial ac- 
count development (Jan., p. 32) is 
encouraging, but we still have a long 
way to go. I certainly think that per- 
haps we have at last broken through 
and maybe if we can last long enough 
we will be given the relief to which 
we are entitled. 

E. K. BENNETT 
Skelly Oil Co. distributor 
Longview, Texas 


Car Wash Cost 
To THE Epiror: 


Your article on Moto-Pep’s fast 
wash-station combinations (Dec., p. 
33) was very interesting to us. How- 
ever, the investment required to set 
up a completely automatic chain sys- 
tem in a cold climate is considerably 
higher than stated in your article. 

D. F. CARPENTER 
Highland Car Wash 
St. Paul, Minn. 


Corrections, Please! 
To THE EpiTor: 

The article “Census Shows Four 
Marketing Trends” in the February 
issue of NPN, p. 31, contains a tabu- 
lation showing a decrease in the 
number of service stations in metro- 
politan Washington, D. C. 

While the 1948 figures of 832 is 
in accordance with Census data for 
metropolitan Washington, the figure of 
422 for 1954 covers only the District 
of Columbia. A more precise com- 
parison is shown in the second table 
in your article which shows a de- 
crease of only seven stations. 

I don’t recall having seen so far a 
Census of stations in metropolitan 
Washington for 1954. 

L. E.. Dorts 
American Oil Company 
New York, N. Y. 


Mr. Dufty caught a bad typographical 
error. There were 1,025 stations in 
metropolitan Washington in 1954, not 
422 (the number of stations in the Dis- 
trict of Columbia alone). 


To THE EDITOR: 

In your February issue, p. 38, there 
is an article entitled “D-X Sunray’s 
Expansion.” The last paragraph states 
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that Sunray Mid-Continent owns half 
interest in the 25,000 b/d Suntide Re- 
fining Co. at Corpus Christi and that 
Kerr-McGee Oil Industries, Inc., holds 
the rest. 

Please be advised that the through- 
put at Suntide Refining Co. is 50,000 
b/d rather than 25,000 b/d, and that 
the other half is owned by over 3,000 
stockholders all over the country, and 
Kerr-McGee Oil Industries has no 
connection with Suntide in any way 
whatever. 

F. L. MARTIN 
President 


Suntide Refining Co. 
Corpus Christi, Tex. 


HEL 


thes 


T Eliminate costly mainte- 
nance of obsolete pumps. 


WJ Cut delivery costs with 


fewer stops—bigger dumps. 


Build volume through im- 
proved service. 


TOKGEIM 


LES 


letters —F7} 


New Car Servicing 
To THE Ep!Tor: 

It really seemed like old times to 
read an article that has as much 
meat in it as the one Frank Sturtevant 
wrote about the problems of servicing 
the new automobile (Jan., p. 122). 

For the last five years I have heard 
this complaint from service station 
men and I am certainly glad to know 
someone who has enough guts to write 
an article about it, even though it is 
a very controversial subject. 

I. A. MATHIAS 
TBA Manager 
Fleet-Wing Corp. 
Cleveland, Ohio 










Power: , mp a FACTS! 


If you’ve only been skimming the surface of the 
profitable consumer market, check the versatile 
Tokheim Power Pump. It will deliver years of 
trouble-free service without costly maintenance; 
permit bigger volume deliveries and fewer 
stops; build good will through better service. 
Highest quality. Moderately priced. It’s tops! 


Call your Tokheim representative today! 


delivers approximately 10 gallons 
per minute 


built-in check valve—no foot valve 
necessary 


gear-type pumping unit with built-in 
by-pass valve 

explosion-proof motor 

removable strainer screen 

welded steel housing 

baked enamel finish 





dial meter with calibration adjustment 


General Products Division 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 


1650 Wabash Avenue 


SINCE 1901 


Fort Wayne 1, Indiana 


Factory Branch: 1309 Howard Street, San Francisco 3, California 
Canadian Distributor: H. Reeder, 205 Yonge Street, Toronto 
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THIS MODERN SUPER SERVICE STATION saves over 35 hours weekly in bookkeeping time with a 


National System. 


“Our Wational System 
saves us *2,000 a year... 


pays for itself every 10 months!” 


—Kelly’s Super Service Station, Norfolk, Va. 


“Before we installed our two National 
Cash Registers, we were experiencing 
difficulty in balancing cash and in 
keeping accurate sales records by 
departments,” writes the owner of this 
Norfolk, Va., Service Station. ‘After 
we changed to a National System we 
found we could actually save over 35 
hours weekly in bookkeeping time, by 
compiling our daily work from the 
figures furnished by our two modern 
National Cash Registers. This means 


a yearly saving of $2,000. 

‘‘We have obtained additional 
benefits from our National System 
through better control over charges 
and a sizeable reduction in cash short- 
ages. Now we have control over all 
departmental sales at all times. 

“Our National System pays for 
itself every 10 months. Naturally we 
feel that any equipment that pays for 
itself in such a short time is an ex- 
cellent investment.” 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


986 OFFICES IN 94 COUNTRIES 
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THIS NATIONAL SYSTEM provides Kelly’s Super 
Service Station with a complete sales record 
of each department. 


MR. J. R. KELLENBURGER, Owner. 


What is the profit picture at your 
Service Station? A modern National Sys- 
tem will provide you with information 
that makes money plus protection that 
saves money. Call your nearby National 
representative today and let him show 
you how. His number is listed in the 
yellow pages of your phone book. 


*TRADE MARK REG. U. 6. PAT. OFF. 


CASH REGISTERS » ADDING MACHINES 
ACCOUNTING MACHINES 
: ae 
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Money-Making Ideas 


The Weather Is Hot 
But the Car Is Cool 








$ 

Gulf is one of the first oil companies 
to send around special instructions for 
changing tires on 1956 Buick cars. 
Service station operators need to be 
warned not to use a bumper jack— 
the new Buick bumpers are not de- 
signed to take the weight of the car 
for jacking purposes. Other kinds of 
jacks are all right, including the usual 
type of service station jack that catches 
the body frame. Buick owners are 
supplied with a special jack designed 
to engage lifting pads built into the 
car at specific spots. 


$ 


No fuel pumps are sold by Esso 
Standard, but the company is glad to 
pass on hints for dealers who do sell 
them. Try putting a rubber band 
around the bolts and gasket when in- 
stalling fuel pumps, says Esso. It keeps 
the loose parts in place until the bolts 
are started, when the band can be 
removed. 

$ 


Humble Oil Co. is distributing its 
own special kind of road map. As its 
name (24-hour-station map) implies, 
it shows the locations of all Humble 
stations open day and night. Operators 
of 24-hour stations give out maps to 
transient customers who stop for night 
service. 






Pinned sun are treated to a 
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Drivers sweltering under the hot 


draft of refrigerated air when they 
pull into Dwight Babcock's Las 
Vegas Texaco station. Eight flexi- 
ble hoses under the canopy carry 
cool air from an air conditioning 
unit on station roof (above). The 
air conditioner also cools station 
office, lube and wash bays. When 
not in use, the eight hoses fit over 
plugs designed to cut air-loss. 


$ 

Since 14-in. tires are a certainty on 
next year’s new models, Armstrong 
Rubber Co. is starting well ahead of 
time to educate its field organization 
and dealers on what to expect. By the 
end of this month, Armstrong execu- 
tives will wind up a country-wide 
series of sales meetings. The meetings 
are devoted primarily to current sales 
strategy, but also include a look at the 


future. 
$ 


A check of customers at a Tide 
Water station operating in Seaside, 
Calif., revealed that 25% came as a 
result of a special radio broadcast and 
a series of spot announcements. Two 
partners, Cliff Coleman and Art 
Roberts, staged an evening broadcast 
right from the station. It featured in- 
terviews with the dealers’ wives, civic 
Officials and Tide Water representa- 


tives. 
$ 

From an LP-Gas marketer comes 
an idea for prolonging the good ap- 
pearance of a truck paint job. A Skel- 
gas dealer, who gets a lot of advertis- 
ing value out of his trucks, says the 
paint lasts longer if it’s protected with 
several coats of clear lacquer. For 
some colors the initial lacquer coat 
(Continued on p. 14) 





There's 
Power 

Performance 
Profit 


in the use of 


































ON GUARD SINCE 1888 


LUBRICANTS 


they are made 










from costlier 






materials that 






have proven 






their worth. 








Magie Bros. 
Oil Co. 


9101 Fullerton Ave. 
Franklin Park, Ill. 







Chicago Telephone 
TUxedo 9-4800 






“‘never underestimate the 






importance of Lubrication” 



























Gotta hound ’em for help? 
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Help is easy to get when you’re a Richfield 
Distributor! Your telephone can connect you 

within moments with the top Richfield officials. 
Richfield is as close as that to its distributors, 

and the “top brass” is always anxious 

to give you a personal assist with your business 
or marketing problems. 

Because Richfield does not compete with its 
distributors, you can count on the full-hearted help 
of Richfield executives in the development of 

your territory’s potential. It is a territory .. . 
specifically defined. What’s more, Richfield 

always works with you in the local development 
of the brand. This means that Richfield’s 
hard-hitting advertising and point-of-sale promotion 
is always devoted to your direct support. 

You profit! 

So, if you feel you’ve been barking up 

the wrong tree . . . look into the advantages 

of keeping your independence, while still enjoying 
all the benefits of a major brand. 

Write, wire or telephone. 


\ RICHFIELD 


OIL CORPORATION OF NEW YORK 


579 FIFTH AVENUE, NEW YORK 17, N. Y. 


Serving the Eastern Seaboard from Maine through Florida 


| 
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(Continued from p. 13) 

may have to go on with the paint to 
aviod discoloring. Successive clear 
coats can then be applied safely. 


$ 


Don’t hide your tire displays in the 
winter, says a Standard of Kentucky 
message to dealers. The summer peak 
in tire sales is not such a big peak as 
is generally supposed, Standard points 
out. Records for 1955 show that the 
bulge in the middle third of the year, 
comprising the months of May, June, 
July and August, accounted for only 

% more tires than the first and last 
thirds. 
$ 


Carter Oil Co. had a_ successful 
road show season with its traveling 
dealer development center. Formerly 
located at the Denver headquarters, 
the training school was housed in a 
trailer for the road tour. The center 
offers a course in advanced manage- 
ment for service station operators. 


$ 


For the customers you know well 
enough, try a humorous reminder 
when tires get bad, says Harold John- 
son, Socony Mobil dealer in Forest 
Grove, Ore. Johnson tells his custo- 
mers there’s risk of having a flat “when 
the wife isn’t along to change it.” 


$ 


There’s proof that car owners are 
interested in travel information from 
distant places. Al Robbecke, Richfield 
dealer of Tacoma, Wash., took the 
trouble to write for literature to all of 
the state highway departments. Then 
he set up a display of the maps and 
folders he received. Says lots of people 
come in to look it over, and that his 
gasoline gallonage is picking up. 





Jim Hendrickson, heating oil dealer 
in Penbrook, Pa., uses the back panel 
of his heating oil truck for a bit of spe- 
cial and different advertising. His wife 
dreamed up the cartoon idea, and it’s 
attracting attention, Hendrickson says. 








What Theyre Saying 


“In view of our million-dollar pub- 
lic relations program that stresses the 
reasonableness of prices charged for 
our products and the competitive na- 
ture of our industry, it is confusing to 
find us pricing ourselves out of the 
market. When this happens, prices will 
have to come down or else we go out 
of business and all the work done to 
present our industry in a favorable 
light to the public jis for naught.” 
Harry Hilts, secretary, Empire State 
Petroleum Assn. 


“We would not suffer from an in- 
adequate, unsafe highway system to- 
day if, for the past 30 years, it had not 
been a general practice to raid state 
highway tax coffers to finance unre- 
lated expenditures.” T. Coleman An- 
drews, ex-Commissioner of Internal 
Revenue. 


“Prognosticators have indicated .. . 
that in the early 1960’s the rate of 
natural gas production will be inade- 
quate and gas will, of necessity be 
provided from other sources. How- 
ever, transportation costs will become 
an increasingly greater factor as sup- 
ply sources retreat from the larger gas 
markets. . . . The production of any 
substitute gas is bound to be more 
costly in its early stages.” Elmore S. 
Pettyjohn, former director, Institute of 
Gas Technology. 


“The modern automobile is more 
complex than it was 15 or 20 years 
ago. It demands mechanics of ability 
and skill—technicians equipped with 
modern tools, with an understanding 
of hydraulics, electronics and mechan- 
ical tolerances applicable to these com- 
plex mechanisms.” H. H. Curtice, 
president, General Motors Corp. 


69 


“When a customer pays cash, he 
asks, what is my discount? But when 
he buys on time his only question is, 
how much do I have to pay a week? 
Think it over.” Bill Deane, retiring 
president, National Tire Dealers and 
Retreaders Assn. 
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“Reductions in residual imports are 
offset only to a very small degree by 
increased domestic output. Because 
resid generally sells for less than the 
crude from which it is made, refiners 
are installing costly processes to cut 
down residual yields. This means 
restrictions on imports do not shift 
the supply from foreign to domestic 
sources. It reduces the total available 
supply.” Herbert Willetts, domestic 
marketing vice president, Socony Mo- 
bil Oil Co., Inc. 


“The use of trading stamps does not 
create new business. It simply sets up 
a dog fight within an industry for 
whatever business is available. It is 
not constructive; it is destructive. If 
our profits are so great we can give 
away 0.5¢ a gal. through trading 
stamps, it would be much smarter and 
of more direct value to the customer 
to cut the cost of our product by 
0.5¢.” Fred N. Beckwith, executive 
secretary, Oil-Heat Institute of New 
England. 


“Gas turbine engines will have no 
material effect on oil marketing for 
many, many years. And when they are 
sold there will still be 50 million con- 
ventional cars on the road.” S. A. 
Swensrud, board chairman, Gulf Oil 
Corp. 


‘9 


“Anyone who deals with the farm 
market is well aware of the power 
that premiums have... . If your pre- 
mium is not of high quality, it will 
reflect adversely on your product.” 
John Y. McCollister, United Petro- 
leum Corp., Omaha, Neb. 


“The growth of the (Canadian) oil 
industry has led to the development of 
a host of new businesses to help sup- 
ply its needs. This is partly the result 
of the oil industry being the most auto- 
mated in the world. It is estimated 
that some $35,000 of equipment is 
needed for every man on the job, and 
in big modern refineries the figure is 
far higher.” Vernon Taylor, represent- 
ing the board of governors of the 
Canadian Petroleum Assn. 


NEWS 


Automatic Inflation 
Speeds Service, 
Adds to Tire Life 


Station Operators Save Time 
Airing tires can be done in a few seconds 
—even in the dark—with the new 
NELSON Equamatic tire inflator. Oper- 
ator merely dials desired pressure, the 
NELSON shuts itself off when dialed 
pressure is reached —no gauge watching, 
no valving-off. 


Customers Like Service 


Each pair or set of tires aired at same 
dial setting get exactly equal pressures. 
Customers like the speedy service, the 
greater driving comfort, safety, and longer 
tire life. 


Rugged—Low Upkeep 
Thick-walled pressure-cast case protects 
working parts against damage from bang- 
ing and dropping on concrete. Can be re- 
calibrated right on airline—no cartridges 
to buy, no time lost returning to factory. 


Meets Every Need 
Universal model has 10 to 110 Ib. dial 
range. Passenger tire model has 15 to 
45 lb. dial range with open position for 
higher pressures. Each available with 
““Handi-Chuck” (illustrated), standard 
single chuck or dual chucks (also with 
Nelson Safety Grip-Chuck for tire repair 
departments). 


Low First Cost 


Passenger model shown costs only 
$14.95, less liberal allowance for old 
gauge. Connects to airline—no installa- 
tion cost. See your jobber or write us now 
for free literature. 


10 
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PRODUCTS INCORPORATED 


440 PERALTA AVENUE 
SAN LEANDRO, CALIFORNIA 
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-hecause 7r/-Sure Closures protect 
NEVILLE Resins and Solvents 


— CHEMICAL COMPANY, of Pittsburgh, maintains a rigid stand- 
ard for its big line of resins, coal tar solvents, and the new Nevsolv 
aromatic petroleum solvents. 


Neville’s high standards start with the first step in processing these 
products—and they follow through to safeguarding every drum with 
leak-proof, tamper-proof Tri-Sure* Closures. 


Companies like Neville—who believe that quality products should have 
quality protection—have found that Tri-Sure Closures create good-will. 
For the Tri-Sure Flange, Plug and Seal are accepted the world over as 


assurance that the exact quantity and quality put into the container Beg 0.5: Peasey 
is delivered. 


Why compromise with the safety of your products—or the good-will 
of your customers? You can be sure—with Tri-Sure Closures. Eliminate © LOS UR & 5 
leakage and losses—prevent tampering and pilferage—by specifying 
ee ° » ” 
Tri-Sure Closures’? when you order drums. *The “Tri-Sure” Trademark is 
a mark of reliability backed by 
verona over 35 years serving industry. 
The Sign of a Perfect Seal It tells your customers that genu- 
» — a a ine Tri-Sure Flanges (inserted 
with genuine Tri-Sure dies), 
Plugs and Seals have been used. 





AMERICAN FLANGE & MANUFACTURING CO. INC., 30 ROCKEFELLER PLAZA, NEW YORK 20, N.Y. 
CHICAGO, ILL. © NILES, OHIO ¢ LINDEN, N. J. 
Tri-Sure Products Limited, St. Catharines, Ontario, Canada 
Tri-Sure S/A Industria e Comércio, Sao Paulo, Brazil 
B. Van Leer N. V., Stadhouderskade 6, Amsterdam, Holland 
Van Leer Industries, Ltd., Seymour House, 17 Waterloo Place, Pall Mall S.W. 1, London, England 
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Ahead of the News 


Name Your Octane—Marketers are watching Sun Oil 
Co.’s revolutionary experiment with its “automatic custom 
blending pump” at 17 stations around Orlando, Fla. The 
hand-assembled dispenser, built to Sun’s patent-pending 
specifications by Wayne Pump Co., mixes gasolines with 
five different octane ratings and tabulates price. Lowest 
octane will equal that of the present Blue Sunoco; highest, 
says Sun, will be over 100. Suggested price will be 1¢ 
above regular for the lowest grade, with an extra cent for 
each progressively higher grade. Sun’s test raises this ques- 
tion: does the motorist want a choice, or will five grades 
confuse him? For Sun—up to now a single-grade marketer 
—the move is radical. Its advertising now stresses “pre- 
mium fuel for the price of regular.” 


Road Bill Angles—If the House ways and means com- 
mittee can appease such opposites as the trucking industry 
and the AAA, a highway bill should have a solid chance 
of passing the Lower House. Two certainties: (1) The 
motorist will be picking up the tab—both parties concur on 
that. (2) Jobbers and dealers will get a guarantee of free 
and open competition on the interstate road system—no 
monopolies or “highest bidders.” Last year jobbers fought 
to get such a rule inserted in the bill. This time it was 
injected without opposition. 


Ask the Dealer-—More companies will look to their 
dealers for sales ideas this year. This reflects a general 
trend toward wider consultation with the men who do the 
actual selling. Object: a sharper retail pitch. 


Visionary Station—The station of the future is in the 
discussion stage for one major. While most companies are 
working to modernize a basic concept that has evolved 
since the 1920’s, this one is hashing over designs that are 
radical departures from the norm. The company will ap- 
proach its futuresque station cautiously, however. 


Oil Spotter—Armour Research Foundation will publish 
a report on a simple, effective method of identifying re- 
claimed oil. The method, developed by the foundation, 
distinguishes old oil from new through infrared absorption. 


Piston-Engine Savings—Automobile piston engines 
will increase fuel economy as much as 20%-30% over the 
next ten years, says a leading fuels and lubes expert. The 
upgrading, he says, will come when car makers “get around 
to building optimum fuel economy into engines instead of 
concentrating on higher horsepower.” He thinks the im- 
provement will give gas turbines an even harder time 
making the grade in passenger cars. 
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Spreading the Word—Training courses for jobber sales- 
men will be initiated soon in one Esso Standard Oil Co. 
division. The aim is to give Esso jobbers’ men the know- 
how they need to meet direct-marketing competition of 
other majors in their areas. 


Coal Stokes Up—Watch for more competition from the 
coal industry, currently stepping up attempts to win 
customers in the home and building markets. First move: 
distribution, to coal dealers and potential customers, of a 
manual on layouts of automatic coal boiler rooms for 
public schools. Literature will include results of “survey” 
claiming that coal costs are 7%-66% lower than other 
fuels. 
a 


GM Secret—Revolutionary changes in internal combustion 
engines may be revealed by a General Motors division in 
the near future. GM won’t say whether the development 
is related to the free-piston engine announcement it’s 
expected to make this spring. 


‘57 Union Outlook—Chances are good for better co- 
ordination among independent oil unions when they present 
contract demands next year. Union leaders say wide range 
of wage demands (15¢-30¢ hourly) weakened their position 
in the first round. More of a solid front can also be 
expected in round two when it comes to fringe benefits and 
bargaining on inequities. Some union feeling is that man- 
agement’s first offer of 6% or 15¢ was a “smart calculation.” 


LPG Hunt—A study of potential new markets for lique- 
fied petroleum gases should be completed in a couple of 
months. The project is being carried out by a research 
institute in the Southwest for a natural gasoline company. 


Facts on Fusion—A chemical research program is in 
the works, aimed at developing ways of using the millions 
of degrees of heat generated by atom fusion. Atomic Energy 
Commission will make fusion technology information— 
formerly kept under tightest secrecy wraps—available to 
private, FBI-cleared researchers. AEC’s action means more 
research and development programs, probably will boost 
nuclear projects now being carried on by nearly a dozen 
oil companies. 


Bigger Heating Oil Tanks—Many heating oil men, 
anxious to cut costs through larger dumps, will back a 
growing movement to get Underwriters’ approval for 325- 
gal. inside storage tanks, to replace the 275-gal. size. 


For More Ahead of the News > 
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Using the Broom—An East Coast major will do some 
house-cleaning in the coming months. The company, dis- 
pleased with the marketing practices of some of its dis- 
tributors, plans to buy out several of them. Officials say 
the move will give them a better foothold in boosting brand 
acceptance. 


Pocket Major—Gaseteria, Inc., will make Midwest com- 
petition hotter now that it’s bought out Johnson Refining 
Co., Chicago. The deal makes a strong little integrated oil 
company out of the former independent marketer, boosts 
Gaseteria outlets over the 200 mark. Marketing territory will 
be expanded from Kentucky and Indiana to include Illinois, 
Michigan, Iowa and Oklahoma. Gaseteria also gains 70-odd 
Oklahoma stripper wells, a 450-mile gathering line system, 
and a 6,500 b/d refinery. 


Oil Heat Quiz—By this time next month, Oil-Heat In- 
stitute of America’s market research committee hopes to 
be ready with its 1956 report on oil heating business 
prospects. Questionnaires are out to burner and accessory 
manufacturers to see how they feel about the current year, 
and asking some new questions on cost and profits. 


Gasoline from Above — Overhead gasoline dispensers 
are the newest twist at General Petroleum Corp.’s “Service 
Station of the Future” at Disneyland, in the Los Angeles 
Basin. Eight overhead pumps will be suspended from the 
station canopy. The units have concealed hoses and operate 
on the remote principle, says A. O. Smith, now building 
the equipment to specifications. 


Legislation Unlikely—State regulation of the oil in- 
dustry is a fading prospect in the Pacific Northwest. A 
Washington state legislative subcommittee plans one more 
hearing with dealers before trying to draft a regulatory bill, 
which is almost certain to fail. The 1955 Legislature let 
H.B. 487 (a motor vehicle fuel practices act) die in com- 
mittee. 


Butane Advance—Demand for butane in the Southwest 
will rise at least 30,000 b/d in the next two years, says 
Fluor Corp. president J. S. Fluor. Reason: new butadiene 
plants—either under construction or planned—will use 
butane as a feed stock. 


Dues Hike Ahead?—Distribution division of Oil-Heat 
Institute of America hopes to up membership dues from 
$5 to $7.50 a year. The division wants to borrow $15,000 
from OHI to finance a color film on oil heat, can’t get the 
loan unless dues are raised. 
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No Spare?—lIntroduction of the 14-inch tire next year 
may foreshadow the elimination of spare tires on new cars. 
The 14-inchers now under development are reported to have 
new and greater immunity to blowouts and punctures, 
which would reduce the need for tire-changing to a 
minimum. Another factor is the designer’s aim of lowering 
silhouette while retaining enough luggage room. Eliminating 
the spare in the trunk would restore space lost in lowering 
the lines. 


Margin Talk—Midwest jobbers may be seeking higher 
margins soon. Many of them feel a wider spread can now 
be justified because operating costs have risen so much 
since the last general margin increases in 1953. They also 
point to the integrated companies’ high 1955 earnings. 


Safety-Belt Trend—Passenger car seat belts are gaining 
ground. Latest state to move toward requiring the belts is 
Arizona. The legislature is studying a bill calling for belt 
installation on all new cars sold on and after July 15, 1957, 
and adding stiff penalties for violators. 


Mississippi Check—Budget Bureau may appropriate 
funds to survey low-water conditions in the Mississippi, 
especially at the Alton, Ill., locks. Towing men have 
taken a beating on their rates because of shallow loading 
of barges, sometimes only 65%-80% of capacity. Mean- 
while, oil marketers supplied by inland water routes have 
resisted preliminary attempts by bargers to put rates on a 
shell capacity, rather than ton mile, basis. While users say 
navigation hazards are part of the risk of doing business, 
some have privately co-operated by making temporary rate 
concessions this winter. 


Southwest Building—Humble Oil & Refining Co., ex- 
panding its New Mexico marketing operations, plans to 
have about 30 retail outlets flying its flag there by the end 
of this year. Only a half-dozen or so stations in the state 
now sell Humble products. The company, however, is 
presently building new outlets and negotiating for sites to 
build on. Bulk stations at Clovis, Albuquerque and Roswell 
will supply the new stations. 


Year-Round Budgets—A heating oil distributor in New 
England is accepting budget plans on a 12-month basis, 
not for just the usual 10-month period. And he’s accepting 
them at any time, not just during a certain period. The 
reasons: (1) The homeowner has more time to pay the 
heating bill. (2) Monthly payments are lower. (3) Picking 
up budget accounts at any time doesn’t leave the customer 
“loose” for two months, and gives the distributor an account 
that will stretch over parts of two heating seasons. 3 
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MONTHLY PETROLEUM STATISTICS 


Primary stocks (Last Day) 


Finished and unfinished gasoline (thous. aid 
Distillate fuel oil (thous. bbl.) 
Kerosine (thous. bbl.) 

Residual fuel oil (thous. bbl.) 

Crude oil—B. of M. (thous. bbl.) 


Refinery Activity 


Crude runs to stills (thous. bbl. daily) 
Foreign crude included (thous. bbl. daily) 
% of refinery capacity operated 


Refinery Output 


Gasoline (thous. bbl. daily) 
Kerosine (thous. bbl. daily) 
Distillate fuel oil (thous. bbl. daily) 
Residual fuel oil (thous. bbl. daily) 


Crude Supply 


U. S. crude oil production (thous. bbl. daily) . .. 
Crude oil imports (thous. bbl. daily) . 


*Through February 3. 
Source of Data: API Weekly Reports, except 1955, Bureau of 
Mines. 


MONTHLY MARKET TRENDS 


Petroleum products in secondary storage (thous. bbl.) .... 
Exports of crude and refined products (thous. bbl.) 
Average station gasoline price, ex tax (¢ per gal.) 
Gasoline consumption (million gal.) 

Service station permits (number) 

Passenger cars—domestic shipments (thous.) 

Trucks and buses—domestic shipments (thous.) 
Automotive replacement tire shipments (thous.) 
Replacement battery shipments (thous.) 

Oil burner shipments (thous.) 
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Feb. * 
1956 


182,656 
84,230 
20,357 
38,570 

258,210 


8,068 
897 
95.9 


3,734 

402 
1,934 
1,334 


7,081 
268 


Latest Month 


53,127 (Nov.) 
9,339 (Nov.) 
21.44 (Feb.) 
4,621 (Oct.) 

866 (Sept.) 
668 (Dec.) 
87 (Dec.) 
3,298 (Dec.) 
2,622 (Nov.) 
63 (Nov.) 


UM INDICATORS 


NPN PRICE AVERAGES* 

Refinery/Terminal 

(¢ a gal.) 
Feb. Jan. 
1956** 1956 
11.73 11.81 
10.98 10.85 
9.53 9.41 
ae See 


Feb. 
1955 
11.21 
10.69 
9.32 
4.22 


Gasoline 
Kerosine 
Distillate 
Residual 
4 principal 
products 9.38 
Lube oil 21.96 
Crude at 
well ($ 
per bbl.) 2.83 2.83 2.82 
*Weighted average price, prin- 
cipal markets. 
**Through Feb. 3. 


9.39 
21.03 


8.80 
16.58 


Feb. 
1955 


Jan. 
1956 


181,067 
86,345 
20,888 
38,475 

258,322 


8,003 
830 
95.1 


3,810 

370 
1,927 
1,299 


7,028 
785 


181,643 
69,283 
18,291 
46,042 

258,630 


7,549 
728 
89.7 


3,567 

374 
1,847 
1,239 


6,835 
751 


Previous Month Year Ago 


56,464 
11,751 
21.64 
4,659 
826 
721 
99 
3,592 
3,036 
90 


50,925 
11,327 
21.13 
4,307 
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First Survey of Burner Fuel Qualities 


| Fes THE FIRST TIME, Oil companies 
will have access to detailed infor- 
mation on the properties of the five 
grades of burner-fuel oil marketed over 
the country. 

The data is contained in a nation- 
wide survey of oils commercially mar- 
keted, in which the American Petro- 
leum Institute and the U. S. Bureau of 
Mines co-operated. The five grades are 
Grade 1 and 2 of distillate heating 
oils, and Grades 4, 5 and 6 of residual 
type oils. In the trade they are vari- 
ously referred to as heating oil, range 
oil, furnace oil, “Bunker C” and fuel 
oil. The total volume of distillate and 
residual fuel oils refined has grown 
until it now comprises 40% of the 
total crude processed in this country. 
To the present, little has been known 
of the properties—as a group—of the 
oils marketed, nor the specific require- 
ments of the various types of burners 
in which they are used. 

The most significant point brought 
out in the study is the wide range in 
the properties of the same grade of 
oil sold in the same marketing area by 
various oil companies. However, the 
qualities of the oils commercially mar- 
keted, in practically all instances, are 
superior to the specifications for 
burner oils of the American Society 
for Testing Materials. The ASTM 
standards are the basis for government, 
and some industrial, purchasing of 
these products. 

It is believed that presenting data 
on the properties of oils sold by com- 
peting oil companies will bring more 
uniformity in the oils distributed. This 
has been the case with motor fuels, 
where surveys of the properties of 
gasoline marketed over the country 


DEMAND 









Results of burner fuel analysis in these five areas are shown in table below 


have been made twice a year by the 
Bureau of Mines for some time. 

It is recognized that the knowledge 
of the types and qualities of oils widely 
available in various sections of the 
country will be of great importance to 
the manufacturers of the various types 
of heating appliances using oil for fuel. 
The manufacturers feel that they have 
been pretty much working in the 
dark, because they lacked knowledge 
of what types of oils their burners 
would be using in various geographical 
sections of the country. 

An accompanying table gives the 
range in properties for No. 2 distillate 
heating oil, as analyzed in the current 
survey. This grade comprises in volume 
about 90% of the distillate burner 
fuels marketed. A considerable vari- 


Range in Properties of No. 2 Grade Burner-Fuel Oils 
Sold in U.S. in 1955 





ance is reported in aniline point, 
carbon residue, distillation tempera- 
tures and other properties that indicate 
the burning characteristics of the fuel. 
Even greater range in properties was 
found in some of the other types of 
burner-fuel oils surveyed. 

The information in the current sur- 
vey on the types and qualities of 
burner-fuels being marketed has al- 
ready proved of such value to the oil 
companies, burner manufacturers and 
to large industrial consumers, that 
arrangements have been made to have 
similar surveys conducted annually in 
the future. The Bureau of Mines now 
makes the same type of surveys for 
aviation and motor gasolines and for 
diesel fuel oil. 

In the current survey, data on 341 
samples of burner fuel are represented. 
The fuels were produced by 35 refin- 
ing companies, large and small, in 97 
U. S. refineries. The samples, typical 
of the five types of burner fuels mar- 











egion egion egion 5 : 
Property oe? a 3 aa _— >? Bek Mis.’ —. keted in the early part of 1955, were 
Gravity * API 29/44.7 30.3/36.9 29.5/39.5 -25.8141.8 25.8) 41.8 analyzed by the refiners. Results of the 
Flash Point °F ........... 126| 206 134/172 134/218 135/210 134, 230 analysis were sent to the Bureau of 
Viscosity, kin. at 100 °F; cs .. 2.05/3.30 2.05/2.92  2.05/3.34 -1.77/3.65 1.60 4.3 Mines, where the data was studied and 
Cloud Test, 4 Sale ea eae er +18 —2/4+12 22415 -—40/4+5 —40 +428 arranged in tables according to the 
Pour Point, °F ............ —20/+10 —10| 0  —25} 0 —40} 0 —60'+420 ‘ : otethanes 
Sulfer, wt. % ............ 0.03/0.80 —0.0510.60 0.056/0.96 0.0510.99 0.17 0.87 8 ages ~ ener aa 
Aniline Point, °F .......... 118/176  118}156 116] 165 87/160 87) 160 presented. are 
Ramsbottom Carbon Res. on | general geographic areas: Eastern, 
10% Residuum, ye ac 0.003 si 0.03 eas “— ir ex —~ 0.17 Southern, Central, Rocky Mountain 
Corrosion, 3 hrs. at 122° 0 0 * 
ae ate ,000|0.01 0.00.01 0.0000.01 0.00 0.000 0,000.01 — qos “— ee meg). 
Water and Sediment, vol. % 0.00/ 0.1  0.00/0.01 0.00,0.01 0.00 Trace 0. Trace ; Ripregene 6 survey are puo- 
Distillation, °F | lished in the Bureau of Mines Informa- 
_ _ ERROR ron ac earey es - po 7 ” 309 4 = por ho = tion Circular 7730, “National Survey 
MG ee Poe ee 68) 4 4 e : a 
ML oe oe ee 461| 538 480) 513 468) 544. 439 S21. 410, 558 = gpa we cm gy C. 
90% ................... 555] 630 565618 $37) 618 464.624 = 451) 648 ee ee ia 7 
em co as ap ol §92| 668 613/675 5581675  510\676 487) 708 ment Station, Bartlesville, Okla. 
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Use this faster way 





to make safe deliveries 


to underground tanks 


EVER-TITE 





97 Twisting Cap 





97 Locking Cap 
Can be padiocked 





ti 


97 Adapter 


No. 97 
Ever-Tite 
Fill Cap 


Fe 


4” LPT. 





"99" Coupler 
with Sight Gauge 


ou can get faster, safer tight-fill deliveries to 

underground storage tanks by using the Ever- 
Tite No.99 Coupler with full 3” I.D.—a coupler 
that is so adaptable that it meets every tight-fill 
delivery requirement, and can be used with a 
manhole as small as 644” in diameter. 
An outstanding safety feature is the specially 
designed sight gauge which shows from every 
angle that delivery has been completed—a valu- 
able safeguard against loss of product. Coupler 
is made with male or female threads or adapter 
for standard Ever-Tite Coupler as shown. 


Easy To Use 

This 3” Ever-Tite “99” Coupler is used with 
any of the Ever-Tite “97” Adapters pictured 
below, which also are full 3” I.D. in 3” and 
larger sizes. Until No. 97 Adapters have been 
installed on fill pipes, loose fill down spouts 
with brass tubes, pictured below, are available 
for use with the same 3” No. 99 Coupler. 


wusuunuuuy, 








a 
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To operate, just push the coupler onto the 
adapter and press down the push rod which 
locks the coupler tightly to the fill. After deliv- 
ery, just raise the push rod, remove the coupler, 
and replace the water-tight cap. The push rod 
can also be used as a carrying handle. The same 
operation applies to down-spout units. 


Reduces Operating Costs 
The Ever-Tite No. 99 Coupler is made of high 
tensile aluminum, with bronze push rod and 
cams. Extremely light, yet rugged and sturdy— 
your assurance of long, trouble-free service. 
Ask your distributor now, or write for full 
information. 


*The Ever-Tite Trademark is a hallmark of dependability in fittings 
for the petroleum industry—proved by 17 years of pre-eminence. 


EVER-TITE COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK 19, N. Y. 


ca os 


3” LP.T. 2%" 1.P.T. 2” P.T. 


97 Adapters for Ever-Tite “99” Coupler 
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Fonolator Oi flor Check Time AGAIN 


Money-saving Wo 


op dogged oil filter 


can't protect that 
good clean oil— 


— 
or your engine? 





Sold to Motorists— and dealers—in powerful 2-color, 2-page spreads 
in the Saturday Evening Post, April 7 . . . black-and-white ads, Look, 
April 3; Collier’s, April 13. Unlimited money-making opportunity 
throughout April—Spring Oil Change Time. Big profits for dealers from 
Purolator Micronic sales—from oil changes! 


that new 
Save costly en ine repairs! Protect — 


i ith o clean oil filt 
nee “a ask for a FREE OIL FILTER CHECK 
: pa _, se Jionths of an inch! 


i d 
poo “" tiny a5 9 m! asa Purolator ype 
er : Yomrally fot ; tefills take only 4 
y for w J 
install. Cost a5 y 
Purolator Products, 
ronto, Canada. 


mn hiters stops grit a 
n many oil filt tops £ 
an 4 


e that dirty, 
ear when : pas oe 
oil’ So, ask 5 B specifical 
Iter ebeck before he Pp minutes t 

1 a new refill ©1956, 


= mes e N a 30 
oo vert ‘a upto 1 times mor 
Mic! L Q T 


rs MURDER to \eav 
I oil filter in your 
ew summer 
free oil fi 


+ $1.60. 

little as $1- 
way, 
clean, 1 “ia _ 


man for a 


on a genuine 
The Purolator 


every make of car 


Proved best for 


PurOlato 


OIL FILTER 














Puno BONANZA Time AGAIN ! 


Sold to Dealers through broadsides and 


ads in trade magazines. Biggest, most at- 
tractive deal in history! 


Four-Barrel Drive for Sales! Magazine ads... 
Dealer helps . . . Bonanza deal . . . Publicity! See 
that every dealer is stocked to SELL-And- 
SHARE in this big event . . . Don’t Delay! 





ee 
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EL : ; PUROLATOR PRODUCTS, INC. 
.— 4 Rahway, New Jersey and 


ss ae te Toronto, Guteste, Canada 
i 


4 *‘Purolator’’ and ‘‘Micronic, 


* Reg. Trade Mark U. S, Pat. Off. 
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America’s No.1 OIL FILTER 





~ Rotary Frame Pick-Up Lifi ¢ 





Speeds repair and brake work, too... 
makes all service jobs more profitable 


Users of the Rotary Frame Pick-Up Lift report it saves 
up to 60% of the time required for lubrication jobs on 
other lifts. On repairs and brake work this utility lift 
also saves time and enables attendants to do a better 
job. It’s so fast and versatile, in fact, some planned two- 
bay service stations are being converted to one-bay, 


using only the Frame Pick-Up Lift to handle all jobs. 


Inexpensive to buy... to install . . . to maintain 
Initial cost and installation of the Rotary Frame Pick- 
Up Lift are in line with other standard single-jack lifts. 
It’s far more profitable, though, because it’s fast and 
efficient for all types of work. 
ROTARY, the original manufacturer of hydraulic 
auto lifts... and still the leader 


























it’s a lubrication lift! 





| cuts lube time 50% to 60% 










Introducing _ 


BY DU PONT 


CLEANS - WAXES « GLAZES 


in one easy application 


It’s asales sensation—the new one-operation —proofswithsilicones, and because the cleaner’s 





wax by Du Pont that’s swept all test mar- _in the wax, it cleans as it waxes. As easy to 

kets! Specially formulated to keep today’s use asa liquid. Packed 12 to a case—and for -- 
beautiful new cars new-looking, Du Pont a limited time you pay for only 11. Use the 

New Car Wax gives you terrific sales possi- free can for easy, quick demonstration and 

bilities. It waxes with paste wax—weather- sale. 


E. 1. du Pont de Nemours & Co. (Inc.,) Specialties Sales, Wilmington, Del. 


Buy /-ge+ ONE FREE! 


_ DU PONT N° ‘7’ PRopucts QUPIND 


From Chemical Research 





«+. For Easier Car Ca PEG. U.S. PAT. OFF. 
re 
Ls, Cea SETTER THINGS FOR BETTER LIVING 
: : ++. THROUGH CHEMISTRY 
26 
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and by the 
biggest margin ever! 


based on official A.M.A. factory 
sales figures. Nearest make at- 
tained 17.16% of the market. 


42.06% of all diesel trucks 
sold in 1955 were Nak 


e 


Operators everywhere, in all kinds of hauling first in low-cost maintenance, and first in rugged 
operations, have again made Mack their No. 1 long life. See your Mack branch or distributor 
favorite among all diesel trucks. And their for the full story. Mack Trucks, Empire State 
margin of preference is the biggest so far! Re- Building, New York 1, New York. 

gardless of competitive claims, Mack owners 


have learned from millions of miles of heavy- 
duty operation how truly outstanding are Mack M a Ss K 
trucks powered by the famous Mack Thermo- first name for 3961-A 


dyne Diesel engine. They’re first in earning 


power .. . because they’re first in fuel economy, T cd U i K Ss 
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Customers Don't Fass Up This Station Because... 


THERES ALWAVS SPACE 

















FOR ONE MORE with 


WAYNE DUO PUMPS 


DOUBLE GALLONAGE PER PUMP IN SAME SPACE 
CUT MAINTENANCE BY $9.00 PER PUMP...INSTALLATION BY $40.00 


Customers won't wait. When they get 
the “busy signal’’ they pass up your 
station. Turn these ‘‘passers-by’’ into 
customers that buy... with faster 
service in your station. Replace ordinary 
single pumps with Wayne Ultra-Speed 
Duo Pumps. 

No changes to be made at the islands. 
They fit the same space as a single 
pump. Economically installed—only one 
set of piping (Duo-1), one set of conduits. 
Wayne Duo Pumps are constructed of 
heavy duty materials for higher effi- 
ciency and lower maintenance. Savings 





WAYNE DUO-1I dispenses one brand 
through double outlets ... has two 
i. separate dials on each side. 
e 
WAYNE DUO-2 dispenses two 
brands through double outlets .. . 
has two separate dials on each side. 


WAYNE DUO-1 PUMP 


of up to $9.00 per pump per year have 
been effected in maintenance over single 
pumps. More than $40.00 saved in 
installation. 

Speed up your service and step up your 
sales. Serve two cars from one pump 
space with Wayne Duo Pumps. Cut 
down waiting time, boost pump gallon- 
age, give better service with fewer 
attendants. Wayne Duo Pumps are 
available for regular and remote pump 
installations. Write today for ‘Double 
Your Profits With Duo’s”’ to The Wayne 


Pump Company, Salisbury, Maryland. 

















WAYNE DUO-1 
REMOTE DISPENSER 





WAYNE DUO-2 PUMP 


v WAYNE DUO-2 
REMOTE DISPENSER 
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Some spark plugs are designed for low speeds, 


ONLY POWER TIP |" 
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WAYNE DUO-1 PUMP 
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Some spark plugs are designed for high speeds, but... 


"FIRES UP AT ALL SPEEDS ! 








From Auto-Lite ...a great new spark plug 
that solves dealers’ biggest problems, 
opens up a vast new profitable market! 


It had to come! 65% of all cars built in the last five 
years have overhead-valve engines. Yet not until 
Auto-Lite developed the Power Tip had there been a 
spark plug completely ‘‘ignition-engineered’”’ for these 
modern, high-compression, high-horsepower engines. 


The Auto-Lite Resistor Spark Plug with Power Tip 
solves your greatest problem. Up until now you could 
never be sure what heat-range of spark plug to install for 
best results. “Hot”? plugs were satisfactory for city 
driving but caused pre-ignition at higher highway speeds. 
“Cold” plugs worked well for highway driving but fouled 
easily at slower city speeds. Whichever one you used left 
you open to costly ‘‘come-backs.”’ 


But revolutionary Power Tip is hot at low speeds, 
cool at high speeds—the only spark plug that oper- 
ates at peak efficiency at all speeds! The Power Tip 
gets hot faster at low speeds to resist fouling. It’s “in the 
thick” of combustion so deposits burn away clean. Yet it 
prevents danger of pre-ignition at high speeds because it 
gets full benefit of cooling intake gases. Thus, Power Tip 
eliminates heat-range guesswork ... ‘“‘fires up’’ modern 
engines for top performance and economy at all speeds. 


5 reasons why Power Tip can increase your profits: 


] Power Tip is the first and only spark plug that works 
at peak efficiency at all speeds in all overhead-valve 
engines using 14 mm. spark plugs. Owners of these 
cars are immediate prospects. 


? Power Tip is specified as original equipment on 
many leading makes of our finest cars—enables you 
to take advantage of this huge ready-made market. 


3 Power Tip eliminates guesswork, reduces profit- 
robbing “‘come-backs.”’ 


4 Power Tip increases customer satisfaction, hence 
increases your sale of other products and services. 


5 Power Tip eliminates the necessity for carrying 
special hot and cold plugs for overhead-valve 
engines, gives you faster turnover and more profit. 


It fits all these cars with overhead-valve engines using 
14 mm. spark plugs . . . Buick, Cadillac, Chevrolet, 
Chrysler, DeSoto, Dodge, Ford, Hudson, Imperial, 
Lincoln, Mercury, Nash, Oldsmobile, Packard, Plymouth 
Pontiac, Studebaker. It’s good business to call your jobber 
for a supply of Auto-Lite Resistor Spark Plugs with 
Power Tip. Do it today! 


ENGINEERING CHART SHOWS HOW ONLY POWER TIP DELIVERS TOP PERFORMANCE AND ECONOMY AT ALL SPEEDS! 





dws a definite tendency to foul when opprated for extended It’s the POWER TIP > em 
that makes z 


the difference! f 


CONVENTIONAL—NORMAL HEAT RANGE|SPARK PLUG 
periods at town-traffic speeds. Also, pte-ignition may be encounteged when full power is released on the open roail. 


SATISFACTORY OPERATION 


CONVENTIONAL— HOTTER HEAT RANGE SPARK PLUG — teniiency to foul at slqw-traffic Uiriving speeds, but 
brings on early pré-ignition as speed és increased in hig way driving. } 







SATISFACTORY OPERATION 





AUTO-LITE RESISTOR SPARK PLUG WITH POWER TIP extends peak performance in both directions. It reduces low} 
speed fouling to the equivalent of the hotter plug and extends the satisfactory operating range beyond both\conventidnal plugs, 


Ordinary Plug Tip New Power Tip 


RESISTOR SPARK PLUG WITH 


POWER TIP 


THE ELECTRIC AUTO-LITE COMPANY © Toledo 1, Ohio 


In modern overhead-valve engines, you can’t 
win the battle of combustion from the “sidelines.” 
Projecting ceramic tip—the Power Tip—extends 
spark gap inward toward center of combustion 
chamber. Ignition takes place closer to heart of 
fuel mixture. Fuel burns more evenly and com- 
pletely. In many cases, fuel mixture can be made 
leaner for better economy with no sacrifice in 
power or performance. 


AUTO-LITE 
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Sinclair Dealer Conferences Provide 
Proved-in-Practice Money-Making Helps 


* Sinclair Retail 
+ Dealer Councils 


oe Dealer Survey 
tr Dealer Conferences 


The Sincl 







Because sinclair 
to Help its Dealer 


Selling Plan 


guilds SuccessfU 


~te Demonstration Stations 


air Franchise 


| Dealers 
Does More 
s Make More 





As part of Sinclair’s 5-Star Dealer Aid Program, Sinclair 


Dealer Conferences have been called “the answer to a dealer’s 
prayer.” 


For here, with the active help of a trained Sinclair Repre- 
sentative local Sinclair Dealers get together on a mutual-aid 


program that works because it is based on actual working 
experience. 


Dealers share their experiences, learn about new merchandis- 
ing ideas, new ways to make Sinclair’s powerful advertising 
and sales-promotion work better at local level. The result is 
better business for every Sinclair Dealer. 


This kind of help can help you! For full information on the 
Sinclair 5-Star Dealer Aid Plan, see your Sinclair Representa- 
tive or write Sinclair Refining Company, 600 Fifth Avenue, 
New York 20, N. Y. Ask, too, about the Sinclair TBA 
Franchise, featuring Goodyear, the greatest name in rubber. 





“Leads the industry in dealer assistance” 
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Guideposts in a Crystal Ball 


M ARKETERS have been weighing the likely 
effects of an electionsyear on the high level 
of business that continues unabated as spring 
approaches. Some observations of the McGraw- 
Hill economics department may be useful in sizing 
up coming months. 

Observation No. 1—On the basis of the present 
forecast, Washington will not be the decisive factor 
in this year’s business developments. 

Observation No. 2—Some experts think rev- 
enues will be up enough to justify, at least to 
Congress, a $2-3 billion tax reduction. But this is 
not enough to influence business greatly. 

Observation No. 3—Claims that business trends 
determine the outcome of the election or, con- 
versely, that presidential campaigns upset business 
patterns are unfounded legends. Few people expect 
a campaign to upset business seriously or an 
election to precipitate a depression. 

Observation No. 4—The two principal eco- 
nomic indicators (gross national product and the 
Federal Reserve Board’s index of industrial pro- 
duction) may move in opposite directions this 
year. The industrial production index may be 
turning down right now, a result of the recent 
decline in auto production and housing starts. 


Gross national product, on the other hand, may 
rise steadily through 1956. Prices are expected to 
be higher, a factor that raises GNP. Moreover, 
the service industries, utilities and government— 
all covered by GNP but not by the industrial 
production index—will be higher than last year. 
Since the indicators report trends according to 
different definitions, they may be at variance. 

Observation No. 5—lf the indexes sag much— 
and an industrial production dip is quite possible— 
Washington will be in the picture more prominent- 
ly. Easier credit, some tax cuts and a likely rise in 
defense expenditures will act as props. Private 
spending is so high that not much Washington 
push is needed to give business a new impetus. 

Observation No. 6—Business is going to be 
rolling under its own steam, which is still consider- 
able, during most of the year. Any ups and downs 
will be the result primarily of private—not 
government—decisions about spending and sav- 
ing, even though a modest tax cut provides some 
stimulus toward the end of the year. 

This reflects the undiminishing ability of private 
business to come up with new ideas for selling 
consumer products and new plans for capital 
expenditures. 
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Dwight T. Colley of Atlantic has been experimenting with minimum-pricing since last winter. Now he says... 


‘Price Wars Can Be Curbed’ 


ERE IS ATLANTIC Refining Co.’s two-part for- 

mula for doing it: first, a substantial supplier must 
take the lead by setting a suggested minimum retail price 
for gasoline. Next, competitive dealers must respect that 
minimum, too. They will, says Col. Dwight T. Colley 
(U.S.A., Ret. ), marketing vice president of Atlantic Re- 
fining, if their suppliers will encourage them—or at least 
not discourage such action. 

Colley has been testing his theory in the market place 
itself. On Dec. 12, 1955, Atlantic invoked its minimum- 
pricing policy throughout Pennsylvania; and since then 
the price situation has improved for dealers, reports 
Colley. Later the policy was extended to Delaware. Details 
on Atlantic’s experiment are on page 37. 

A survey of four counties around Philadelphia, cover- 
ing 3,400 dealers, showed the retail market was more 
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stable than it had been in five years, says Atlantic. “We 
have healthier dealers than we have had in a long time,” 
Atlantic comments. 

Colley recommends Atlantic’s approach to other com- 
panies as a long step toward solving the big retail problem. 
Chronically depressed prices he sees as a prime cause of 
the problem, characterized by heavy dealer turnover and 
widespread dealer resentment toward the oil industry. 
Colley is deeply concerned by the big problem. He con- 
tends that unless the dealer’s plight is eased, the oil in- 
dustry will suffer in two places—in the pocketbook and 
in the public eye. 

Behind that bare summary is Colley’s thinking, signifi- 
cant because of his prominence as Atlantic’s marketing 
head and as an API leader (see p. 180 for details about 
Colley). In an exclusive NPN interview, Colley delves 
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into the big problem, tells what he thinks can be done 
about it, and discusses probable consequences. 

Here’s NPN’s interview with Colley (questions are in 
bold type, followed by Colley’s answers) : 


The Big Problem 


What is the situation in retail oil marketing? 


Stability is missing in the retail market. Men have 
been failing because of price wars. On the East Coast, 
margins are down; men are worried; some are disa- 
greeable. 

In price wars, when the dealer is squeezed and his 
margin is depressed and he has lost money, his whole 
attitude is affected. When he goes out to the industry’s 
customers on the driveway, he hasn’t a friendly, pleasant 
smile. To cut costs, they hire mediocre help for a man’s 
job. Fifty percent of service complaints that were reported 
occurred at times when the dealers themselves weren’t 
there and the stations were inadequately manned. 

The dealer is worried. That is an old New England 
expression. He is worried about business. And he gives 
the customer a very bad impression of the industry. 


How does this situation affect the industry? 


We are being accused of a lot of things that are not 
so. A congressman said this is a sick industry. This is not 
a sick industry. It is a very vital industry and a very com- 
petitive industry. But there are enough young men— 
dealers—failing because of this competition to give his 
industry a bad name. 


What has caused the deterioration in dealer-supplier 
relations? 

The present state of supplier-dealer relations began 
building up after companies discontinued running service 
stations. I happen to feel very strongly about that. It 
was an important development. I still think it was the 
right thing to do because that makes for free enterprise. 
You have pride of ownership. The man in business for 
himself gives customers better service. 

This goes back to the end of World War II when there 
was a general move to turn stations into dealer opera- 
tions. I am proud of this industry because it has offered 
opportunity to many returning veterans. 

It was when we turned the stations over to the dealers 
that the industry lost touch with the dealer’s problems. 
Our public relations have suffered because the retail 
segment has been at times forgotten. 


Who is to blame for price wars? 

Price wars are Often started by dealers and are main- 
tained by support from suppliers. They begin like snow- 
ball fights among children. The fight gets rougher until 
a father comes out of the house. Then other fathers come 
out, and the simple fight turns into a riot. 

If they weren’t supported, the things might run out. 
But they are. I don’t believe you can prevent that. Just 
as the father can’t stay in the house, suppliers can’t sit 
back and let the situation correct itself. 

For this, you do have to have somebody taking an 
interest in the retail price and an interest in the retail 
segment. Marketing should be treated as an important, 
vital segment of this industry, just as the producing seg- 
ment Is. 

(Continued on p. 36) 


“This will fail absolutely unless th 


dealer improves his services 
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We have let a chaos de- 
velop in retail marketing that 
has hurt the little people and 
thus the industry, because it 
is these people that meet the 
public. 


What Can Be Done 


As the business becomes less 
profitable, it becomes less 
attractive to good men, caus- 
ing a downward spiral. What 
approach can there be to 
reverse the spiral? 

There has got to be an as- 
surance of good profits—or 
better assurance of the possibility of good income. This 
is not trying to guarantee a business for the weak. It’s a 
man’s job. And it’s not for everyone. 

People come to me to ask what I think about their 
sons, or brothers, or themselves, running a service station. 
I've said to such people that there are places along this 
seaboard where I would not want to run a service station. 
I know lots of successful dealers in other places that have 
a respected place in their community. They’ve given good 
service, and have made money. 

We want to improve the quality of the dealers. First 
we want to attract better qualified men into the service 
station business. The thing preventing that is lack of the 
opportunities for projected profit and growth. 

Because we can’t attract better people, and because of 
ruinous price wars, the motoring public meets overwork- 
ed, distraught dealers at the pumps. 


What action can be taken that will end a price war 
condition? 


Two steps must be taken. First, a substantial supplier 
must establish a suggested minimum retail price and en- 
courage its dealers to stick to that minimum. Second, it 
is my belief that worthwhile competitive dealers will glad- 
ly adopt minimum pricing. Then, of course, reputable sup- 
pliers, even if they cannot bring themselves to encourage 
their dealers, at least should not discourage them. 

There are thousands of competitive dealers with dif- 
ferent points of view and they set different values on their 
services. 

How can you bring stability out of such confusion un- 
less each company says “Our brand is worth a minimum 
of so much?” This is not fair trading. We feel that the 
supplier must be proud enough of his brand to set a mini- 
mum. 

I don’t see how you can set up a man in business, put 
up an Atlantic flag, expect good service—and then, down 
the street, give the same flag to a dirty, inefficient place. 
I don’t see how you can take that position. 

A dealer may charge more than the minimum. I don’t 
see how suppliers can stand back and wash their hands of 
any responsibility for the retail market. Gasoline isn’t like 
a product you can pick up from the counter and walk 
away with. 

We took the initiative in Pennsylvania on Dec. 12. 
More than 90% of our dealers have observed that mini- 
mum price. So that got the campaign off to a good start. 
Since then dealers representing all major brands have re- 
spected those minimum prices. Within six weeks, this two- 


*... When we turned the stations over to the dealers 
the industry lost touch with the dealer’s problems’ 


step action brought a new stability into Pennsylvania and 
eliminated many depressed areas. 

My wish is for one or more substantial marketers in 
an area to take an interest in, and a responsibility for, 
suggesting a reasonable minimum retail price for their 
products. We feel that such interest and leadership by a 
responsible supplier will encourage competitive suppliers, 
with just as much pride in their products, to also encour- 
age their dealers to seek reasonable profits—and thus the 
whole retail market is gradually upgraded. 





If this works out in your area, you, in effect, could be 
suggesting directly or indirectly that Esso, Indiana Stan- 
dard, Socony, Standard of Kentucky, Gulf, Shell, 
Humble, etc.—as marketing leaders in their respective 
areas—do what you did. Would it be a call to them to 
try the same thing? 


I don’t want to say it is a “call” from me to get them to 
do what I’ve done. Atlantic falls in a sort of a middle 
position. Many of the companies are bigger, a few are 
smaller. For that reason, we understand the situation, and 
I don’t want to be as a middle class boy here trying to 
issue a clarion call to Esso to do something. The big 
companies will resent this. 

(Last year Atlantic ranked 12th among the majors in 
gross earnings. Its 1955 income totalled $513,035,000.) 

I am earnestly hoping that this program will be suffi- 
ciently successful to suggest to other companies that they 
develop similar or better programs. I can hope through 
example, and I do. That’s the way I was brought up— 
to show by example. If this works and we can prove in 
this operation that it is helpful, I certainly hope that 
strong companies in other locations will form similar 
programs or devise better ones. I have to be awfully 
careful how I say this. I feel very humble about it. 

Anybody can break a price. You need only 5% of the 
market to ruin it. It takes courage and a reasonable pro- 
portion of the business to take it up. You can’t take a 
market up unless you have a reasonable share of it. But 
anybody can tear it down. 


Can one substantial supplier stabilize the market single- 


handed? 


He can’t carry it very long unless other strong marketers 
feel that they too must support their dealers. Otherwise 
I am simply providing an umbrella for the man less 
proud of his brand to cut the price and grow in volume. 

The reason I think it can work is that it involves two 
other things. The tank wagon price is kept at the market 
level and the dealer keeps track of his costs. If the tank 
wagon price is not inflated, the natural price cutter is not 
encouraged to come into the market and cut the suggested 
retail price. 

Fair trading failed in this country because they tried to 
fair trade at too high a retail price—$25 for a $13 item. 
If you make your retail price unreasonably high, you 
destroy the chances of success. 


Is the Atlantic Plan receiving support from other 
suppliers? 


It is apparent that even some dealers representing those 
suppliers who have taken the position that they want no 
part in retail pricing have supported this price. Some of 
our competitors insisted at the Washington hearings that 
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they thought this was a dealer problem and they would 
keep hands off. Many dealers of such companies, however, 
have supported these efforts here. 

I haven’t any idea how much support they have had 
from their suppliers. 


In your testimony before the Senate Smali Business 
subcommittee Dec. 16, you reported that Atlantic was 
investigating its own marketing practices to be sure you 
were operating morally as well as legally. What is the 
status of that? 


I said I wanted to assure ourselves, sir, that our policies 
are moral as well as legal. My lawyers keep me legal, but 
as a marketer I have to make sure our policies aren't 
forcing dealers to do what they don’t want to do. Our 
people have to sell our customers. 

In reviewing our marketing practices, we have made 
changes in our contracts to “humanize” them. 

(For example, a clause stipulating insurance coverage 
specified by Atlantic was eliminated. Insurance is at the 
dealer’s discretion. Another “lawyer's language” provision 
was simplified to provide that supplier and lessee would 
be responsible only for respective negligence. Also, At- 
lantic introduced longer-term contracts with liberalized 
cancellation clauses.) 

We don’t change policies for a small area. We change 
by large political areas—cities and counties—and every 
dealer in that tank wagon area gets the same price. There’s 
not a single price concession. If you change it in small 
areas, then you are being unfair to dealers not in that 
area. So we have been making an effort to make these 
areas larger and larger. But there’s always somebody 
beyond that area. 





What is a good representative income for a dealer? 


I can’t give any figures now. I am going to do some 
work on it so [ can say something about it. We have some 
figures on what the average dealer will make, but you can 
shoot figures full of holes. Standards of living vary. Rents 
vary so terrifically. Price of help varies. Locations differ. 


What Can Happen 


Do the developments indicate that stability will be 
achieved? 


Perhaps, but there is more to it. Because of the ever- 
changing problems of the market place, we feel that the 
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dealers will need constant coaching and encouragement. 
You don’t just announce a policy and fall back exhausted, 
sir. You have to see that it is carried out by your people 
That your organization and your dealers organization 
are constantly coached and encouraged. 

This will fail absolutely unless the dealer improves his 
service and his heln to justify better prices. It is an empty 
policy unless our dealers give the public their money’s 
worth. And that is what bothers me. They will feel they 
can put up the price but not give the service, have the 
supply of TBA, or be open at times when the customer 
wants them. 


Is the Atlantic Plan a solution to troubled dealer- 
supplier relations? 

Nothing is so simple that you can say that is the only 
problem, but it will be a big step. 

The dealers have become increasingly dissatisfied. And 
I personally feel that continued price wars will encourage 
government interference. 

Because of the effect on dealer availability, service to 
the motoring public becomes less and less satisfactory. 
Even to the point where safety is affected. The idea is 
that dealers should check the car, look at tires and so 
forth. 

Dissatisfaction also attracts racketeer organizing. 

The motoring public knows hundreds of dealers and 
only gets financial statements from suppliers. It’s hard for 
them to reconcile the dealers’ problems with the profits 
the supplier is making. 

The factor of prestige and dignity is tied in and runs 
all through this. We are constantly discussing campaigns 
to upgrade the prestige of the dealers. It seems to me 
that this price situation is basic to that. You can’t get a 
fellow interested in prestige until he is eating. 

It seems to me that the money we are spending on public 
relations, such as OIIC (Oil Industry Information Com- 
mittee), is wasted money if dealers that meet the public 
every day are meeting them in a bad frame of mind. 

Someone once told me, “You can’t expect good 
vhilosophy from hungry men.” I agree. I think that men 
have to be rested and reasonably well fed to come out 
and meet the public properly. 


Will Atlantic continue this policy? 


We are going to sacrifice some growth, reform the lines 
and go forward again. I’m not asking for any mercy 
(although I'd be glad to get it). I am going to stay with 
this. As difficult as it is, I don’t see any better way. a 


Here's How Atlantic's New Pricing Policy Works 


THE ATLANTIC PLAN is simple. On Dec. 12, Atlantic 
Refining began posting a recommended minimum retail 
price for regular-grade gasoline in addition to its usual 
dealer tank wagon price postings. The dealer is free to 
decide whether he wants to charge that minimum price, 
cr something else—higher or lower. 

The plan provides for a uniform margin. In Philadel- 
phia, for examovle, the recommended minimum retail 
was 19¢ per gal. against a dealer TW of 14.5¢ (ex taxes). 
During depressed periods, margins often dropped to 2.4¢, 
cr even shriveled to a fraction. 

Atlantic, with 8,000 dealers in its 17-state marketing 
territory, has installed the plan in Pennsylvania and 
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Delaware, where the company is strongest (it has 19% 
ot the gasoline business in Pennsylvania and 17% in 
Delaware). It won’t initiate the plan in other states where 
its position is “defensive.” 

Of Atlantic’s 2,500 Pennsylvania dealers, 90% accepted 
the plan—the others demurring “until the guy down the 
street raises his price.” Atlantic has 150 dealers in 
Delaware. 

Atlantic says the plan has cost it gallonage—not in lost 
business, but in failing to get “our proportionate share 
of the normal increase.” 

A series of advertisements, keyed to the theme “it-takes- 
a-man-to-be-a-dealer,” have supported the campaign. @ 
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How Tomorrows Station 





























High Schooler Bob West (center), of Houston, wants to own a station some day. He Practice selling before watchful eyes of 
takes Distributive Education course, plus regular subjects. DE program includes .. . his classmates. Bob gets a lot of ... 











we 


Dealer Norman Bonner briefs Bob on his work .. . Then plenty of sales and service for the busy station’s customers .. . 
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Man is Learning the Ropes Today 








Personal guidance from DE teacher, Mrs. Elaine Walker, who There’s time left for lunch with friends in school cafeteria 
keeps close track of his progress. He’s busy, but .. . before turning classroom theory into practice at the station 








Winds up with time-honored chore .. . per conference with Bonner on sales work, and the ins and outs of profit and loss 


For the Full DE Story, 
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Distributive Education: 


® DE work-study programs for high school boys 
can provide a pool of good men for ‘stations 


® But marketers aren't making the most of DE, 


except in a few states 


® There are encouraging signs. Interest is grow- 
ing, school officials are co-operative 


® DE can be a big help. But it’s no cure-all. 
Station jobs must be attractive to boys who 
ask questions—about pay, hours, the future 


® Here's the DE story: how it works, what's been 


done, what still needs doing .. . 


“THIS IS THE BEST potential source 
of station manpower we've ever had.” 

Those are the words of L. T. White, 
the sparkplug behind oil marketing’s 
growing interest in the potential bene- 
fits of Distributive Education’s high 
school program. White is manager of 
business research and education for 
Cities Service Petroleum, Inc. He 
firmly believes that young men like 
DE student Bob West (see pictures on 
previous pages) are an answer to the 
never-ending search for good station 
dealers and attendants. 

Plenty of people agree with White, 
but they’re a small minority of the 
marketing segment. And they all rec- 
ognize that oil men haven’t even 
scratched the surface in putting DE 
to work for the industry. 

For example, there are about 1,200 
young men working part-time in sta- 
tions while studying DE in high school. 
That number won’t even make a dent 
in station manpower needs. Industry 
figures indicate about one-third of the 
nation’s 182,000 dealers leave their 
jobs each year. For station helpers, it’s 
almost impossible to set a figure. Edu- 
cated guesses run from 50% to 100%. 

These statistics don’t discourage the 
supporters of DE. On the contrary, 
they're more hopeful now than ever 
before. Chief reasons for this are the 
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enthusiastic support of marketing 
groups in several states, and a big 
increase in federal funds for the DE 
program. 

There’s also another reason for op- 
timism. Until recently, marketers in- 
terested in promoting DE were 
hampered by the lack of good instruc- 
tion materials. This log-jam was broken 
when the University of Texas com- 
pleted work early this year on a set of 
training manuals. They’re now avail- 
able for DE marketing courses in all 
parts of the country. 

The manuals are based on material 
supplied by nearly 100 oil companies. 
They were prepared by Mrs. Pauline 
Burbrink, of the University’s DE sec- 
tion, with the aid of the American 
Petroleum Institute. 


What Is DE? 

It’s a vocational training program 
designed to instruct people who want 
to enter distributive occupations— 
wholesaling, retailing and service fields 
—and to upgrade people already in 
the field. On the high school level, DE 
is usually called co-op education, be- 
cause it’s a co-operative program be- 
tween industry and the schools. 

High school students enroll in DE 
for their junior and senior years. They 
spend their mornings in class, after- 
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noons working at jobs in their particu- 
lar fields of interest. 

DE courses are specialized, but they 
aren’t designed to take the place of a 
well-rounded high school education. 
Students study regular high school 
subjects, along with DE courses in 
marketing, merchandising and _sales- 
manship. Usually, they take several 
regular subjects and one DE course 
during each school semester. 

Basic objectives of DE are to: 

e Develop ability to give intelli- 
gent, economical and helpful service 
to consumers. 

e Develop greater job satisfaction, 
a feeling of pride in the distributive 
occupations. 

e Reduce business losses due to in- 
efficient employees. 

Whenever possible, a DE student 
works on a job in the field he plans to 
enter after graduation. Jobs are care- 
fully chosen by DE instructors, with 
the help of local businessmen, to make 
sure students will benefit from the 
work experience. Businessmen looking 
for “cheap” help are turned down. 

Today, there are DE programs in 
about 1,100 high schools in 46 states. 
(Half of U.S. high schools, with en- 
rollments under 200, are too small for 
DE courses.) Some 30,000 students 
are enrolled in DE courses. About 
20,000 enter distributive occupations 
each year. That’s a pretty sizable num- 
ber for a movement that’s less than 20 
years old. 

Maine and Rhode Island are the 
only states without DE programs, al- 
though DE isn’t extensive in a num- 
ber of states. However, U.S. Office 
of Education officials expect all states 
to have strong programs in four or 
five years. 

Distributive Education began back 
in 1937-38 after the passage of a fed- 
eral bill (the Deen Act) granting aid 
to the states for the program. Local 
governments pay the biggest share of 
the bill, and the states usually pay 
more than the federal government. 
Federal aid this year will total $1.5 
million—a big increase over the last 
few years, when it ran about $400,000 
annually. 

States receive federal funds accord- 
ing to population, with a minimum of 
$15,000 a year. The federal money is 
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Help Solve Station Manpower Woes? 


administered by a national DE office 
in the vocational division of the U.S. 
Office of Education. Nearly all states 
have a branch DE office. 


What Marketers Have Done 


Oil marketing is a “johnny-come- 
lately” to the DE setup, even though 
students have worked in service sta- 
tions for a number of years. Until re- 
cently, there was no organized effort 
to interest students in service station 
management as a career. Even now, 
it’s limited to a few states. 

Meanwhile, other distribution fields 
have been making plenty of headway. 
The retail trades and restaurants have 
probably gotten most out of DE. The 
reason is simple: they’ve put more into 
it. When they began to make their 
needs known, DE people did what 
they could to help them. 

Now oil marketers are beginning to 
pick up the ball, as a direct result of 
work by White, the API’s marketing 
training committee, and others. 

NPN surveyed the 48 states to find 
out how much marketers have done 
so far. The survey showed that four 
states—Michigan, Texas, California 
and Virginia—have over half the esti- 
mated 1,200 DE students now getting 
on-the-job training in service stations. 

Texas Started It—Things began to 
roll a few years ago when Texas Oil 
Jobbers Assn. asked the University of 
Texas to set up a DE program for oil 
marketing. This request was rejected 
because officials didn’t believe there 
was enough interest among oil men. 

Then something remarkable hap- 
pened. University officials suggested 
that if the jobbers were really inter- 
ested, they should start by educating 
themselves and their dealers. That was 
when the famed Texas Management 
Institutes were born. 

This year, after a series of six 
Management Institutes, Texas jobbers 
are ready to begin in earnest. Their 
goal now is to get young people inter- 
ested in oil marketing as a career, and 
to enroll them in DE courses designed 
to teach station management. As one 
Texas jobber puts it, “We’re out doing 
our homework.” 

The new instruction manuals will be 
a big help in furthering the Texas pro- 
gram, as well as programs in other 


areas. Special oil marketing DE 
courses can be scheduled in schools 
where there are enough interested 
students. This will depend, of course. 
on how well the Texans do their 
homework. The jobbers aren't alone 
in this. They’re working hand in hand 
with the Texas Service Station Assn., 
the Petroleum Marketers Assn. of 
Texas, and the major oil companies. 

Texas has 200 students working 
part-time in stations this year, an in- 
crease of 32 over last year. If all goes 
well, the figure should go up again 
next year. 

Virginia Sparks—A speech by L. T. 
White stirred up the interest of Vir- 
ginia marketers last April. Since then, 
Virginia Oil Jobbers Assn. and the 
Virginia Oil Marketers Assn. have ar- 
ranged to offer a special station train- 
ing course in 71 schools. The program 
is Operating this year in 36 of those 
schools, with 102 students enrolled— 
a 25% increase over last year, when 
there was no special program. The 
number is expected to be even higher 
next fall, thanks to a lot of work by 
oilmen and school officials. 

There are local committees of oil 
marketers in 77 different areas of the 
state. Their jobs: to work closely with 
the DE school co-ordinators in select- 
ing good station training sites, and to 
interest students in the DE marketing 
program. 

Virginia’s program has a _ second 
phase—training courses for dealers. 
These consist of 90 hours of instruc- 
tion. Fifty hours are taught by local 
DE instructors, the remaining 40 hours 
are on the campus of one of three 
Virginia colleges. Major purpose of 
these courses is to teach the dealers 
how to train the DE students who 
work for them. After 1956, only those 
dealers who’ve taken the adult course 
will be able to hire DE students. 

The first adult course was held in 
Virginia last January. Since then three 
more have started in other cities. Vir- 
ginia marketers expnect 150-175 dealers 
to be enrolled in the courses shortly. 

Michigan Active—There’s no spe- 
cial oil program on the high school 
level, but Michigan has more students 
working in stations than any other 
state replying to NPN’s nationwide 
questionnaire. There are 205 this year, 
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a drop of 67 from the last school 
year. 

Few Oil Programs—Most other 
states reported arrangements whereby 
students interested in oil marketing 
could arrange for their part-time work 
in stations. But only a few, besides 
Texas and Virginia, have moved to 
set up special oil marketing courses. 

California is the only other state re- 
plying to NPN’s survey that reported 
over 100 DE students working in sta- 
tions. Totals for the others ran from 
zero to 30 or 40. 

However, there are encouraging 
signs. A number of states are planning 
to expand their programs to cover 
more oil marketing students. In Chi- 
cago, oil men are working with the 
city board of education to get an oil 
program going in seven high schools. 

Student Program—Like DE _ stu- 
dents for other fields, the oil marketing 
boys spend most of their classroom 
time studying regular high school sub- 
jects. Generally, they have one dis- 
tribution course a day. This class in- 
cludes all the DE students, except 
where there may be a special market- 
ing course—as in Virginia and Texas. 
Teachers strive to emphasize oil mar- 
keting for those boys who are work- 
ing in the field. 

Many states are expected to begin 
using the Texas set of five instruction 
manuals this Fall. This alone will be 
a major milestone for oil marketing. 
There’s been a real shortage of good 
material in the past. And it took a con- 
certed effort by API to get oil com- 
panies to turn over their training ma- 
terials to the University. 

The manuals cover these subjects: 
The Modern Service Station, Selling 
in the Service Station, Principal Prod- 
ucts Sold in Service Stations, Services 
Rendered by Service Stations and 
Housekeeping and Maintenance. They 
sell for $8.75 a set, and will probably 
be used by many marketers to train 
their station people, as well as for DE 
courses. 

Students are required to work a 
minimum of 15 hours a week, but 
most work more than that. Average 
for those working in stations runs 
about 20 hours. They’re paid the going 
area rate for beginners. NPN’s sur- 
vey showed a range from 45¢ to $1.80 
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One oilman says, ‘We're getting tired of hiring people 


who couldn’t get a job elsewhere’ 


per hour. Most students earned 75¢ 
to $1. 

Their dealer-trainers are encour- 
aged to let them work at everything 
from sweeping floors to helping keep 
the books. This includes a lot of time 
learning how to serve and sell the 
public. 

Adult Classes — Nearly 200,000 
adults took DE courses in 1954, the 
latest records show. But relatively few 
of them were oil marketers. Most 
states have done little with adult DE 
training for this field. 

One of the exceptions is Michigan, 
where there were 14 station manage- 
ment courses in 1954-55. However. 
unlike Virginia and Texas, there’s no 
direct tie-in with the school program. 
Plans are also under way for a two- 
year Petroleum Marketing Program at 
Western Michigan College. 

In New York, 35 students graduated 
last June from the first two-year 
course in Petroleum Distribution Man- 
agement at New York City Commu- 
nity College. One-third of them went 
into marketing, mostly with jobbers, 
while several decided to continue with 
their college work. The rest entered 
the Army. New York has also held 
courses for dealers. 

Other states, including Louisiana 
and Pennsylvania, have held adult 
training courses for dealers. 

Industry Interest—A recommenda- 
tion for an $82,500 appropriation to 
expand and co-ordinate existing DE 
programs was tabled at API’s recent 
San Francisco meeting. API’s general 
marketing committee had proposed ap- 
pointment of a permanent staff co- 
ordinator, and establishment of state 
advisory groups to work with local 
DE officials. Opponents of the move 
maintain that local committees can be 
set up without a permanent staffer in 
API’s national headquarters. DE will 
probably come up for discussion again 
at the spring meeting of API’s market- 
ing division. 

National Oil Jobbers Council has 
recommended that marketers encour- 
age dealers to co-operate with high 
schools by offering their stations as 
training sites. 


The Problems 

There are two big reasons why oil 
marketing hasn’t received more bene- 
fits from Distributive Education: 

e There aren’t enough high school 
boys interested in marketing. 
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e Oil men have been slow to rec- 
ognize the advantages of DE. 

Many boys who might be attracted 
to station work are discouraged by 
what they call the “long hours, low 
pay and lack of opportunity.” And 
even the youngsters who study station 
management in their DE courses 
aren’t sure bets to enter the industry. 
The number of DE students who ac- 
tually go to work in stations after 
graduation is unknown. Only two of 
the state DE offices surveyed by NPN 
could come up with any figures. Those 
two said over 95%, but another state 
estimated the figure was about 20%. 

One DE student, who likes oil mar- 
keting, told NPN this story: 

“I wouldn’t think of being in the 
service station business if I couldn't 
be the dealer. There isn’t enough 
money in it unless you are top man... 

“The pay is low for attendants. I 
think I'll stand a better chance of sav- 
ing a nest-egg working outside the sta- 
tion field for a few years. 

“I’ve considered working for another 
dealer for a few years, then getting my 
own station .. . but it would take too 
long to save up the money. By work- 
ing Outside, in a higher-paying indus- 
try, I think I can get where I’m going 
a lot faster.” 

This student has thought about a 
consignment dealership, but he says, 
“You aren’t really your own complete 
boss. You’re working for a company. 
The companies might call you a private 
businessman, but you aren’t. I want to 
be an independent dealer, and I’m 
going to have to invest some money I 
haven’t got right now.” 

The dealer who has been training 
this student adds this note: “The oil 
companies are going to have to do 
something about making it easier for 
these young fellows to get stations of 
their own as they graduate, if this DE 
program is going to work.” He says he 
would hire the student permanently, 
but his 10,000-gal. station won’t sup- 
port both of them. 


What Marketers Can Do 

Jobber LeRoy Schneider, of Roa- 
noke, Va., has shown what can be 
done. It was Schneider who provided 
the leadership to get Virginia’s program 
off to a flying start. 

Schneider’s first job was to convince 
Miss Louise Bernard—head of the 
state’s DE program—and 77 Virginia 
DE co-ordinators that oil marketers 





were really interested in getting some 
help. That done, he began a program 
to line up oil men to serve on local 
committees. He got 270 of them. Then, 
he and his committeemen began 
searching for good dealers to serve as 
trainers. 

Since becoming chairman of the 
marketers’ co-ordinating committee in 
Virginia last August, Schneider figures 
he’s traveled several thousand miles 
and worked 400 hours for the pro- 
gram. His expenses have come out of 
his own pocket. His reason: “This in- 
dustry has been mighty good to me. 
and DE can be mighty good for the 
industry.” 

Now Schneider and his committee- 
men are working hard on the dealer 
training program, and trying to interest 
students in oil marketing as a career. 
They expect their efforts to pay off 
in better men at Virginia service sta- 
tions. 

Oil men in other states will find 
most school officials just as willing to 
co-operate as in Virginia and Texas. 
But oil men will first have to organize 
their efforts and convince the school 
people of a serious interest in training 
young people. 

Perhaps the biggest job for mar- 
keters is to promote the benefits of 
being in the station business, and to 
make sure the benefits really exist. The 
problems of DE can’t be separated 
from the problems of earnings, pres- 
tige, hours and opportunities. 

One state supervisor puts it this 
way: “Too many dealers still think 
of young boy employees in terms of 
car washers or grease monkeys, instead 
of trainees, potential assistants and 
eventual managers. 

“We want to and must place our 
students where they have a chance to 
learn and progress. These young boys, 
if employed in sufficient numbers, 
could raise the level of service station 
management in a few years.” 

Then, too, marketers must find some 
way to make it possible for promising 
young men without any money to be- 
come dealers. Otherwise, they’re likely 
to enter another line of work. There 
are some companies that occasionally 
take on a dealer who hasn’t any money 
to invest, but it isn’t common practice. 

Add it all up and you come out 
with this: DE offers one of the best 
possible sources for more and better 
station manpower, if marketers will 
use it. As one oil man says: 

“We're getting tired of hiring people 
who couldn’t get a job elsewhere. It’s 
time for oil marketing to take the 
offensive and compete for more capa- 
ble people.” Ll 
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NOJC Studies ‘Resid’ Problem 


THE COMMERCIAL discount situ- 
ation looks better to the National Oil 
Jobbers Council directors than it did 
last fall. 

That viewpoint emerged from the 
board’s February meeting in Washing- 
ton, D. C. There was no hint of how 
it might affect NOJC’s position on the 
274%2% depletion allowance. In its 
meeting last November, NOJC post- 
poned action on a request that govern- 
ment agencies investigate the depletion 
allowance. This is still under review. 

Meanwhile, a problem has arisen 
that is bothering many jobbers. The 
shortage of residual fuel is costing job- 
bers business in the East and the Mid- 
west. The jobbers’ concern is that new 
import restrictions, chiefly on residual 
fuel, will be advocated again by inde- 
pendent producers. Now that the nat- 
ural gas bill is out of the way, many 
jobbers think the producers may turn 
their attention to import curbs. 

This was the board’s first session 
under NOJC’s new president, Clint 
Elliott, who answered most of the 
questions at a news conference after 
the meeting. 

NOJC is apprehensive over the pos- 
sibility of price increases both in crude 
oil and products, said Elliott. 

NOJC is much more cheerful about 
its financial situation. Elliott said the 


1956 financing plan will provide 
NOJC with enough revenue to offset 
the possible loss of contributions from 
“certain states”. The Empire State Pe- 
troleum Assn., a large contributor, 
has withdrawn from NOJC. 

Following are the new subcommit- 
tee chairmen: M. D. DeTar, New Ox- 
ford, Pa., highway and toll roads; I. 
H. Carnes, Clinton, Ia., supply; R. B. 
Ritter, Waterloo, Ia., phantom freight; 
T. H. Albenesius, Charleston, S. C., 
uniform accounts; John H. White, 
Charleston, S. C., imports; W. C. Had- 
ley, Bloomsburg, Pa., tax; E. M. 
Bailey, Paducah, Ky., fuels policy; Phil 
Crippen, Jr., Chicago, liaison to Na- 
tional Congress of Petroleum Retail- 
ers; C. Wiley Stalter, Savannah, Ga., 
education; E. W. Bennett, Longview, 
Tex., jobber contracts; Miles Mills, 
Des Moines, Ia., economic concentra- 
tion; Spencer C. Baggs, Ogden, Utah, 
fair trade practices; Harry Milton, St. 
Louis, Mo., public relations, and C. N. 
Cocanougher, Detroit, TBA merchan- 
dising. 

Heading the three major committees 
are the same chairmen: Francis J. 


Schuster, Indianapolis, marketing; Les- 
lie R. Neal, San Antonio, industry and 
public relations, and Gilbert C. Camp- 
bell, Charlottesville, Va., legislation 
and taxes. 








éUna Estacion Moderna . . . Donde? 


Mf This is a Buenos Aires service station—but it’s not for the “automovilista” 
trade. Built exclusively for motor-scooters, at a cost of approximately one 
million pesos, it’s located opposite the city’s posh Palermo Park. Special 
pumps mix fuel to motor-scooter proportion: 95% gasoline and 5% oil. 
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Michigan Considers 
Petroleum Industry 
‘Watchdog Group 


AGAIN the oil industry is on the de- 
fensive in Michigan, where a state 
government agency to police the in- 
dustry has been proposed. 

A five-member state petroleum 
board would be set up under the pro- 
visions of a bill introduced in the 
Michigan legislature by Sens. Lane 
and Ryan. The bill calls for a special 
$100 oil business license for producers, 
refiners, blenders and wholesalers. The 
board would be empowered to revoke 
licenses for failure to co-operate with 
investigations, for failure to comply 
with the board’s rules, or “for such 
other cause as the board may deter- 
mine.” The bill would be effective 
next Jan. 1. 

The legislative measure grew out 
of a 265-page report prepared by State 
Atty. Gen. Thomas M. Kavanagh and 
submitted to Gov. G. Mennen Wil- 
liams. Atty. Gen. Kavanagh recom- 
mended a “watchdog” board with au- 
thority to license, regulate and require 
reports from the industry; to review 
gasoline pricing policies continually; 
and to investigate future price in- 
creases. 

Michigan marketers denounced the 
proposed bill as interference with pri- 
vate business. Said William Palmer, 
executive secretary of Michigan Pe- 
troleum Industries Committee: “The 
governor proposes to license all re- 
finers and wholesalers in Michigan. 
Maybe it’s time that somebody should 
be told that they all are licensed now 
by the state as part of the gasoline 
sales tax laws. We do not see what 
one more license is going to accom- 
plish except provide more state jobs 
and increase the state’s printing bill. 

“The governor said justification for 
this would be to obtain information 
from the petroleum industry, and adds 
the wholly unjustified statement: 
‘which we hitherto have been unable 
to get.’ The Michigan petroleum in- 
dustry, which has been investigated 
five times in the last five years by 
state and federal officials, does not 
know what more it can do to provide 
public officials with information they 
want.” 

Palmer also lashed the exclusion of 
retailers from the proposed board's 
supervision, adding: “We cannot help 
but think that the governor recognizes 
that it is politically safer to harass a 
few hundred refiners and wholesalers 
than 12,000 retail dealers . . .” * 
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BIG BULK PLANT on Jacksonville waterfront is Colonial Oil’s base of operations 








How Colonial Oil's Three-Way Sales Push 


4% HE MAJORS are slugging it out for 
big gallonages in Florida, but an 
independent jobber in Jacksonville is 
steadily widening his share of the 
market. 

John B. Love's Colonial Oil Co. 
did 18 million gal. of gasoline last 
year, plus another 2 million gal. of 
kerosine. Love doesn’t chalk up figures 
like that by matching high-powered 
promotions with his major competi- 
tors. He does it with a moderate, 
economical campaign to make motor- 
ists “Save With Colonial” and _ its 
lower prices and premiums. He bol- 
sters the campaign with a strong 
dealer incentive plan and a distribu- 
tion scheme that keeps overhead down. 

Colonial was struggling when Love 
bought a controlling interest in 1940. 
It had six company-operated stations 
in Florida, doing about 300,000 gal. 
a month. Today there are 30 company 
outlets, with 100 more selling Colonial 
gasoline and Colonial-packaged motor 
oil under various brand names. Dis- 
tribution originates at the company’s 
own water terminal, adjacent to its 
bulk plant in Jacksonville. 

Sales in Florida now run about 


24 


a million gal. monthly, with three 
stations presently under construction. 
Three Georgia stations kick in an ad- 
ditional 500,000 gal. a month. 

Love credits the growth of motoring 
in Florida—both from tourist traffic 
and increased state registrations — 
with helping his expansion. But that’s 
only part of it. While gasoline sales 
in Florida were rising about 63% 
from 1949-50 to 1954-55, Colonial’s 
sales gained almost 106%, outstripping 
the normal trend impressively. 
Triple-Threat Drive 

Colonial Oil keeps the sales pres- 
sure up on three fronts—consumer, 
retailer, and wholesale. Different, ef- 
fective selling angles are aimed at 
each. 

With the Public—Love doesn’t go 
overboard on expense to get his mes- 
sage before the motorist. Colonial runs 
small, dignified ads in newspapers at 
key points all over the state, and it 
runs them continuously. 

The company sponsors a 5:30 p.m. 
newscast from Jacksonville, uses radio 
spot announcements at Orlando and 
Lakeland, Fla., and at Waycross, Ga. 


The theme, in newspapers and radio, 
is the same: Save With Colonial. The 
ads point out that Colonial sells “di- 
rect” (because of its water terminal), 
play up the lower price (1¢-4¢ under 
the majors, depending on the locality), 


and emphasize Colonial’s premium 
offers. 
Premiums are a big item with 


Colonial. Company stations advertise 
them extensively, and sometimes spec- 
tacularly. Coupons can be redeemed at 
more than 30 premium “gift shops” 
throughout Florida. 

At the Station—Colonial has always 
had a bonus system for its service 
station managers. Each man is paid 
a salary plus a commission on sales 
over a specified volume. This has pro- 
duced more business, and it cuts 
down turnover in managerships. Love 
can’t put the difference this makes 
into statistics, but says simply, “the 
commission-incentive plan is a definite 
factor in whatever success the com- 
pany has achieved.” 

Each station has an individual gaso- 
line quota—the bonus is based on sales 
beyond that quota. Motor oil bonuses 
are on a sliding scale. They start from 
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COLORFUL merchandising tricks 














Keeps Gallonage Rising 


scratch and are increased when sales 
exceed a set figure. 

Colonial dealers feel no pressure 
from the company on TBA. Colonial 
handles Mansfield tires (which it uses 
on its own trucks), but does not push 
them hard; some dealers can buy 
tires as cheaply as the company can. 
The same system applies to batteries. 
The company markets its own “Colo- 
nial Minuteman” brand, but lets deal- 
ers pick and choose. 

All station business centers around 
gasoline and motor oil. There are no 
station lube bays, and accessories are 
not actively merchandised. Colonial 
puts up two grades of motor oil un- 
der its own brands, Colonial and 
Triple-A. These are bought in bulk 
and packaged on a continuous chain- 
filling machine, at a rate of fifty-five 
cases an hour at peak capacity. About 
100 dealers stock these brands. Others 
have Colonial package for them under 
their own brand names. 

Commercial Business— On __ the 
wholesale front, Colonial’s salesmen 
find their sharpest sales tool is a 
simple, inexpensive gimmick. It’s an 
album filled with two dozen photo- 


graphs of the company’s marine termi- 
nal, its new storage tanks, its tank 
trucks, its motor oil filling plant, and 
a number of service stations. 

“That album does more to get into 
conversation with a prospect than 
anything I’ve ever .seen,” says Henry 
Wolfs, Colonial’s treasurer and retail 
sales manager. All salesmen (four 
wholesale, two retail) are equipped 
with the albums, and they let the 
pictures do most of the talking. It 
takes only a few minutes for a busy 
commercial buyer or service station 
operator to leaf through the 8x10 
photos in their cellophane folders. 
Wolfs says the pictures tell the story 
of what Colonial is doing, and can do, 
better than any sales talk. 

Commercial accounts are not the 
biggest part of Colonial’s business. 
The company is holding most of its 
accounts by meeting competition. 
Some of the majors in the area have 
been giving free haulage; Love will, 
too, when he has to. 


Keeping Costs Down 


Operations at Colonial are tightly 
knit, and geared to a distributing sys- 
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play up Colonial’s ‘Save’ theme. Stations concentrate on gasoline and oil; jumbo tanks cut distribution costs 


tem that underlines efficiency. Mo- 
torists wouldn’t “Save With Colonial” 
if Colonial didn’t do some saving of 
its own. The company’s economies 
begin with its one-tanker marine ter- 
minal on the St. Johns River, and 
are carried out through a well-planned 
distribution pattern. 

All bulk storage is near the terminal 
in Jacksonville. Storage has expanded 
four-fold—from 22,500 bbl. to 115,- 
000 bbl.—since the company started 
out in 1932. Much of the growth is 
recent: a million-gallon tank was added 
two years ago, and one of 1,250,000- 
gal. last year. 

Ten transports (ranging from 5,000- 
7,000 gal. capacity) service company 
stations and those of Colonial custo- 
mers. Five work out of Jacksonville, 
three from Orlando, and two from 
Waycross, Ga. 

In its own stations, Colonial has 
installed jumbo storage tanks to elimi- 
nate frequent trips and cut down truck 
mileage. A majority have tankage of 
4,000-5,000 gal., but this depends on 
the volume of business being done. 
Some stations have only 2,000-gal. 
capacity. The average dump at a big 
station runs 4,000 gal. or over; at 
smaller outlets, the transport splits 
a load between two or three stations. 
Longest truck haul from Jacksonville 

(Continued on page 46) 
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(Continued from page 45) 

is 150 miles—Petroleum Carrier 
Corp. services downstate stations that 
are nearer to Tampa than to Jackson- 
ville. 

Colonial’s own stations are scattered 
throughout the state, as far south as 
Miami and as far west as St. Peters- 
burg. Georgia stations are in Macon, 
Waycross and Kingsland. 

Colonial’s policy is to establish sta- 
tions within towns. Love doesn’t want 
to be dependent on the fluctuations 
of the tourist trade, heaviest in mid- 
winter and mid-summer, lightest in 
spring and fall. His in-town locating 
system brings in balanced gallonages 
that make planned distribution more 
workable. 

Because Colonial stations concen- 
trate on gasoline and motor oil sales, 
the emphasis is in catching the most 
motorists when they are on the move. 
Stations are brightly decorated, with 
big brand and price signs, to flag 
down drivers. 

The small, bay-less stations are mod- 
ern in design. Most of them use motor 
oil displays prominently, and large 
billboards point up the Colonial pre- 
miums. 

In its early days, the company 
bought whatever stations it could get. 
More recent expansion has _ been 
mapped carefully and financed by 
bank loans. 


Colonial’s Big Gun 


Colonial’s president is modest about 
his success with the company. But 
Florida marketers know John B. 
Love as a wise, hard-working oil man 
who put Colonial on its feet finan- 
cially. 

When Love came to Colonial in 
1940, he brought with him a record of 
13 years with Pure Oil Co., as termi- 
nal manager in Norfolk, Va., and 
Savannah, Ga., and as field representa- 
tive in North Carolina. He had also 
been president of Peoples Oil Co., 
Atlanta. With Colonial—which had 
made small headway since its found- 
ing in 1932—he completely reorgan- 
ized the company’s financial and per- 
sonnel set-ups. 

Love has been a three-term presi- 
dent of Florida Petroleum Marketers 
Assn. and chairman of the state’s Oil 
Industry Information Committee. He 
received a 1954 gold award from 
American Petroleum Institute for his 
OTIC work, and is currently a member 
of the Florida Petroleum Industries 
Committee. 

His associates in the ownership of 


Colonial are Harry DeMuth, vice 
president, Henry Wolfs, treasurer, and 
Arthur Bunch, secretary. e 
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MEET THE BOSSES: Pan-Am Southern distributor Earl Moran chats with President Brown 


and Sales M b 





ger Lute 


her during executives’ inspection tour of Brewton, Ala. 


When Brass Goes Calling, 


& greonge ouT in the field is not 
just a pious platitude among top 
management of Pan-Am_ Southern 
Corp. of New Orleans. In 17 weeks 
from August to December, the com- 
pany brass clicked off 16,000 miles on 
tightly-organized tours of Pan-Am’s 
six-state area: Louisiana, Mississippi, 
Alabama, Arkansas, Tennessee, and 
Kentucky. 

The high-echelon executives who 
took turns on these swings through the 
field are confident that they came 
back better-informed, better able to 
deal effectively with the problems of 
their 240 independent distributors and 
more than 5,100 station dealers. 

And the people on the firing line 
still feel a warm glow from the atten- 
tion they and their operations got 
from an array of the company’s high- 
est executives, including President 
Bruce K. Brown. One and all, they 
spruced up their plants to show them 
off to the visiting parties, and they also 
had a chance to trot out their pet ideas 
about running the business. 

Re-awakening — Pan-Am’s | sales 
management was strong on field trips 
before the war, when A. E. Ralston 
was vice president and general man- 
ager. Travel restrictions during the 


war interrupted the field program. 

After the war, the company was 
busy growing from a four-state to a 
six-state operation. H. S. Read, vice 
president in charge of marketing, and 
F. R. Lutenbacher, general manager 
of sales, found it hard to tear loose 
from their desks in the New Orleans 
headquarters and keep contact with 
the field. 

Last year, Lutenbacher suggested 
reviving the top-brass field trips—with 
a difference. The new twist was the 
inclusion of all top executives. 

Lutenbacher went on every trip but 
one. Each time he took another top 
management man with him. Brown 
called on a third of the jobbers, with 
Executive Vice President Roy J. 
Diwoky handling another third. The 
rest of the trips were split up among 
Read, Financial Vice President T. W. 
Hughes, S. H. Casey, general manager 
of supply and transportation, and G. 
C. Pearson, assistant treasurer. All are 
directors except Pearson. 

Distributors seems to have been par- 
ticularly impressed by the display of 
interest among Pan-Am_ executives 
outside the sales department. But the 
tours also gave these same executives 
a better understanding of the sales 
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MORALE-BOOSTER: management visits keep station men hopping. At Foley, Ala., 
attendant Harry Dyess gives command performance for Brown and other executives 





Leto 


~~ 





Here's What Happens 


side of the company’s operation. 

Since the field trips have become 
so much more than a routine inspec- 
tion of the marketing territory, it has 
become vital to plan a tight schedule. 

“The visits are planned almost to 
the minute,” says Brown. “In some 
cases they last only half an hour, and 
we try to make the most of them.” 

Spit and Polish—As soon as Luten- 
bacher has set up a schedule, he sees 
that the distributors and dealers are 
notified long in advance of the day 
and hour of each visit. Division man- 
agers follow up with reminders and, 
incidentally, vie with each other to 
see whose territory makes the best 
impression on the home office brass. 

“A lot of little things get done,” 
Brown observes. “Enameled stations 
get cleaned up, a stucco station is 
whitewashed, bulk plants replace those 
ratty old pumps out back with new 
pumps.” 

If the tours keep the distributors 
and dealers on their toes, they also 
keep the Pan-Am executives from 
getting rusty at office desks. The 
swings through the outlying country 
are no leisurely pleasure jaunts—they 
are fast-paced, packed with business. 

Take the four-day trip of Brown 


and Lutenbacher in early December 
through Tennessee: 

First day—205 miles by car, with 
five stops outside Nashville: Dickson, 
Waverly, Clarksville, Springfield, and 
Gallatin. 

Second day—207 miles, beginning 
and ending in Nashville, with stops at 
Franklin, Columbia, Lawrenceburg, 
Fayetteville, and Lewisburg. 

Third day—200 miles, from Nash- 
ville to Chattanooga, with stops at 
Murfreesboro, Shelbyville, Tullahoma, 
and McMinnville. 

Fourth day—111 miles, from Chat- 
tanooga to Knoxville, with stops at 
Cleveland, Athens, and Maryville, 
then back to New Orleans by plane. 

Conversation and Coffee—Only a 
month earlier, Executive Vice Presi- 
dent Diwoky and Lutenbacher had 
covered a dozen other Tennessee 
communities on a three-day swing that 
covered 378 miles. 

Another typical trip in September 
took Brown, Read, and division ex- 
ecutives across 871 miles of central 
Louisiana. Here’s one day’s routine: 

8 a.m. Leave New Orleans by car. 

9 a.m. At Thibodaux, visiting the 
bulk plant of Paul “Fatty” Lefort and 
D. J. Gibbens. “We discussed trans- 
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portation and storage problems and a 
new motor oil we're marketing,” 
Brown recalls. “Then we had a fine 
cup of coffee, made by Mrs. Lefort, 
the bookkeeper, in the office.” 

10 a.m. Depart for Napoleonville. 
arriving half an hour later at Clem 
DeLaune’s service station. “We went 
out and took a look at his bulk plant,” 
says Brown. “He’s been a friend of 
ours for many years—Clem used to 
shoot doves with Harry Read.” 

12:15 p.m. Arrive at Donaldsonville 

for visit with M. J. Randazzo. Then 
a luncheon break. 
2 p.m. Arrive at bulk plant of 
Rolland Robert and his nephew Hulin, 
in Burnside. “Robert runs a_ utility 
company on the side,” says Brown. 
“After talking about Pan-Am, we dis- 
cussed this other venture.” 

4 p.m. Arrive at Baton Rouge for 
a visit at Phillips Oil Corp., a Pan-Am 
distributor founded by Harold Phillips, 
one-time tank truck driver for the 
company. Read helped him get started 
in his own business. 

After this visit, dinner and a night’s 
rest for the next day’s round. 

Seal of Approval — “Spending so 
much time with our managers, as- 
sistant managers, and sales people,” 
says Lutenbacher, “gave Mr. Brown 
and Mr. Diwoky an excellent oppor- 
tunity to evaluate division manage- 
ment, as well as the caliber and degree 
of development of younger sales 
people. It gave division sales people, 
too, opportunities to discuss their 
problems with the executive heads of 
the company.” 

“If the trips accomplished nothing 
but the extensive clean-up and im- 
proved general housekeeping,” says 
Diwoky, “that alone would make them 
worthwhile. However, I feel that this 
was only part of the accomplishment. 
There’s nothing better for morale pur- 
poses in any line of business than for 
a company’s management to meet 
principal customers at their places of 
business.” 

“We pick up a seed of an idea in 
one place and plant it in another on 
the next trip,” Lutenbacher says. “For 
example, we noted that one distributor 
in Tennessee had a smart marketing 
technique for getting people to come 
in—he was near a tourist court, and 
each day he would send a flock of 
newspapers with his compliments to 
the guests. 

“They showed us short cuts that 
only people spending their own money 
could think up. I was quite surprised 
until I realized that they were sitting 
there counting the pennies that go into 
the job. The man who does this does 
the job cheaper.” ca 
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| PUBLIC RELATIONS 


They Think Well of the Industry, But... 


greg STILL HAVE a lot of nega- 
tive opinions that don’t do the in- 
dustry’s reputation any good. 

Balancing the good points against 
the bad, the oil industry is making 
steady progress in its efforts to per- 
suade the public to think well of it. 
The going is slow, though—you don’t 
see anyone volunteering to organize a 
cheering section for the industry. But 
then, fewer spoiled tomatoes are being 
thrown, too. 

The latest reading of the public’s 
attitude toward the industry was taken 
in a survey conducted by Opinion Re- 
search Corp., Princeton, N. J., the 
latest in a series of continuing surveys 
started in 1946. They are sponscred 
by the OIIC (Oil Industry Information 
Committee), the public relations wing 
of the API (American Petroleum In- 
stitute). 

The findings of the survey, com- 
pleted prior to Oil Progress Week last 
October, have just been released. Here 
are the highlights: 

In general, public opinion is favor- 
able to the oil industry. 

Trends plucked from the results 
show that opinion is slightly more 
favorable than in 1953 on these points: 
(1) general impression of the industry, 
(2) oil industry profits, and (3) qual- 
ity of gasoline. 

Criticisms are described as “minor- 
ity” because no single criticism was 
voiced by any majority. The most 
common negative opinions are these: 

e The industry is not fully com- 
petitive. 

e It is controlled by a few com- 
panies. 

e The big companies control prices 
and keep them high. 

e The big companies are monop- 
olistic and exert too much control. 

e They cause air pollution. 

e They make too much profit. 

Price control of gasoline prices is 
opposed by six out of every 10 re- 
spondents. 

Dealer welfare is an object of con- 
siderable public concern. 

The survey of 2,569 persons in- 
cluded five questions that were asked 
in the previous poll, in 1953, and sev- 
eral new questions aimed to bring out 
new viewpoints. 

Following are the results of the five 
questions that had been asked in pre- 
vious years: 

i—Is your general impression of 
the oil industry a favorable or an 
unfavorable one? 
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Per cent “favorable”: 


1946 1949 1950 1953 1955 


69% 68% 72% 72% 1S% 


The 1955 survey also showed that 
9% had an unfavorable impression 
while 16% held no opinion. 

2—Do you think the oil industry 
makes too much profit, a fair profit 
or too little profit? 

Proportion saying 
profit”: 


“too much 


1946 1948 1949 


21% 31% 28% 24% 27% 23% 


1950 1953 1955 


Reasoning that profits are excessive, 
says OIIC, is based principally on the 
feeling that the cost of oil products is 
high, on a tendency to associate great 
wealth with the industry, or on the 
belief that oil companies are prosper- 
ing. 

Despite the ups and downs, OIIC is 
encouraged by the best showing here 
in a decade. 

3—Do you think there should be 
more government regulation of the oil 
industry than there is now, less regu- 
lation or about the same amount? 

Favor more regulation: 


1946 1949 1950 1953 1955 
17% 17% 12% 1S% 12% 


Sentiment for more government 
regulation had dropped since 1953, 
notes OIIC, “despite a slight move- 
ment to the left in public opinion 
generally.” 

4—Would you say that gasoline 
today is better, about the same, or 
not as good as it was five years ago? 


1953 1955 
Better 48% 50% 
Not as good 10% 4% 
Same 32% 32% 
No opinion 10% 14% 


5—Do you happen to know how 
much the total tax is on each gallon 
of gasoline here, including federal, 
state and local taxes? 


1953 1955 
Correct within 0.5¢ 14% 18% 
Estimate too high 16% 19% 
Estimate too low 17% 14% 
Don’t know 49% 53% 


So more than half the people have 
no idea that about 30% of their 
gasoline dollar goes to taxes. 

The survey also brought out these 
impressions: 


e A majority of the people (62%) 
believes that the oil industry is “con- 
trolled” by a few companies. But 
only a third object to this. 

e A majority (83%) cited ways in 
which big oil companies benefit the 
public. On the other hand only a 
minority (42%) could think of “things 
about big oil companies that are not 
so good for the public.” 

e People are inclined to believe 
that there is much competition among 
service stations, but only 33% thought 
there was great competition among the 
oil companies that make gasoline. 

e About half the people (51%) 
think gasoline prices rose during the 
preceding year; but a majority (78%) 
feels that gasoline prices have in- 
creased no more than the price of 
other things. 

e Nearly everyone (88%) believes 
that local gasoline prices are uniform. 
Most people apparently believe that 
oil companies, rather than retail deal- 
ers, set the retail prices. But few peo- 
ple object to this. 

In examining public impressions 
about pricing, OIIC found that 27% 
of the people think that most men who 
run gasoline stations are employees of 
the companies whose gasoline they 
sell. 

Another 42% regard dealers as 
independent or semi-independent busi- 
nessmen but they believe prices are 
set by the supplying companies. 

Presumably, then, 69% think the 
oil company, not the dealer, sets the 
gasoline retail price. 

People who approve of uniform 
prices mentioned various reasons, in- 
cluding concern for the welfare of the 
dealer, the assertion that price should 
be the same because quality is, belief 
that uniform price assures uniform 
quality and removal of a need for 
bargain-hunting. 

Composition of the sample was 
weighted by five factors to produce a 
cross-section: regional distribution, 
rural-urban distribution, sex distribu- 
tion (48% men and 52% women), 
age distribution and color. 

Recent charges of high-pressure oil 
industry lobbying in Washington, and 
the Senate investigation of an alleged 
bribe in connection with the natural 
gas bill, may adversely affect opinion 
toward the industry, OIIC feels. 

Said OIIC, though, “We think a 
big advance has been made. But we 
also think we have a 20- or 30-year 
job to do.” & 
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What are you waiting for? 


Act now. If your operation gives you the right to 
become truly independent, contact the Ashland Oil & 
Refining Company today. Ashland Oil is the 
independent supplier of detergent gasolines and other 
quality petroleum products for independents. 

Others before you have found we could help them 
build a successful, independent business. 

They chose to work with us because we know 


how to work with them. Act now. Call us. 


ASHLAND OIL & REFINING COMPANY 


Home Office: Ashland, Kentucky 


ALTON, ILL. — 2616 E. Broadway; BUFFALO, N. Y. — 800 Ellicott Square; CHICAGO, ILL. — 6 North Michigan 
Ave.; CINCINNATI, 0. — 1402 Fed. Reserve Bank; CLEVELAND, 0. — Standard Bidg.; DETROIT, MICH. — P. O. 
Box 6025; EVANSVILLE, IND. — 2500 Broadway; FINDLAY, 0.—P. 0. Box 210; LOUISVILLE, KY. — 
3005 Dumesnil; NASHVILLE, TENN. —5 E. Main; PADUCAH, KY.; PITTSBURGH, PA. — 711 Park Bidg. 


The Independent Brand for Independents 
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@ U. S. Census Bureau’s completed 
census of service stations (NPN, Feb., 
p. 31) shows sales rose 66% from 
1948-1954 — from $6,483,205,000 to 
$10,780,052,000 for all U. S stations. 
But at the same time, the total of sta- 
tion units dropped from 188,252 to 
181,734. 

SIGNIFICANCE: More sales and gallonage 
for the individual unit means more opera- 
tional problems. Today’s dealer manages 
a complex business, much larger in scope 
than the old concept of a service station. 


®@ Phillips Petroleum Co. is report- 
edly looking for 10 station sites in 
Washington, D. C., after converting 
two major-company distributors in 
the area. One, in Port Royal, Va., will 
switch over this spring. He’ll be sup- 
plied by a Richmond, Va., jobber who 
signed earlier with Phillips. 

SIGNIFICANCE: Phillips, already  en- 


trenched below the Mason-Dixon line, 
takes another stride in its “march to 
Maine.” 





@ Utah Oil Refining Co. has a mil- 
lion-dollar station building and market 
expansion program slated for 1956. 
The million for marketing is being 
added to $3 million already tabbed for 
a new ultraformer, designed to pro- 
duce up to 100 octane gasoline. 

SIGNIFICANCE: Utoco’s $4 million ex- 
pansion push puts it solidly in the race 
to tap the booming Rocky Mountain 


market, currently growing at about twice 
the rate of most other areas. 


@ Total dividends of refining compa- 
nies—including integrated companies 
—rose about 8% in 1955. But many 
increases in total earnings were higher 
than that. 


SIGNIFICANCE: Companies are re-investing 
more than they pay out dividends. Climate 
of business today demands more capital 
for expansion and improvement of exist- 
ing facilities. 







@ Gasoline consumption in Florida, 
growing at a faster rate than the rest 
of the country, will hit 2.72 billion gal. 
by 1975, says a survey by a firm of 
highway and traffic engineers. 
SIGNIFICANCE: This is a radical upward 
revision of the 1.64 billion figure for 
1975 forecast by the same firm three 
years ago. 
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@ If the Defense Department has its 
way, the government will stay in the 
gasoline business. The department says 
the privilege of buying cut-price gaso- 
line, and other low-price post ex- 
change merchandise, “is one symbol 
of membership in the military com- 
munity,” and helps maintain morale. 
SIGNIFICANCE: Small local businessmen 
will carry the load as long as the Defense 
Department can get preferential treat- 
ment for the armed forces. Only positive 


action by Congress could change the 
situation. 





Thousands Saved .. . 


... every year by Quaker 
State Refining Corp., with 
a packaging system that 
eliminates the need for 
warehouses. 

See page 82 








@ Oil, Chemical and Atomic Workers 
Union was snowed under by Inde- 
pendent Petroleum Workers of Amer- 
ica, in elections at Standard Oil Co. 
of Indiana’s Whiting, Ind., refinery. 
SIGNIFICANCE: An important labor seg- 
ment slows down OCAW leader Jack 
Knight’s dream of making his union the 
biggest in the world. 


@ Degree day totals establish the pres- 
ent heating season as the coldest in 
several years. Distributors all over say 
fuel oil volumes are up. 

SIGNIFICANCE: Higher volumes don’t 
mean business improvement unless the 
percentage of gain is greater than the 
degree day percentage rise: new burners 
account for a steady volume increase, 
regardless of weather. In terms of con- 
sumption, a vaporizing burner is to a 
power burner as one automobile is to 
three automobiles. 


@ Congress is acting to refund the 2¢ 
gal. federal gasoline tax on fuels used 
for farming purposes. The bill provides 
that farmers apply directly to the 
Treasury Department for refunds. 

SIGNIFICANCE: A lot of extra bookkeep- 
ing taken off the oil distributor’s hands. 
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M@ Petrofina, the Belgian oil company 
that crashed the Canadian market in 
1953 (NPN, Dec. ’55, p. 80), expects 
to purchase a major stock interest in 
Panhandle Oil Co. Panhandle, a crude 
producer in Texas, has an 8,000 b/d 
refinery at Wichita Falls, Tex. It mar- 
kets in north Texas, southern Okla- 
homa, and eastern New Mexico. 
SIGNIFICANCE: Petrofina figures to make 
good on its plan of extending operations 
into the U. S.—here’s it’s first step. If 
Petrofina runs true to its Canadian form, 
the company will expand fast once it gets 
going, won't hesitate to buy or build as 
many stations as it can. 


@ Justice Department is taking the 
quantity tire discount case to the U. S. 
Court of Appeals. 

SIGNIFICANCE: DJ is giving Federal Trade 
Commission a hand by starting the case 
up through the courts. So FTC may yet 
get a hearing in its attempt to limit 
quantity discounts at 20,000 Ibs. Last 
September, the case was thrown out of 
a lower court for lack of evidence. 






@ A top oil researcher says the gaso- 
line that most major oil companies 
now are producing for general con- 
sumption test up to 11 Ib. vapor press- 
ure. 

SIGNIFICANCE: Oil men are worried about 
vapor lock, since present conventional 
dispensing systems are designed to han- 
dle only products testing 9 Ib. vapor 
pressure. 





@ A Federal Court ruling says re- 
claimers and re-refiners of used lube 
oil are exempt from federal excise 
taxes (6¢ gal.) on the re-refined oil 
they sell. 

SIGNIFICANCE: If refiners—who came out 
on the short end of the suit—don’t ap- 
peal the decision, Internal Revenue Serv- 
ice is expected to request legislation to 
plug the loophole. 


@ Atlantic Refining Co. is moving to 
acquire the oil and gas properties of 
Houston Oil Co. of Texas. The deal 
will include about 400,000 net acres 
of fee mineral rights, and about 600,- 
000 undeveloped lease acres. 

SIGNIFICANCE: Atlantic management is 
working hard to narrow the gap between 
its 100,000 b/d crude production and 
its 200,000 b/d refinery runs. * 








Everyone Agrees... 








Beauty in keeping with the most modern 
service station design ¢ Brilliant illumination 
¢ Wide-angle visibility * Stainless steel scuff 
plate « PM-2 Meter with double warranty 
Many other features which all add up to the 
most modern styling and years of accurate, 


dependable service. Write for Bulletin 171. 
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Factories: 5715 Smithway St., Los Angeles 22, Calif.; P. O. 
Box 500, Succasunna, N. J. Offices: Atlanta, Chicago 7, 
Houston 20, Los Angeles 22, New York 17. Canada: Toronto 
12, Vancouver 1. International Division—Milwaukee 1, Wis. 
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PRE-TESTED, GUARANTEED FULL RATED 
AIR POWER FOR EVERY STATION REQUIREMENT 


Your air compressor is the “heart” of many @ LARGER AIR COOLING FLYWHEEL 


sales-winning, profit-building services in your 
station. Be sure it is “right” for your station. @ POSITIVE LUBRICATION SYSTEM 


Get a Wayne enemies Compressor. COUNTER BALANCED FLYWHEEL FOR 
You are certain of guaranteed usable air — §MQ0TH OPERATION 

output for your station’s specific needs. No 

guesswork ...no misfits. Wayne Compressors @ AUTOMOTIVE TYPE PISTONS... 

are checked and pre-tested for volumetric NO OVERHEATING 

efficiency, performance and operating toler- 

ance. Genie working part is designed for ® DUAL INTAKE VALVES 

minimum maintenance and low operating @ EASILY CLEANED INTERCOOLER 

costs. Specify a Wayne and you are sure o AND AFTERCOOLER 

all the air your station needs. Write for free 

booklet “‘How To Select An Air Compressor.” 


THE WAYNE PUMP COMPANY 
SALISBURY, MARYLAND @ TORONTO, CANADA 
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Northern Tank Line, Miles City, Mont. F. J. Sibr & Sons, Inc., Chicago, Ill. 
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Producers Transport, Inc., Benton Harbor, Mich. 


Why the big swing to Butler aluminum transports? 
Confidence! Confidence of transporters throughout 
America, to whom the name “Butler” on steel trailers 
and truck tanks has long stood for quality. The Butler 
label has always meant maximum payloads, millions 
of dependable, trouble-free miles, and engineering re- 
finements that put Butler a peg above the field. 

So when Butler perfected the first aluminum units, 
it was only natural for progressive transporters to turn 
with confidence to this source for equipment that prom- 
ised the biggest, most profitable hauls in history. 

But it was more than a promise. Today, hundreds 
of Butler aluminum transports, like those shown on 
these pages, are rolling up millions of record-payload, 
record-profit miles for scores of transporters — making 
these America’s most road-proved aluminum units. 

If you are one of the many progressive-minded 
transporters who are thinking of adding to, or replac- 
ing, present fleets with aluminum, it will pay you well 
to look into Butler—the aluminum transport leader. 
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H. F. Johnson Transportation, Billings, Mont. 





















In 4 years or less 
Extra Payload Alone Pays Full Price 
Of Butler Aluminum Transports 


Believe it or not, it won’t cost you a cent to replace 
your fleet with sleek, modern Butler aluminum trans- 
ports! 

Under state gross load limits, Butler aluminum trans- 
ports carry, conservatively, 8% more payload than 
most new steel units, 11 to 13% more than most 3- 
year-old units you are now operating. This means 
$2500 to $6600 more revenue per year than you are 
now getting from your present steel equipment — 
enough to pay for a new Butler aluminum unit in three 
to four years! 


Your Butler representative can help you make an 
exact payload comparison between Butler aluminum 
and the units you are now operating. Call him in and 
let him show you your new profit potential with Butler 
road-proved aluminum transports. 
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at its peak 
payload performance 


Butler payload engineering cuts off every ounce of 
dead weight to give you maximum profit per haul 



























Payload engineering describes the 
thousands of man-hours, the endless 
experimenting, developing, refining, the 
hundreds of thousands of miles of 
road testing that go into whittling every 
ounce of excess weight from Butler 
transports. 

And Butler applies this payload 
engineering to aluminum — itself the 
greatest single stride in payload power 
since the first frameless transport. The 
result is lean, tough, weight-stripped 
transports, precision engineered to de- 
liver not only the extra payload of alu- 
minum, but the bonus payload that 
stems from payload engineering. This 
means they will remain as modern as 





Lightweight Reyco or Hutchens tandems cut Butler vessel is cylindrical in shape, requiring the 


tomorrow for years to come. maintenance costs to the bone. Hendrickson alumi- least amount of metal per gallon. And it is struc- 
Shown on this page are some of the num tandems also available at extra cost. Wide turally the strongest shape that can Possibly be 
payload-engineered features that make spread tandems available for states where necessary used for a transport vessel. Visibility is improved by 


: to get maximum payload. Sturdy Butler mountings narrower width. Wind resistance and liquid side surge 
Butler aluminum transports your best eliminate heavy, massive parts, yet provide ample are minimized. Deep dished bulkheads with tubu- 
— your most profitable — buy. strength for millions of trouble-free miles. lated openings end weld-damaging “oil canning.” 
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Pressed steel manhole on aluminum collar is 11 Welded steel manifold is about half the weight Extruded aluminum hose tubes are 35 poun 
Ibs. lighter than conventional cast aluminum. Alumi- of conventional manifolds. Valves are lightweight, lighter than conventional steel tubes. Like ta 
num and stainless steel manholes also available. and all piping is of lightweight steel tubing. shell, they never need painting. Bolted-on la 
Overturn protection is only slightly longer than Optional emergency va've cabinet is all alumi- ing legs can be removed to cut weight 16 
width of manhole, saving 25 Ibs. over full-length num. Upper fifth wheel (not shown) availab!e in pounds. Aluminum side mounted ladder gi 
flashing. Wiring is enclosed in tubing and mounted either adiustable rigid, or fixed position rocking quick, safe access to fill covers. Rear, or fra 
overhead for protection, assurance of safe lighting. types. mounted ladders are optional, Ladders are tub 
lar for minimum weight. 
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7454 East 13th Street, Kansas City 26, Missouri 954 Sixth Avenue, S.E., Mi polis 14, Mi t 
Dept. 30, Room 602, 103 Park Ave., New York 17, N. Y. $13 Avenue W, Ensley, Birmingh 8, Alab Dept. 40, 624 South Michigan Ave., Chicago 5, Illinois 
Factories at Kansas City, Mo. ® Galesburg, Ill. © Richmond, Calif. © Birmingham, Ala. ® Houston, Tex. ® Burlington, Ontario, Canada ® Minneapolis, Minn. 
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Watch your station traffic 


and repeat business really jump... 





with a sure-fire coupon premium plan 


We can start you fast—start you right 


We’re specialists in Premium Plans. We’ve 
built volume for many others. We can do it 
for you. If you operate two or more stations, 
tell us your problems. We'll suggest a plan 
just for you—help you install it—then you 
run it yourself. 


Proven successful plans 


There’s no guesswork. These plans work— 
build traffic—build repeat business— bring 
customers back again and again. You have a 
beautiful, 4-color Premium Book, chuck full 
of top quality, nationally advertised merchan- 
dise. Wholesale prices. One look, and your 
customer is sold. He keeps coming back for 
those Prize coupons. You can really meet 
competition. 


Write Today 


Don’t wait. Its volume makes profits. Mail 
the coupon below today, with all the informa- 
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tion you think we should have—the number 
of your stations—the approximate number of 
Premium books you contemplate distribut- 
ing—what premium competition you have 
now. Remember—this will be your plan— 
you run it—and profit from it. Write today. 


ROSS COLES AND COMPANY, INC. 
Prize Incentive Agency 


Chicago, Detroit, New York, San Francisco, Omaha, Milwaukee 


Ross Coles and Company, Inc. 

333 W. Lake St., Dept. NP-1 

Chicago 6, Illinois 

I am enclosing herewith the information I think 
you should have to suggest a Coupon Premium 
Plan for me. I understand there’s no obligation. 


Name 





Firm 


Address 
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EATON “04m ore AXLES 


Give Trucks Greater Load Capacity — 
Reduce Tire and Operating Costs 





Eaton Tandems are the most practical units available Eaton Tandem Axle Features 
for increasing payload in proportion to gross weight. Provide Superior Performance 
Eaton Axles—the load-carrying and driving components 
—are performance-proved by thousands of units and 
millions of miles of service. They are installed to operate 
in the position for which they were designed and, there- . _ ’ 

. Inter-axle differential compensates for varia- 
fore, are not subject to abnormal stresses or to unnatural tion in wheel speed and eliminates the need 
lubricating problems. for tire matching 


® Engineered specifically for tandem operation 


* Rugged power divider transmits power 
equally to both axles 


A - — ; Differential lock-out provides positive drive 
Exclusive Eaton features, simplicity of design, and to each axle when needed 


rugged construction assure maximum performance with Designed to give maximum strength with 
minimum maintenance. minimum weight 


AXLE DIVISION 
EAT Wi. MANUFACTURING COMPANY 
CLEVELAND, OHIO 


PRODUCTS: Sodium Cooled, Poppet, and Free Valves * Tappets * Hydraulic Valve Lifters * Valve Seat Inserts * Jet 
o Parts ® Rotor Pumps * Motor Truck Axles * Permanent Mold Gray Iron Castings * Heater-Defroster Units * Snap Rings 
Springtites * Spring Washers® Cold Drawn Steel * Stampings® Leaf and Coil Springs* Dynamatic Drives, Brakes, Dynamometers 
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Pick me. 
if hey SOY~ 


and our F style 
cans will do a job 


Jor You, too! 


Your package has to “speak up” for sales, or it doesn’t stand a chance in today’s 
fast competition. That’s why Continental’s “F” style cans are the choice of so many 
manufacturers of waxes, polishes and other petroleum products. For, in addition 
to sturdy, easy-to-use construction, these containers offer you color and brilliance 
that only Continental master lithographers can achieve. 





We'll start things off right by delivering all the “F” style cans you need, exactly 
when you need them. Sizes from four-ounce (spout top) to one gallon. Then, if 
you want help with research or engineering, it’s available anytime as part of our 
Tailor-Made Package Service. Why not let “F” style cans do a selling job for you? 
Call soon. 


CONTINENTAL € CAN COMPANY 


Eastern Division: 100 E. 42nd St., New York 17 
Central Division: 135 So. La Salle St., Chicago 3 
Pacific Division: Russ Building, San Francisco 4 
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RAPID START TYPE 
LIGHTING FIXTURES 


26 RS - SERIES 


Horizontal Island Lite 


Equipped with new 
G. E. Rapid Start Lamps 
(Fluorescent Type) 
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ISLAND LITE - 26 RS 









Glo-Rite’s advanced engineering has done it 

again! A new Island Lite (26 RS - Series) 

featuring the newest G. E. Rapid Start Fluo- 

rescent Lamps, will set the pace for the entire 

station lighting fixture industry. More light 

with less tubes, plus longer performance = 
means lower cost. Maximum rapid starting ‘ 

light is assured even in the extremest weather 

conditions, torrid hot or below zero. 
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Btis Beoulures 


@ Armco Aluminized Steel Body. 

@ Stainless Steel Hardware and Door Frames 
equipped with easy opening, positive locking 
catches. 

@ Steel, no sag design, superstructure channel 
under complete length of fixture from 4 ft. to 
120 ft. and longer. 

@ Widest glass door distribution area. 


@ Ternalloy mounting brackets for either 2” or 
21%” ID support posts. 


Send for Our Catalog 


OSCAR PHILLIPS COMPANY 


5600 VINE STREET 


/N. CANADA 


CINCINNATI 37, OHIO — Skyline Industries 





3452 Bathurst St. 
BYelgelaisen ey Onteri 
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Presenting for your profit... 





New Cooper Cushion-Ride tubeless 


Year's biggest opportunity for change-over and replacement sales 


The brand new Cushion-Ride is a truly magnificent 
tire—and it’s typical of the many reasons why Cooper 
dealer sales have climbed to a record-breaking high. 


Not just another tubeless tire— even though the com- 
pletely new Cooper Cushion-Ride sells at regular low prices. 
Exclusive Cooper Safeguard construction and “Hi-T” tension 
set cord give your customers 125% more bruise-break safety, 
as compared to rigid U. S. Government tire standards. 


But this truly magnificent tire is actually power-packed 
with additional features to make sales easier — profit mar- 


Yes, it's also available as a tire and tube combination 


TIRES e« TUBES ¢ BATTERIES ° 


March, 1956 * NATIONAL PETROLEUM NEWS 








CAMELBACK e¢ REPAIR MATERIALS 


gins consistently higher. Skid-Stoppers give 20% more stop- 
ping power. New Square Shoulder tread delivers 30% more 
mileage. Squeal-Stoppers hush away road noise, stop sharp 
turn squeal. Cooper’s road hazard guarantee lets you put 
selling emphasis on quality, rather than price. 


Write Dept. 2-C today for your free copy of our new 
Cooper Cushion-Ride tubeless folder. Get all the facts. See 
why sales go up when you go Cooper. 


Cooper Tire & Rubber Company, 
Factories at Findlay, Ohio. 











THERMOID OIL MARKETING HOSE 


or in 8 and 10 foot lengths coupled. 


FUELMASTER FUEL OIL HOSE 


Molded hose has oil resistant tube 
and cover. Cover is especially com- 
pounded to resist abrasion and yet 
remain flexible under all conditions. 
Carcass is reinforced with braided 

high tensile rayon plies. Furnished in 
ine of 100, 125, 150 and 250 ft. 
Sizes 1" to 14". 


_ FUEL OIL HOSE 


Cotton and wire interwoven carcass. 
Synthetic rubber. tube, friction and 
cover resist gasoline, oil and grease. 
Cover is abrasion and weather 


resistant—assuring long life under 
the most extreme conditions. Stand- 
ard inside diameters: 1" to 4’’. 


FOR EVERY OIL MARKETING JOB... 


These are just 8 of the many types of oil market 
hose in Thermoid’s complete line. No matter 
what the application, you’ll find the Thermoid 
hose built especially for the job...a hose 
designed to give longer service . . . a hose that is 
quickly available from your Thermoid distributor. 


PETROLINE GASOLINE 
PUMP HOSE (200CL) — ey 


Gasoline and oil resistant synthetic 
rubber tube and cover. Two types: 
Spec. 2036—rayon and wire inter- 
woven carcass for retractable hose — 
pumps. Spec. 2037—cotton and wire 


_ interwoven. Static wired. Inside di- 
~ ameters: ¥%'" and 1”. Taos 


lengths as specified or in 500 ft. bales. 


AIR HOSE | 


Heavy seamless tube withstands 
heavy flexing without cracking. Cover | 
is weather resistant. Reinforced with 
braided rayon. Furnished in specified 
lengths or in factory length bales of 
approximately 500 feet. 


Ol, SUCTION AND 
DISCHARGE HOSE 
Oil-resistant synthetic rubber tube, 
cover and friction reinforced with 
cotton duck plies. Flat wire internal 


reinforcement for vacuum resistance 
and round wire imbedded in carcass 


for pressure resistance. Furnished in 
20, 25, 30, 35 and 50 foot lengths. 


TANK CAR UNLOADING HOSE 


Rough bore wrapped construction 
with oil resistant synthetic tube, fric- 
tion and cover. Reinforced with inner 
wire core and cotton fabric plies, 
Furnished in lengths to 50 feet. 


FOR ANY SERVICE CONDITION 


Heat, cold, high pressures, constant flexing and 
severe abuse and abrasion...no matter how 
tough the service, Thermoid quality assures 
longer hose life and lower hose cost in the long 
run. Get complete details from your Thermoid 
distributor or, if you prefer, write direct. 


Thermoid Company « Offices & Factories: Trenton, N. J., Nephi, Utah 
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For POSITIVE PROTECTION 
at your loading racks 


we 


; — “a ” “yk 








Electronic 
Ground 


Indicators 


No loading rack should be without this POSITIVE INDICATION 
OF PROPER GROUNDING against static electricity 


Bulk Plants, Chemical Terminals, Tank Farms, Marine Ter- 
minals— wherever there is loading and unloading of volatile LEARN HOW LITTLE THIS SAFETY COSTS 
liquids, the Gilbarco Electronic Ground Indicator assures 
POSITIVE protection—POSITIVE indication of proper grounding. 
it’s safe — eliminates the ever present source of danger at 
all loading racks — faulty grounds which lead to FIRE. 

It’s simple — Gilbarco’s indicator is installed in the normal 
grounding circuit. When proper ground. is established, INDI- 








Gilbert & Barker Mfg. Co. 
West Springfield, Mass. 


Please send me full details on the Gilbarco Elec- 
tronic Ground Indicator. 











; Name Title. 
CATOR gives “go ahead” by means of light or audible signal. 
It’s positive — here is the ONE way to be SURE that some Company. 
wiring defect, paint, rust or carelessness is not causing a Adévese City 
faulty ground. 
Zone State 








ee 


| 
| 
| 
| 
| 
| 
| 
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GILBERT & BARKER MFG. CO., West Springfield, Mass., Toronto, Canada 
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PLUS BIG ALL-NEW DEALER TIE-IN KIT! 


Featuring animated window display and eye-catching streamer! 
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~ Millions of impressions in 
os these great magazines! 
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It’s the greatest FRaAM Clean Oil Month Promotion in history! Not 
just one but four big ads, running as full pages and spreads in Life, 
Saturday Evening Post, Collier’s, Farm Journal, Popular Science! Plus... 


OIL + AIR + FUEL + WATER 


FILTERS 


The biggest-looking, hardest-hitting billboard yet, featuring the 
same rollicking chimps that enliven the magazine ads! And for your 
dealers to tie in, a big streamer and animated window display with 
still more of those lively chimps! With all of these compelling messages 
to bring motorists to your dealers for Clean Oil and Fram, it’s easy to —_ FRAM CORPORATION, Providence 16, R.1. 
see why Fram is the filter for your TBA line! Fram Canada Ltd., Stratford, Ontarig 
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“Nitric Acid leaking— 
we need help fast.’’ 


A General American District Manager got this message. One 
of his customers was in trouble. A 50,000-gallon tank of con- 
centrated nitric acid had sprung a leak. The acid would be lost 
. .. property would be damaged . . . lives might be endangered. 
Fast action was imperative! 

Nitric acid? That called for stainless steel tank cars. Where 
were the nearest ones? Find them... explain the situation. 
Call the railroad. Have a special train made up. Pick up the 
cars and highball to the trouble spot. Above all, hurry. 

Within hours, the GATX stainless steel cars were at the 
plant, the acid was transferred to the cars and the storage 
tank repaired with a minimum of loss. 

Unusual? Of course... but unusual service is one of the 
many benefits offered to lessees of GATX tank cars. There are 
over 48,000 cars in the GATX fleet... over 200 different 
types... available for your use without capital investment. 
To keep this fleet rolling, General American maintains a 
nation-wide network of district offices and shops that provide 
service on a 24-hour basis. That’s why, when it comes to 
dependability, ¢t pays to plan with General American. 

















GENERAL AMERICAN TRANSPORTATION CORPORATION 


135 South La Salle Street - Chicago 90, Illinois 
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STAYS 


ON THE JOB FOR 
SERVICE STATIONS 


INLUCITE 21,unexcelled multi-purpose, 
lithium-base grease, CUTS INVENTORY 
COSTS! 





If you have been cluttering up your inven- 
tory with single-use greases that require 
special dispensing equipment, switch to 
INLUCITE 21 the “one grease—one gun” 
lubricant that simplifies servicing, mini- 
mizes mistakes, means cleaner facilities. 


And because INLUCITE 21, out -per- 
forms every specialized grease it replaces, 
its use brings greater customer satisfac- 
tion, substantial savings in man hours and 
product cost, a boost in total grease jobs 


and in gross senate, 
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Let us give you full details. 


INTERNATIONAL LUBRICANT CORP. 


NEW ORLEANS, LOUISIANA 
Manufacturers of Quality Lubricants « AVIATION « INDUSTRIAL » AUTOMOTIVE + MARINE 


With Research Comes Quality, With Quality Comes Leadership £ 
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Look, I know my customers have confidence in me 


and my company’s products... 


‘Lhat’s why I sell my 


company's brand of antifreeze 


I can’t afford to let my customers down. 


That’s why I wouldn’t sell anything but my company’s brand of 
antifreeze. It’s backed by the same reputation—the same name— 
that stands behind the gas and oil that I sell. And that reputation 
has been built up over a number of years. To me this means my 
company’s brand of antifreeze is reliable—finest made! 


Mister, selling the best products means satisfied customers—repeat 
customers! 


Take this tip from me—order your company’s brand now. 


THE DOW CHEMICAL COMPANY, MIDLAND, MICHIGAN 
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Every year, your customers drive in with more 
powerful engines in their cars. Engines that demand 
super fuels. 


To develop these super fuels (and keep pace with engine 
design) thousands of skilled scientists and researchers are 
constantly at work throughout the petroleum industry. 


Outstanding among these men of science are the research and 
engineering staffs of Universal Oil Products Company. 
Working closely with refiners of every size, UOP concentrates 
on the development of fundamental refining processes that 
will produce better motor fuels economically to the benefit of 
the entire petroleum industry and the millions of motorists 
throughout the country. 


Result: You are continually able to offer your customers the finest 
products from petroleum, at the lowest possible cost. 


Yes, you can count on Men of Science to help you make your 
selling job easier. 


UOP has prepared an interesting booklet on ‘“‘How Men of Science 
Help You Sell”. We'll be glad to send you a copy on request. 


ie @ UNIVERSAL OIL PRODUCTS COMPANY 


30 ALGONQUIN ROAD, DES PLAINES, ILLINOIS, U.S.A. 


Forty years of Leadership in Petroleum Refining Te 


'> 
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the {956 


National 
Petroleum 
News 


FACTBOOK :=- 


‘including the WEBA Directory 
and Buyers’ Guide 


WILL BE PUBLISHED IN MID-MAY 





All NPN subscribers will receive a copy at that time. All 
others wishing to receive a copy of this oil marketer's 
reference annual had best order one now. Single copy 
price: $1.00. Write: 

Reader Service Department 

National Petroleum News 

The McGraw-Hill Magazine of Oil Marketing 

330 West 42nd Street, New York 36, N.Y. 


ADVERTISING CLOSING DATE 


- APRIL IGth 


for the NPN FACTBOOK issue 


baw a 
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“Squeeze-it’’ auto horn... 
engineered to give 1906 pedes- 
trians a sporting chance. It was 
in 1906 that Brunner engineers 
produced the first Brunner Air 
Compressor. 
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Tommy 

Soper 
knew 

a good 
thing 


...and so did Shell 


In 1948, Tommy Soper started in the 
service station business in Jeffersonville, 
Indiana. He was selling the products of 
another oil company. 

He was doing well, but not well enough 
for Tommy Soper! 

Four years later, when Shell spotted 
Tommy as the “right” dealer to open a 
new station on E. 10 Street and Western 
Avenue, he didn’t hesitate. Tommy knew 
a good thing when he saw it even though 


it meant moving to another part of town. , 


He took over the new two-island, two- 


70 





bay corner station, the kind he always 
wanted, and he’s been growing bigger ever 
since. He had the right combination from 
the start ...a clean, modern station, a 
good location, plenty of enthusiasm and 
Shell Quality Products. 


Soper’s corner has a spick-and-span 
sparkle 24 hours a day. ““Home-clean”’ rest- 
rooms have helped Tommy make many new 
friends. His service includes the red carpet 
treatment for every customer. You’re 
greeted with a smile, and you get a clean 
windshield plus a radiator, tire and oil 
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check. These extras are a result of the Shell 
Training School where every one of Tommy’s 
men learned the ABC’s of driveway service. 


The exclusive Shellubrication system was one 
of the things that influenced Tommy’s decision 
to become a Shell Dealer. It provides up-to-the- 
minute factory-approved lube charts that make 
Tommy’s men experts on every make and model 
car. And in addition, Tommy makes full use of Adina eee dis a watt of Gen 
Shell’s system of customer follow-up and lubri- red carpet treatment for every customer. 
cation merchandising. 


The result—Tommy has boosted his Shellu- 
brication business to 250 jobs a month. Add to 
this a monthly gallonage that’s going up steadily 
plus a profitable oil ratio, and you have a good 
idea of how business is on Soper’s corner. 





Today, Tommy Soper has many things work- 
ing in his favor. But Tommy himself has said 
that well-known Shell quality products are a 





major contribution to his still-growing business. oY, fan 
- - ~ One of Tommy’s men putting to use 
his Shell Training School know-how— 
Shell Oil Company invites you to ask about the repacking a wheel bearing properly. 


greater profits you can earn. Phone Shell OilCom- 
pany or the Shell-franchised jobber nearest you. 







The golden rule of the station: ““Clean 
up after every job.” 


An immaculate apron curb helps 
Tommy get plenty of sell-appeal into 
his outside displays. 


It pays to be a Shell Dealer 
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NEW, improved PEAK® 


Anti-freeze broke all 
sales records in 755! 
Here’s why it’s sure to 






add more satisfied cus- 
tomers...more profitable 
sales in 56! 









COMMERCIAL SOLVENTS CORPORATION, 
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TOP QUALITY makes PEAK the anti-freeze you can rec- 
ommend with confidence: 
e It’s the modern anti-freeze for the modern car 


e« New exclusive rust-inhibitor combination (Pat. 
Pending) 


¢ Greater protection from rust than any other 
national brand 


e It’s “clean” — looks better in the can — works 
better in the car 


HOMETOWN ADVERTISING supports you: 

e Consistent advertising on TV, in newspapers, 
and other local media 

Hard-selling point-of-sale displays 
Sales-building direct mail pieces for your cus- 
tomers 

Special promotions to car owners 


260 Madison Avenue, New York 16, N. Y. 
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DEALER PROTECTION PLAN helps you make more 

money with PEAK: 

e PEAK is sold only through legitimate service 
channels 

e Retail prices Fair-Traded — No sales to em- 
ployees 

e Every gallon backed by the CSC guarantee 

e Efficient distributor organization assures fast 
delivery and sales service 


NOW’S THE TIME TO ORDER so you'll be set to cash in 
on the big demand ahead. Contact your distributor, or 
write us direct. 

Make room for NOR’WAY, too! —-NOR’WAY® 
Anti-Freeze is PEAK’s high-quality, low-cost 
companion for budget-minded car owners who 
want maximum freeze protection at minimum 
cost. You can recommend it with confidence. 








NOR‘WAY Chemicals 


PEAK Anti-freeze > NOR‘WAY Anti-freeze 
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behind every EXEAD IL ALUMINUM TANK 


.-- 26 years of Leadership 


Nobody Knows Aluminum Like HEIL 





Aluminum tanks are making news these days 
—but they aren’t new at Heil. Heil built its 


first aluminum tank 26 years ago. 


and great strength in Heil steel tanks is used 


in Heil aluminum tanks. 


Heil pioneered new automatic welding Haul With Confidence . . 


. With HEIL 
techniques to take advantage of recently de- 


veloped high tensile aluminum alloys to pro- 
duce the finest aluminum tanks in its history. 
You get six to ten percent more pay load over 


lightweight steel tanks of similar size. 


No rust troubles... greater resistance to 
more different chemicals ...new pay load 
opportunities— Heil aluminum tanks offer 


you all these advantages. But they offer even 


; : more—an assurance that every detail of de- 
Exclusive Triple -Dished Heads 


sign and construction is the result of 26 years 
The same precision, die-formed, triple-dished of unmatched aluminum tank experience and 


head design that provides uniform head size development leadership. 








— TuEHEILco, — _~ 


Department 3736, 3037 West Montana Street, Milwaukee 1, Wisconsin 
Factories: Milwaukee, Wisconsin; Hillside, New Jersey; Lancaster, Pennsylvania 


Reinforced Plastic Tanks for Liquid Transport 
Fuel Oil Truck Tanks 


Trailerized Petroleum and Chemical Transports 
Stainless Steel Tanks for Milk and Liquid Foods 
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Bright, clean stations like this 


get extra drive-in appeal with 


Oo 


Good appearance is good business. An independent 
survey proves that it’s the bright, clean station 
that stops the motorist . . . wins the sale. More 
than 187,000 stations across the country compete 
for travelers’ attention, and forward-looking sta- 
tion owners find that a finish of Du Pont DULUX 
Enamel gives pumps and buildings the long-last- 
ing eye appeal that attracts customers. 


DULUX Enamel is chemically formulated to 
resist gas, oil and grease spillage—stands up 
against rough weather and hard knocks. And 
sparkling, eye-catching DULUX colors stay fresh 
and bright . . . gleam anew after every wipe-down. New Du Pont Masonry Block Paint Primer 
Why not let DULUX work for you? Make sure 
your stations get the extra drive-in appeal, the 








For a sales- winning finish on service stations made of rough- 
textured materials like concrete block, cement block and cinder 


extra protection of a Du Pont DULUX Finish. block, you can’t beat new Du Pont Masonry Block Paint Primer! 
Tee . It smooths rough surfaces efficiently and economically —gives a a 
Send for free descriptive literature... uniform heavy base coat that actually fills holes and irregularities 
os eee in porous surfaces. Top coats go on fast and easy, look smoother, 
E. |. du Pont de Nemours & Co. (Inc.)... Finishes Division, give your stations the long-lasting eye appeal that pulls cus- 
Room 7010, Dept. NP-63 ... Wilmington, Delaware tomers in, 


Petroleum Industry Finishes 








Du Pont has the right finish for every petroleum-industry need 





Ste us eat orf 


BETTER THINGS FOR BETTER LIVING. . . THROUGH CHEMISTRY 
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64,000,000 Gallons of Aviation Fuel Consumed Per Year 


FROM BULK PLANT TO TANK TRUCKS TO PLANES...AN ENORMOUS FUEL HANDLING JOB 


Currently it takes a daily average of 175,000 gallons of 
fuel to “gas-up” the ever increasing number of domestic 
and foreign airliners departing from New York Interna- 
tional Airport. The Port of New York Authority operates 
the airport and Allied New York Services, Inc. operates 
(for the Port Authority) the large tank farm and tank 
truck fleet necessary to keep this tremendous refueling 
job operating smoothly around the clock, day-in and 
day-out without interruptions or delays. 


Self-Priming Centrifugals Do The Job 

Seven years ago the bulk plant was constructed with eight 
30,000 gallon underground tanks and loading stations. 
Specifications for the pumping equipment as written by 
The Port Authority were based on vapor handling ability, 
high capacity, and low maintenance. Self-priming centrif- 
ugals were the only pumps which could fill these desir- 
able specifications, and Marlow pumps were selected 
because they were already proven out on similar jobs. 





These original eight Marlow self-primers are pumping fuel from 
underground tanks to the first eight loading racks. 


76 


The first additions to the original installation, these two Marlows 
have been on the job for over 7 years with little maintenance. 
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These six Marlows were added during the 
second phase of expansion as the plant size 
increased to 16 loading racks. 


A Big Pumping Job 

As the airport traffic swelled, the bulk 
plant expanded. First, six 500,000 
gallon tanks and two 250,000 gallon 
tanks were constructed above ground. 
Later twelve 30,000 gallon tanks were 
installed under ground. In 1955 
another four 220,000 gallon tanks 
were added above ground so that the 
bulk plant now holds 4,880,00v gal- 
lons and has twenty loading stations. 
For each expansion Marlow pumps 
were used. 

These twenty Marlow bulk plant 
pumps handle 90, 100, 108, and 115 
octane aviation gasoline along with 
J. P. 4 and 640 Kerosene jet fuels. 
They load an average of 90 tank trucks 
each day. Pumping high capacities, 
they top off 4,200 gallon refuelers in 
less than 20 minutes. For tank strip- 
ping, three small Marlow self-primers 
are used. 


High Speed Plane Fueling 
Naturally, the same desirable pump 
features of vapor handling, high 
capacity, and low maintenance were 
needed for the New York International 
Airport tank truck fleet. In the begin- 
ning the Port Authority used Marlow 
engine-driven self-priming centrifugal 
pumps. Later the specifications were 
switched to gear-driven self-priming 
centrifugal pumps operating from the 
tanker’s power-take-off. 

Today, the entire tank truck fleet 
is equipped with gear-driven self- 
priming centrifugal pumps. All told, 
approximately 35 trucks are equipped 
with Marlow pumps and the last 25 
trucks purchased have been equipped 
with Marlow pumps. 


aareemeneneammee . = 





The latest expansion of the airport bulk 
plant includes four 4-inch Marlow Self- 
Priming Centrifugal Pumps. 





Here are three of the last twenty-five addi- 
tions to the Allied New York Services, Inc. 
tank truck fleet. All twenty-five are equipped 
with Marlow gear-driven self-priming centrif- 
ugal pumps. 
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This is one of the three small Marlow pumps 


used at New York International Airport on 
tank stripping service. 





This Marlow gear-driven self-primer pumps 
up to 400 GPM. Standard construction in- 
cludes multiple discharge ports which allow 
simple piping of pressure relief bypass in 
addition to the main discharge pipe. 





Seven Years 
of Trouble-Free, 
Low Maintenance Service 


During their entire seven years of 
operation at New York Interna- 
tional Airport, the eight original 
Marlow pumps have required only 
minimum maintenance as have the 
fifteen additional Marlow bulk 
plant pumps. At least one Marlow 
gear-driven self-priming centrifugal 
pump has been in operation for 
over five years. The other thirty- 
five give every indication of follow- 
ing the same satisfactory pattern. 
All of these pumps were obtained 
through Louis M. Barish Co., Inc., 
one of Marlow’s distributors in the 
New York area. 


* * a 


These ‘same trouble-free pumps are 
available to modernize your bulk 
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plant as well as reduce your mainte- 
nance problems. For further infor- 
mation, write for Bulletin PM-06. 
For immediate technical help, ask 
for the name of your Marlow dealer 
or look in your local classified 
directory. 














MARLOW PUMPS 


Division of Bell & Gossett Company 
RIDGEWOOD, NEW JERSEY 


Morton Grove, Illinois Longview, Texas 








In Canada: 
PUMPS & SOFTENERS LTD., LONDON, ONT. 
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You need never miss a tire sale! Dunlop’s multiple 
warehouse system enables you to keep your in- 
ventory investment at a minimum, yet have any 
Dunlop tire quickly available... the tire you need, 
when you need it! And the Dunlop line covers 
every service station need. Passenger car tires at 
varied price levels in nylon or rayon, tubeless or 
tubed, cushion or conventional, white sidewall 
or black. A complete line of highway and special 
purpose truck tires, a full line of farm service 
tires, the world’s finest tires for imported cars, 
and a complete line of dry-charged batteries for 
automotive, truck and farm vehicles. 


The Dunlop Dealer Franchise 
offers these advantages, too. 


A powerful national advertising 
program plus complete dealer-level 
promotional programs to pave the 
way for greater sales, higher profits. 


DUNLOP 


NO NEED FOR THIS KEY ON YOUR 
CASH REGISTER WHEN YOU OFFER 


DUNLOP 
TIRES 


A continuing guarantee of Dunlop Quality 
backed by America’s most modern tire manufac- 
turing facilities and the industry’s most advanced 
quality control system. 

A local-level retail sales assistance program 
by Dunlop tire merchandisers who know your 
area and counsel with you, help you plan and 
promote greater Dunlop tire sales and profits. 


DUNLOP TIRE AND RUBBER CORPORATION 
Factory and Executive Offices: Buffalo 5, N. Y. 


DUNLOP = FOUNDERS OF THE PNEUMATIC TIRE INDUSTRY 


—-The Line Designed to Produce 
Profits at the Service Station Level 


NATIONAL PETROLEUM NEWS * March, 1956 









Here’s new NOZZLE DAZZLE for gasoline merchandising’ 





New 0-ring 
packing 
on stem 











Ideal combination for top service a a 





Engineered with new sim- Virtually eliminates blow 
plicity to provide perfect seal back caused by using large 
and minimum maintenance. tube in small fill pipe. 













Keen competition calls for a close watch on retail merchan- 
dising techniques. A leaking nozzle valve, or gasoline spillage 









The use of the improved 820 AND strains customer relations and subtracts from the profits. 
the improved No. 4101 Multi-swivel The new 820 is designed to make Buckeye Safety-Fill serv- 
adds convenience to customer and op- ice better than ever! Coupon brings full details quickly. 
erator alike. Makes awkward filling Your Buckeye distributor can modify nozzles now in serv- 
positions amazingly easy. Adds to hose ice to incorporate new features. 






life, too. 


Buckeye 


Quality Valves and Fittings for the 
Oil and Aviation industries 






eae ee ee ee ae 


BUCKEYE IRON & BRASS WORKS ¢ DEPARTMENT N 
Box 883, Dayton, Ohio 
Please send information on 

_____No. 820 Safety-Fill Nozzle 

_____No. 4101 Multi-Swivel 


















Note: Both items shown are listed under Name 
Re-examination Service of Underwriters’ ameiarace Se a hs 4 
Laboratories, Inc. 

fo a D ee 

City State 
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EVER READ 
A GUARANTEE 
TO BEAT THIS? 


y 


GORMAN-RUPP 
PUMP. Gua wunle 


Our distributors are authorized to put a Gorman- 
Rupp Petroleum Products Pump on any petroleum 
installation, any time, anywhere alongside any other 
make pump, same type and size. 

If it isn’t the best all-around pump, our distributor 
will accept the return of the Gorman-Rupp Pump. 
It is guaranteed to be simpler in design and to pump 
more petroleum product, more hours, more effi- 
ciently than any other pump. 


THE GORMAN-RUPP COMPANY 
Mansfield, Ohio 


“O” SERIES CENTRIFUGAL PUMPS THAT PRIME! 


@ Straight-in Suction 

@ Safer—No Check Valve 
Available in models and sizes for all petro- 
leum handling applications. Motor or 


engine driven. Flexible coupling or belt 
drive. Power take-off drive. 


THE GORMAN-RUPP COMPANY 
305 BOWMAN STREET * MANSFIELD, OHIO 
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PERFECTED supply - delivery 
formula means money in the 
bank to Quaker State Refining Corp. 
The company saves thousands every 
year, because of a shrewdly organized 
packaging operation that serves cus- 
tomers all over North America and 
overseas from eight small filling 
plants. 

And what’s more, 
doesn’t use warehouses. 

Here’s the formula that permits 
Quaker State to meet demand effi- 
ciently, while cutting the added ex- 
penses of warehousing. /t involves: 

e Extra-close control of supply, 
coupled with a tight, carefully-planned 
delivery schedule. 

e Flexible filling equipment, and 
sufficient reserve capacity for peak- 
load situations. 

e Exclusive use of new drums, do- 
ing away with costly systems for stor- 


the company 
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FAST HANDLING at Farmers Valley refinery: empty drums are unloaded from train 
and put on conveyor. Exclusive use of new drums eliminates need for warehouses 


How Quaker State's Eight Filling Plants 


ing reconditioned drums. 

Quaker State has some fairly un- 
usual operating conditions in its favor. 
Its business is primarily in lubes and 
greases—its gasoline marketing is con- 
fined to the area surrounding its re- 
fineries. This specialized type of 
operation permits the company to con- 
centrate its supply centers in a few 
plants, without narrowing its field of 
distribution. 

By eliminating warehousing, and by 
co-ordinating all operations from re- 
finery to field, Quaker State is able to 
supply its 100,000 dealers from eight 
regional filling plants that are rela- 
tively small. The company sells to 
dealers in every county in the U.S., 
plus more in Canada and abroad. 

Three filling plants are connected 
with company refineries at Farmers 
Valley and Emlenton, Pa., and St. 
Mary’s, W. Va. Other plants are lo- 





DRUMS ARE STAMPED to indicate grade 
of oil, continue on to filling room 


cated in Los Angeles, Portland, Ore., 
Toronto and Winnipeg, Canada. A 
plant in Buffalo, N.Y., handles all sup- 
ply of greases. 


Operational Methods 


The company’s field supervisor 
helps distributors (1,000 in the U.S. 
and Canada) set up efficient and 
realistic inventory control. This means 
packaging plants can keep filled in- 
ventories low with little or no floor 
stock. 

Container sources are chosen for 
nearness to filling plants and good de- 
livery service. 

Boxcar requirements are fairly 
steady. Extra shipments are handled 
by truck. Tankcar shipments to non- 
refinery canning plants are worked out 
on the basis of plant volume and due 
dates on deliveries. 

Shipments from the Buffalo, N.Y., 
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FILLING RACK handles eight grades of motor oil marketed by Quaker State. When 
filling process is completed, conveyor carries drums to outside loading platform 


Carry the Load—Without Warehouses 


plant—which packs all the company’s 
greases—arrive weekly, primarily by 
truck. Orders are placed on the basis 
of demand, by grade and package size. 


Why New Drums? 


Use of new drums is an important 
factor in cutting out warehouses. New 
containers can be ordered from manu- 
facturers on a need basis, but drums 
returned from reconditioning plants 
would have to be stored. The charges 
and freighting for reconditioned drums 
would also require more bookkeeping, 
raising overhead further. 

New drums cost more. But recon- 
ditioners pay top prices for containers 
that are only one trip old. And Quaker 
State saves the costs of shipping drums 
to the reconditioner, and of the recon- 
ditioning itself. 

One advantage of new drums, which 
can’t be directly translated into money 
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terms, is their merchandising impact. 
“We feel every container used by 
Quaker State must be good enough to 
be used as a display at the point of 
sale or point of use,” says L. R. 
Forker, vice president and secretary of 
the company. 


Plant Procedure 

Drums are received from nearby 
container plants by truck, and cans 
come from longer distances by rail. 
Instead of being unloaded to a storage 
area, they go directly to filling equip- 
ment. Then they are promptly sent off 
to distributors, in waiting freight cars 
—often the same ones that brought 
the empty cans. 

Order sheets go to foremen of can 
and drum-filling operations. The fore- 
men are _ responsible for routing 
marked and coded cans or drums to 
the proper filling points. 








iss BULK PLANTS AND TERMINALS 





NO TIME IS LOST returning drums to 
train for shipment to distributors 


As many as 12 freight cars are 
loaded at once on the shipping plat- 
form, most with mixed can-drum ship- 
ments. Conveyors carry filled cans to 
the platform, sealed in cartons. 

Some unused drums from each ship- 
ment are stockpiled, because it isn’t 
practical to hold trucks at the loading 
platform. But this doesn’t involve a 
separate crew or separate facilities. 

Quaker State never has used ware- 
housing, because it has always had a 
specialized operation. It switched to 
exclusive use of new drums in 1928, 
for the display advantage and to get 
rid of the shipping and stockpiling 
problems created by reconditioning 
containers. The only times that 
Quaker State has deserted its new- 
drum policy since then came during 
World War II and the Korean War, 
when the company operated two re- 
conditioning plants of its own. & 
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The J&L line includes all types of 
Closures and Finishes. Bright, colorful 
decorations may be reproduced to 
your specifications. Heavy-duty ICC 
Drums. Light-gauge Drums. 55, 30 
and 15 gal. capacity and 100-lb. 
Grease Drums. Lightweight Drums for 
Chemical and Powdered Materials. 


1-10 gal. capacity Steel Pails for } 


Foods, Chemicals, Oils. 


FOR TOUGHNESS 


. .. when the going is tough 
J&L STEEL CONTAINERS 
CAN TAKE IT 


J&L Steel Drums and Pails meet the most rigid tests 
for durability because: 


J&L Drums and Pails are made from 
high quality J&L Steel Sheet. 


J&L Drums and Pails are made with 
care and accuracy in every detail. 


You can obtain J&L Steel Drums and Pails through 
plants located in leading industrial centers. You'll 
find J&L service fast and efficient. Call the J&L office 
serving your community. 


Sones ¢ Laughlin 


STEEL CORPORATION — Pittsburgh 
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NEW SUBSCRIPTION ORDER 


Please enter my subscription to NATIONAL PETROLEUM NEWS 
for ONE YEAR at $5. 


(-] Check here if you prefer THREE YEARS at $10. 
(] Payment enclosed [] Bill me 


later 
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["] Check here if you prefer THREE YEARS at $10. 
[-] Payment enclosed [ ] Bill me later 


Position 
Address: poet 
ee actacsiinipccitisenebicate Pern ree 


hai acs laaieiadnln lie mmaientenncenadnicinliciaieaneiiad | ~ 


Nature of Business 








FIRST CLASS 
PERMIT No, 64 
NEW YORK, N. Y. 


BUSINESS REPLY CARD 
| No Postage Stamp Necessary If Mailed In The United States 


4¢ POSTAGE WILL BE PAID BY — 


McGRAW-HILL PUBLISHING CO., Inc. 


NATIONAL PETROLEUM NEWS 


330 WEST 42nd STREET 
NEW YORK 36, N. Y. 


eR re 
CELE 
eer oe 
TAK aR 
SEVERE 
Cpa 
Saree 
ba ee 
ee 
OE te 
Lo St 
Seererccr 
mao 
Ro oe 
mae 
RI I PD 
Wein HARES 


FIRST CLASS 
PERMIT No, 64 
NEW YORK, N, Y. 


BUSINESS REPLY CARD 


No Postage Stamp Necessary If Mailed In The United States 


4¢ POSTAGE WILL BE PAID BY — 


McGRAW-HILL PUBLISHING CO.., Inc. 


NATIONAL PETROLEUM NEWS 
330 WEST 42nd STREET 


™ -~ 





B ul let 1 See 
These facts about hose 


couplings can lead to improve- 
ment in your service and profit 


The quality of hose today makes 
re-attachable couplings an im- 
practical investment. By the time 
hose needs replacing, you find 
couplings usually damaged, too. 


The hidden expenses incurred in 
re-conditioning couplings — time, 
paper work, packing, shipping — 
make re-attachable couplings 
more costly to use than perma- 
nently attached couplings. 


Machine attachment by skilled 
men assures perfect fit with no 
damage to hose, when you specify 
permanently attached couplings. 


Machine attachment is fast, eco- 
nomical, leak-proof, providing 
full-flow diameter inside coupling. 
Flexing won’t weaken the grip of 
a permanently attached coupling. 


1S the name in permanently attached hose couplings. 
( ‘Oo \ ] 1 Write for Bulletin No. 570-H for complete specifications on 
gasoline pump hose couplings. 


Scovill Manufacturing Co., Merchandise Division, 81 Mill St., Waterbury 20, Conn. 
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Sell batteries that are protected 
against vibration damage! _ 




















t 
i / 
BY $ 





The automotive battery takes a lot 


of vibration and jarring, causing 
the plates to damage the ordinary 
battery separator—resulting in 
shorts and battery failure. But 
this doesn’t happen when the 
separators are U.S. Peerless. These 
rugged separators stand up under 
vibration, give longer service than 
any other separator. They are 
known as battery savers. 

U. S. Peerless has other big ad- 
vantages: it cannot be harmed by 
battery acid, heat or plate pres- 


Electrical Wire & Cable Dept. 


sures—will not get mushy or soft 
in service. High mechanical 
strength prevents cutting by 
warped plates or loose plate mate- 
rial. Peerless even outlasts the 
plates. It assures more economical 
operating costs. In cold weather, 
it gives 20% faster cranking speed, 
10% more power. Protect your 
battery business and the good will 
of your trade by making sure the 
batteries you stock and sell have 
Peerless Rubber Separators. 
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EVERY SERVICE STATION 
SHOULD HAVE A 
SELECTIVE VENDER 


an IDEAL 


Selective Vendor 
IS best for 


Service Station Use 


Biggest Lin 
e of 
h —" from which 


ne It attracts 25 to 40 percent more traffic © Dependaby 
° under ever @... tested 
than a single flavor vendor. conditic, "Y ©RCeivable 


e e Selectiy e 

2, Five flavors are needed to satisfy 85 | sales weleieas for big plus 
ercent of motorists. | @ Trouble. 

p | low ie haatee**: 


83 It substantially boosts total dollar | @ Consol 


© Desj , 
e obstruct * gn won t 
volume and unit sales station windows 


© Biggest Sale 
| ganization and Service 


G\ It gets motorists out of their cars... assist YOY” industry to 
makes it easier to sell them TBA 


Simple, 
e Cost 


Ideal Model 300-8 
8 Flavor Vender 


ideal Mode! 85-B Ideal Model 55-B 
6 Flavor Vender 5 Flavor Vender Ideal Model 400-B 
3 Flavor Vender 


Wire, phone, or write for complete information about 
IDEAL'S “‘Profit-Making” Vending Programs. 





DISPENSER CO. sik’ 


= 
o 








- G 
Dept. 1503, Bloomington, Minois 77, * 


Factories in Bloomington, Illinois; Columbus, Ohio 
In Canada: ideal Venders Company of Canada, Ltd., Montreal, Quebec 


IDEAL the BIG NAME in cold bottle vending 
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REFINER’S GUIDE—for using Du Pont Metal Deactivator 


| BENEFITS 


+ - - ——__—___—— 


APPLICATIONS 





Protects your high octane gasoline by preventing copper-caused 
gum, often a source of customer dissatisfaction. DuPont Metal De- 
activator may also provide important savings when used with other 
Du Pont additives. 


Motor Gasoline 


DMD is useful as a color stabilizer in some copper-sweetened stocks. 
It has also been reported effective in reducing carbon and coke for- 
mation in pot burners by as much as 50%. 


Kerosines 





DMD has been approved by military specification (MIL-F-5624C) 
for use in jet fuels to inhibit deterioration, thereby decreasing fuel 
system plugging and residue formation. 


—f—— 


Jet Fuels 


DMD helps prevent color deterioration, improves storage stability, 
inhibits formation of gelatinous sludge due to copper pickup. 


Diesel Oils, 
Home Heating Oils 








The advantages vary according to service. 








Displays benefits in greases for bearings which may have copper 
content. It is frequently used in conjunction with a DuPont anti- 
oxidant. 


Greases 





DMD counteracts the catalytic effect of metals on gasolines during 
long storage periods, and this is especially important for stabilizing 
*‘driveaway"’ gasolines, 


Special Applications 





if you use, or have need for, metal deactivator, 
why not make use of Du Pont Technical Services? 


Are you benefiting from the advan- 
tages of using metal deactivator in all 
possible applications? 

Are you getting the most product 
improvement from the metal deacti- 
vator you are now using? 

Can you get improved benefits at 
lower cost with combinations of Du 
Pont Metal Deactivator plus other 
special-purpose additives? 

No one can give you snap answers 
to these and other important questions 
regarding the prevention of metal 
catalyzed gum formation. But you can 
get accurate information easily from 
the DuPont regional laboratories. 
There are five in all and one is con- 
veniently near you. 

The service representatives at these 


Sales Offices 


CHICAGO, ILI 
HOUSTON, TEXAS—705 £ 
LOS ANGELES, CAL 61 
NEW YORK h 12 
PHILADELPHIA, PA Pe C 

IN CANADA: Du Pont Compan 
OTHER COUNTRIES 


DuPont laboratories will be glad to 
work with your staff on your own par- 
ticular products and problems. Be- 
cause combinations of DMD with 
other Du Pont additives so often bring 
greatly increased benefits, DuPont 
technical people are especially well- 
equipped to help you. They may, for 
example, be able to show you how a 
combination of different additives can 
cut the total additive content you need 
... possibly give added effectiveness, 
at less cost. 

To explore these interesting possi- 


bilities, contact your DuPont Petro- 
leum Chemicals Division representa- 
tive. He’ll be glad to work out a pro- 
gram of technical assistance to fit your 
individual needs. Just call him at one. 
of the sales offices listed below. 


AEG. ys, Pat. OFF 


Better Things for Better Living 
+ «+ through Chemistry 


Petroleum Chemicals 


RGH. PA Room 510, Alcoa Bidg. 


E. 1. DUPONT DE NEMOURS & COMPANY (INC.) @ Petroleum Chemicals Division © Wilmington 98, Delaware 


Phone ATlantic 1-2933 


ICISCO, CAL.—Room 626, 111 Sutter St., Phone EXbrook 2-6230 


‘ASH Room 215, 4003 Aurora Ave. 
P.O. Box 730 


Phone MElrose 6977 
Phone LUther 5-5578 


on—80 Richmond Street West-——Toronto 1, Ontario 
ig., 7496—Wilmington 98, Delaware 
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TURN THE 
DIAL and see 
brands as 
they might 
look on the 
most spectac- j 
ular bill- 
board-type 
brand panel 
ever to appear 
on any pump. 
Here is pow- 
erful, point- 
of-purchase 
display. 











SALES-MAKER 


Take a good look at the pump which is destined to make gasoline marketing 
history. It’s the world’s most handsome, most modern, most easy-to-service, 
most rigidly built gasoline pump. It’s all new from top to bottom — 
designed to meet today’s and tomorrow’s highest standards of appearance and 
service. Picture SALES-MAKERS out front in your stations...and you 
can well see why the new Gilbarco SALES-MAKER is going 
to help set new high gallonage records. 













Turn the wheel and See the many, many advantages of the new 


GILBARCO [Oy-Ca aCe dali 


Write us at West Springfield, Mass. for color-illustrated booklet. 





GILBERT & BARKER MANUFACTURING COMPANY 


West Springfield, Mass. Toronto, Canada 

















PUROLATOR MICRONIC® FILTERS used by New Jersey Oil Distributor 
Joseph D. Forte are pedestal type with flow rate of 300 gpm. 


“| know my fuel’s clean 


“Despite rust which may develop in storage 
tanks or pipes, my fuel is always clean when 
it should be —on delivery,” reports Joseph D. 
Forte, Atco, N. J. Oil Distributor. ““That’s 
because I filter it through Purolator Micronic™ 
filters instead of just passing it through a screen. 
My Micronic filters intercept and remove the 
contaminating particles — even those that are 
too small to be seen by the naked eye. I know 
it’s clean — and so do my customers.” 

Home fuel...diesel fuel...any fuel can be 
contaminated in storage. And the best methods 
of freeing it of abrasive contaminants are offered 
by Purolator’s complete line of bulk filtration 
equipment, with flow rates ranging from 15 to 
1500 gpm. 

A recent addition to this line is Purolator’s 


on delivery” 


curb pump filter. It has a high flow rate of 25 
gpm for diesel fuel and almost no pressure drop. 
Its development helps make certain that what- 
ever fuel you filter...and whether you filter it 
at the curb or at a terminal... you can get pre- 
cisely the right filter from Purolator. ' 

For full details, write Purolator Products, © 
Inc., 970 New Brunswick Ave., Rahway, N. J., 
Dept. B4-31. 


PUROLATOR PRODUCTS, INC., Rahway, New Jersey, and Toronto, Ontario, Canada 
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3 good reasons to 





MORE “GO” POWER FOR 
MORE “SELL’’ POWER 
Globe creative engineering 
assures quality construction 
and unsurpassed design. 
Globe-built batteries continu- 
ally set new high performance 
records in the automotive 
field . . . are top choice for 
emergency vehicles, farm ma- 
chinery and construction 


Go Globe 


2. 3. 


MORE TYPES FOR BETTER 
MARKET COVERAGE 
Whatever your battery re- 
quirements, Globe basic sizes 
and types offer you a wide 
choice to meet every applica- 
tion. In addition, special mod- 
els are made to meet special 
needs, You never have to pass 
up sales when you “go with 
Globe’’. 





STRATEGIC LOCATIONS... 
NEAR YOUR MARKETS 
16 Globe battery plants help 
you enjoy low freight costs 

and quick service. ¢ 









equipment where fast, sure 
starts mean lives or dollars. 








OREGON City, 
OREGON 












SAN JOSE, 
CALIFORNIA 


LOS ANGELES, 
CALIFORNIA 








PHILADELPHIA, 
PENNSYLVANIA 







EMPORIA, 
KANSAS 





ATLANTA, 
GEORGIA 





HOUSTON, 
DALLAS, TEXAS 
TEXAS 







MEMPHIS, REIDSVILLE, 
TENNESSEE N. CAROLINA 













The Chromo-Plastic battery, 
typical result of Globe creat 
Features attractive electric blue plastic case 
a unitized one-piece cover-case construction 
* - + One-piece cover weld-sealed to case 

triple-sealed tongue and groove joint a 


larger electro] 
: yte area... , 
rid construction, ae geen 


shown here, is a 
lve engineering. 
















GLoBE-UNION Inc. 


MILWAUKEE 1, WISCONSIN 


h 
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New Directions in TBA Distribution 


HERE'S A BIG SHIFT going on in 

TBA supply operations. It’s 
marked by the oil companies’ growing 
use of three additional distribution 
channels in getting TBA to the service 
station. The channels are: 

e Combination dealer-distributors. 

e Tire dealers with TBA trucks on 
the road. 

e Specialized TBA distributors. 

The first group looks best to many 
oil men. A small warehouse stock 
located in a service station rates high 
in accessibility. You could hardly get 
any closer to other nearby dealers. 

Oil companies could use more of 
the combination dealer-distributors. As 
one official describes it, “the trick is 
to find the right outlet where we need 
the extra distribution. The dealer 
should have strong credit, be an above- 
average manager, and have some space 
available.” There aren’t many like 
that, but this year the search becomes 
more intense. Two more majors— 
Pure Oil Co. and Sun Oil Co.—will 
enter the field for the first time. 

This year, also, more tire dealers 
will go in for oil TBA. This is an 
outgrowth of rubber company com- 
mission contracts with oil marketers. 
Under these contracts the rubber firms 
undertook to make a full line of TBA 
merchandise available to many small 
service stations. When their branch 
warehouses and company stores didn’t 
quite fill the bill, they went to their 
large tire dealers. 

The scheme worked. Both the oil 
companies and the tire companies find 
that tire dealers form a useful link 
in the TBA chain. The tire companies 
are looking around for more such TBA 
outposts. 

The third group, specialized TBA 
distributors, are doing better all the 
time—although only two oil companies 
have developed them to any extent. 
Gulf Oil Co. and Richfield Oil Co. 
of California have franchised a number 
of these specialists for the sole purpose 
of giving dealers better TBA service. 

The specialists don’t supplant con- 
ventional oil jobbers, because they 
don’t operate in the same areas. They 
are authorized to handle the TBA 
line of the sponsoring oil company, 
but they are not limited to that line. 


Who’s Doing It 

A survey of 19 major oil companies 
made by NPN shows that 13 of them 
use at least one and sometimes two 
supplementary forms of TBA dis- 


tribution. No exact figures are avail- 
able, but it is probable that there are 
between 750 and 1,000 such outlets 
now operating. 

The dealer-distributor combinations 
seem to be the most numerous. 
Socony-Mobil calls them “key dealers” 
and has close to 400 of them. Cities 
Service, Sinclair, Texaco and Esso 
Standard probably have less than 100 
each. Sinclair calls them “TBA sup- 
plier dealers,” while Esso prefers the 
term “re-delivery dealers.” 

Both Sinclair and Esso think it wise 
to emphasize the distinction between 
this special class of dealers and con- 
ventional wholesalers. They don’t 
want any dealer to think that a fellow 
dealer is getting preferential wholesale 
discounts. Esso goes so far as to sell 
its re-delivery dealers at regular dealer 
prices. Then when the re-delivery 
dealer makes a resale to another dealer 
he can collect a small extra discount 
upon submission of his resale invoices. 
It amounts to a sort of handling 
charge. 

Esso does not expect its re-delivery 
dealers to go out and actively solicit 
TBA business from other dealers. It’s 
enough if the re-delivery dealer keeps 
an emergency stock on hand for other 
dealers to draw on in case of need. 

There are probably 300-400 tire 
dealers now on the oil TBA team. 
Nearly all were launched by three tire 
companies: B. F. Goodrich, Good- 
year, and U. S. Rubber. These tire 
dealers are not passive warehousemen. 
They all have one or more TBA 
trucks out making regular calls on 
service stations. Many Shell, Sinclair, 
Ohio Oil, Texaco, Union Oil, Atlantic 
and Conoco dealers get their TBA 
supplies through this channel. 

More unusual than the other two 
groups are the special TBA distribu- 
tors of Gulf and Richfield of Califor- 
nia. Richfield established 26 of these 
distributors to serve all of its dealers 
in its West Coast area. They stock 
and sell a wide list of items—parts, 
small tools, supplies, and so on—in 
addition to the typical TBA line. Col- 
lectively they constitute a smooth- 
working, aggressive organization. 

The nucleus of Gulf’s 60 or so TBA 
distributors is the group of about 26 
in the New York division. That’s where 
the idea started, and in that area the 
distributors handle better than three 
fourths of the division TBA volume. 
They’ve done so well that Gulf is grad- 
ually expanding the system. 
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A few months ago Standard of Ohio 
began a test of the Gulf-Richfield plan 
with a single TBA distributor. Now 
the company is ready to launch an- 
other one just like it. General Petro- 
leum has some similar tests going. 

One unique organization ought to 
be included in this group: the Service 
Station Supply Div. of Wilco Corp. of 
Los Angeles. It’s a big TBA distribu- 
tor, complete with traveling salesmen, 
branch warehouses and a catalog of 
its own. Service Station Supply sells 
everything but tires. It was formed 
originally to take over accessory dis- 
tribution to Union Oil’s dealers. That’s 
still the main part of the business. 

Two oil companies, Sun and Pure, 
will go outside conventional TBA 
channels this year for the first time. 
They have been supplying their dealers 
through their own warehouses and 
through oil jobbers. Now they are 
going to add some dealer-distributor 
combinations. 


What's Causing It 


That’s the round-up as it stands 
today. What’s back of this trend is 
the oil man’s certainty of an inventory 
problem that’s going to get worse in- 
stead of better. They admit dealers 
never did carry a full stock of all tire 
sizes in the second line, 100-level and 
premium price grades, plus an assort- 
ment of mud-snow treads and a choice 
of black or white side walls. Now they 
are expected to take on a large new 
line of tubeless tires. 

TBA people are just beginning to 
feel the full impact of the batch of 
new battery layouts needed for recent- 
model cars. This year, to have a re- 
placement for every car, a dealer needs 
four times as many batteries as he did 
a few years ago. 

That’s why oil companies are mov- 
ing now to meet the situation. It’s 
their problem, more than it is the 
dealer’s. If the dealer doesn’t want to 
carry a complete TBA inventory there 
are plenty of local peddlers, wagon- 
jobbers and supply houses eager to fill 
the gaps for him on short notice. & 


For the story of a 
dealer - distributor 
in action, 


turn the page 
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Lightning service and convenient locations make 


dealer-distributors like Bill Klepper (left) 


a big new factor in today’s TBA supply picture 














F ROM SCRATCH to $160,000 in four 
years is the record of the Klepper 
Auto Supply Co., a combination serv- 
ice station and TBA distributorship in 
Glen Rock, N. J. The rapid success of 
Wilbert Klepper and his son upsets a 
theory in some oil circles that dealers 
won't buy from another dealer. 

What’s more, the Kleppers have suc- 
cessfully wedged their TBA distribut- 
ing business into a market where 20 
competitors are knocking on dealers’ 
doors. 

It was slow going when the Klep- 
pers took over a closed Atlantic station 
in Glen Rock a little over four years 
ago. The gasoline end of the business 
had to be built up all over again. It 
was—and still is—uphill work against 
eleven long-established rivals in a town 
of only 8,000. The Klepper station 
does 10-12,000 gal. monthly right now. 

Missionary Calls—For a while it 
looked as if the TBA distribution ven- 
ture might never get off the ground. “It 
took us five months to get up to our 
first $100 worth of TBA _ business,” 
says the older Klepper. Those five 
months were spent in patient, repeated 
visits to dealers. 

It paid off in the end. Today 250 
dealers buy at least some of their 
TBA goods from the Klepper Auto 
Supply Co. Their volumes range from 
$15,000 annually down to about 
$5,000. 

You never line up all of a dealer’s 
business at once, say the Kleppers. You 


id 


start by trying to sell him anything he 
is willing to buy, no matter how small. 
They tell about the dealer who saw 
some white tire paint on the TBA truck 
one day, and bought six cans. After 
that small initial purchase the dealer 
gradually grew into a regular customer. 
“As I recall,” laughs Klepper, Sr., “that 
six cans of white tire paint was more 
than we sold in all of our first year 
in business.” 

Or take the case of the stubborn 
hold-out. “We worked on him a long 
time, but he was always an in-and-out 
customer,” Klepper reports. Then be- 
cause of an outside financial reverse, 
he came to see us about credit exten- 
sion. “I took a chance on him for sev- 
eral thousand dollars for quite a few 
months,” said Klepper. “In time he 
paid it all off. Now he buys around 
$1,800 a month regularly.” 

Fire-Engine Service—Backstopping 
the dealers with rush deliveries is a 
cornerstone of Klepper policy. Dealers 
can’t carry a full TBA inventory, they 
say, because chronic price wars in New 
Jersey keep them short of capital. “So 
they look to us to take care of rush 
calls for anything they don’t have in 
stock,” says Klepper. “We'll deliver 
anything a dealer wants at any time. 
Right now the truck is out making de- 
liveries. Before he comes back he will 
go 242 miles out of his way just to 
drop off one tire. 

“Last Thanksgiving day we were just 
sitting down to our family dinner when 
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a dealer called the house. He needed a 
battery for one of his customers. I went 
out and delivered it.” 

Emergency deliveries, Klepper feels, 
can’t be skimped. “If we don’t want 
to do it, there are plenty of other 
people willing to give dealers that kind 
of service.” 

It takes considerable equipment to 
handle deliveries and other service 
work (the Klepper station is licensed 
to handle American Automobile Assn. 
road service calls, and does so on 24- 
hour basis). The Klepper fleet has now 
grown to five units: a %4-ton pick-up; 
a ¥2-ton panel; a Jeep station wagon; 
a Chevrolet station wagon; and a 114- 
ton International van used by the TBA 
salesman, Kenneth Davidson. 

Special TBA Truck—Putting the 
salesman into a TBA truck last 
summer was an instant success. His 
former round of calls had brought in 
about $100 a day in accessory orders, 
but the addition of the truck boosted 
the daily total to $200. The truck is 
stocked with about $5,600 worth of 
merchandise—including 15 or 20 bat- 
teries, but no tires. 

When the TBA truck program 
started off, a smaller panel job was 
used. It worked so well it was replaced 
with the 1'2-ton van. “The truck has 
done so much for accessory sales, 
we’ve ordered another,” says Klepper. 

Inventory and Sales—It takes a 
stock of around $30,000 worth of TBA 
merchandise to operate the distributing 

















EMERGENCY CALL to the Kiepper station brings sa.esman nenneth 
Davidson in a hurry. Fire-engine deliveries are a company specialty. 





ROLLING STOCKROOM means extra pronts 
makes an average of $200 daily on accessories 





Truck 


But Dealers Can Be Wholesalers, Too 


business. On an annual volume of 
around $160,000, that’s well over five 
inventory turns a year. A rough break- 
down shows that about 40% of vol- 
ume is tires, 40% accessories, and 
20% batteries. The Kleppers move 
3,000 tires and 2,400 batteries a year. 

They carry much more than the con- 
ventional TBA accessory line. They 
stock fuel pumps, generators, ignition 
replacement parts, small tools, and 
some of Goodyear’s “car-home” mer- 
chandise. A line-up of bicycles always 
stands in front of the Klepper station. 

A few years ago the Kleppers put in 
a line of toys for Christmas. They sold 
$9,000 worth; about two-thirds through 
their service station dealers. Because 
of some new competition in town, that 
business has tapered off about 35% 
from its peak. Now two-thirds of the 
present volume is sold at retail at the 
Klepper station. 

Storing $30,000 worth of TBA mer- 
chandise in any service station sounds 
impossible, and for Klepper it is. He 
stores part of his inventory—a sort of 
reserve stock—in a garage at home. 
Fortunately the three new bays built 
on to the Klepper station when it was 
remodeled are deeper than usual, and 
some of the added space has been 
turned into tire and battery storage. A 
single bay that was part of the original 
station is given over entirely to acces- 
sory display and storage. Over a third 
of the accessory inventory is now per- 
manently stored in the TBA truck. 


But storage space is a problem that 
keeps growing. “We try to buy in 
large quantities,’ says Klepper, Sr. 
“For instance, we have a shipment of 
about 600 dry-charge batteries coming 
in soon, and we'll have to find space 
for them somehow. We've tried to rent 
a small store unit, but rentals are way 
out of sight. So we are going to do 
some remodeling of the station interior 
to see if we can’t cram some more 
merchandise in here. 

“Competition forces us to stock 
heavily in advance of any price rise, 
too,” he pointed out. “When spark 
plugs were due for a price increase 
recently, we had to order several thou- 
sand more, although we already had 
about $6,000 worth of plugs on the 
shelves. Same way with Simoniz wax. 
In spite of a good supply on hand, we 
had to get more on order when word 
got through about a sharp jump in 
price coming up. 

“That way,” Klepper explains, “we 
can go out and sell to our dealers at 
the old price for a reasonable time after 
the price change takes effect. We know 
our competitors are going to do that 
very thing, so we have to be ready 
for them. I can assure you we don’t 
expect to make anything extra for 
ourselves out of it. We are just keep- 
ing up with competition.” 

Learning The Ropes—Building a 
business entirely on buying and selling 
merchandise was a new idea for Wil- 
bert Klepper, Sr., when he started the 
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Klepper Auto Supply Co. But he has 
been managing a business of his own 
ever since 1929, when he operated a 
combination repair garage and Esso 
service station. Later he started a parts 
rebuilding shop, and numbered many 
service station operators among his 
customers. 

Wilbert, Jr., was in one form of 
TBA business when he was parts man- 
ager for a nearby Chevrolet branch. It 
was his job to promote parts sales 
through all kinds of retail outlets, ser- 
vice stations included. 

Starting with their own pool of ex- 
perience, the Kleppers were able to 
team up with other specialists both in- 
side and outside the family. The insider 
is Betty Klepper, wife of Wilbert, Jr., 
who keeps the firm’s books. 

Outside help came from Atlantic, 
from Goodyear’s local representative, 
Roy Barron, and from a nearby Good- 
year tire dealer who supplies the Klep- 
per firm with tires. 

From the Goodyear dealer came 
more than mere advice. He was instru- 
mental in getting the two-way business 
started in the first place, with an offer 
of credit backing. It was his offer that 
induced Klepper, Sr. to put his $7,500 
capital into the venture when Atlantic 
first came to him with the suggestion 
that he take over the idle station and 
start a TBA distributorship at the same 
time. Klepper’s success is an indication 
of the growing usefulness of TBA 
dealer-distributors today. 4a 
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PRESOLD 


Millions upon millions of cars 








are equipped with AC Quality Products 





— therefore most drivers are pre-sold 





on AC for replacement 


In the United States, there are more than eight million rolling advertisements for 
AC Quality Products! These are cars with AC original equipment—and they are the 
most effective advertisements any company could have. 

Put yourself in the position of an owner of one of these cars— 

Your car has given good service for many miles. Then, it needs service... a replacement 
part. Don't you want the same kind of part that the manufacturer had selected for original 
equipment ? Of course you do! And, so do your customers, for their cars! 


More than ninety per cent of all cars produced today have some AC products as 
original equipment. That means that nine out of ten of your customers are pre-sold 
on the AC name. 


Need we say more? 


Watch WIDE WIDE WORLD and BIG TOWN on NBC-TV 








AC SPARK PLUG {%> THE ELECTRONICS 


DIVISION OF GENERAL MOTORS 
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MR. SERVICE STATION OPERATOR - 








ALEMITE VISI-DRUM EQUIPMENT 


Powered by famous 


“H” Power Pump 


Only Pump on the Market with 
Sealed-in Power Unit Unconditionally 
Guaranteed for 27 Months! 


Now, with Alemite Visi-Drum equipment, every original drum 
of your branded lubricant is an effective “promotion piece!” 

Five matching Alemite units fit right onto the same colorful 
container in which your lubricant is delivered. Always in plain 
sight, your lube brand keeps selling for you, day in and day 
out, right in your lube department. And because your lubricant 
stays in its original drum, Alemite Visi-Drum equipment as- 
sures refinery-clean lubrication on every job! 

Completely portable Alemite Visi-Drum equipment fits new 
120-pound drums. Contact your Alemite distributor today! 


Here’s New Flexibility, Economy and Dependability 
For Any Lube Department! 

Gear lube dispenser —air-operated. Has volume-type “‘H’’ Power 
Pump (shown at right) for more rapid delivery. Built-in air 
eliminator prevents pumping air. 5-pint meter. (Model 8561) 
Gear lube dispenser —hand-operated. This highly efficient unit 
comes complete with 5-pint meter and hose assembly. Float-type 
shut-off prevents pumping air. (Model 8570) 


Automatic tr ission oil disp . Filtered delivery assures 
only clean, uncontaminated oil reaching transmission. Delivers 
one quart in 10 strokes. 16-quart meter. (Model 8571. Also Model 
7039—to fit drum bung.) 

Portable waste oil drain. Large, easy-to-raise drain bowl is au 
tomatically held by friction lock at desired height. Bowl has 
hinged splash plate. Strainer prevents loss of drain plugs. Height 
extended 70”, down 39%4”. (Model 8580) 

High-pressure chassis lubricator—air-operated. Famous Alemite 


Super “H” Pump handles any type of chassis lubricant. Complete 
with hose assembly and control valve. (Model 8551) 








e Factory-sealed! 
e Pre-lubricated ! 


e No adjustments necessary ! 


To assure complete satisfaction, 
the “H” Power Pump is backed by 
a written “Guaranteed Perform. 
ance” Policy. If for any reason this 
power-head fails to operate as spe- 
cified, Alemite will replace it, free 
of charge, as long as 27 months 
after date of purchase. Only Ale- 
mite supports its famous name and 
reputation with such a guarantee! 


For Complete Information 
Write Alemite, Dept. K-36 


ALEMITE 


> U.S. PAT. OFF 
Products of Stewart Warner 
1826 Diversey Parkway, Chicago 14, Illinois 
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HE SALES COMMISSION (or com- 

mission override) plan of TBA 
marketing is not the real target in the 
current Federal Trade Commission 
complaint against three oil companies 
and three tire companies. 

There’s nothing illegal, dishonest, 
wicked or secret about a sales com- 
mission plan. It’s no more than a vari- 
ation on a common commercial prac- 
tice of selling merchandise to dealers 
on a commission basis, instead of buy- 
ing the goods and then reselling them. 

FTC will try to show that the oil 
companies who use this plan don't 
really sell the rubber companies’ TBA 
lines—that they just issue orders to 
their dealers to handle those lines and 
no others. 

The companies can only do that one 
way: by threat of lease cancellation. 
And you don’t have to have a com- 
mission plan to use cancellation 
threats. Look at the Richfield and 
Standard of California cases on the 
West Coast. Neither company uses 
the commission plan. Yet the key to 
both cases was the alleged use of sta- 
tion leases as instruments of coercion. 

It doesn’t matter that the West 
Coast cases were prosecuted by the 
Department of Justice, while the pres- 
ent complaint is being pressed by the 
Federal Trade Commission. Both have 
to rely on the same set of anti-trust 
laws. 

Why, then, is FTC going after the 
commission plan segment of the in- 
dustry to the exclusion of the buy-and- 
sell group? One guess: the buy-and-sell 
companies are already under attack 
from a different direction. 

It isn’t apparent on the surface, but 
the buy-and-sell companies are in- 
volved in FTC’s tire carload discount 
case, now in the Federal courts on 
appeal. Tire manufacturers are under 
fire in that case, because of the large 
discounts given to “mass marketers.” 
No oil companies are named in that 
proceeding, but oil companies on the 
buy-and-sell plan constitute the largest 
segment of mass marketers in the big 
discount brackets. FTC hopes to chop 
down their long discounts. 

It was pointed out several times in 
the carload discount hearings that 
FTC’s plan for setting maximum tire 
discounts would have no effect on the 
commission-plan oil companies. Those 
oil companies don’t buy any tires. 
They just help sell the rubber com- 
pany’s tires at prices set by the rubber 
company. Could that be part of the 





By FRANK C. STURTEVANT 
TBA Editor 





reason for the present complaint? 

Of course, the two cases have no 
apparent connection. One seeks to 
regulate tire prices. The other is aimed 
at an oil-tire marketing practice. But 
the result in both cases would be to 
cut down the effectiveness of oil mar- 
keters in TBA merchandising. 

If these efforts at anti-trust regula- 
tion seem to confuse the issues, bear 
in mind that the most confusing laws 
we have are the anti-trust laws. When 
FTC began the tire carload discount 
proceeding, the exclusive dealing cases 
against Richfield and Standard of Cali- 
fornia had not been started. Now FTC 
has those decisions to use as prece- 
dents for a direct approach based on 
the alleged use of lease cancellation 
threats. Gives them two irons in the 
fire, so to speak. 

Of course, from a public relations 
standpoint, it is poison to have oil 
companies named as parties to anti- 
trust proceedings. The general public 
is inclined to feel that there is some- 
thing wicked about any industry whose 
members are charged with an anti- 
trust offense. 

That can’t be helped, however. 
Our present anti-trust laws don’t con- 
stitute a clear set of rules to follow. 
The trouble may be that the American 
public doesn’t know what it wants in 
the way of rules. In 50 years, Congress 
has never been able to interpret public 
sentiment into laws that can be under- 
stood by all. In the end we have to go 
through a painful process of confused 
and inconclusive legal proceedings. 

Perhaps in another 50 years this 
country will evolve some clear idea of 
how much restraint the public wants 
to apply to big business. 

For the present, the oil companies 
and the rubber companies who are 
parties to TBA commission contracts 
will have to defend their sales tactics. 
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A report on the Western Division 


TBA Oil Group meeting 





tires—batteries—accessories =) 


When You Look Behind the Legal Fog 










In developing TBA sales through serv- 
ice stations, oil marketers operating 
under commission contracts have been 
no more successful than any others. 
The whole oil industry has gone 
through a period, since the close of 
World War II, in which it has made 
great efforts to build up TBA volume. 
As a result the TBA business has 
mounted to very respectable size. That 
success has been shared by the com- 
panies who have a so-called buy-and- 
sell program, as well as those with a 
sales commission plan. 

The reasons why oil companies 
chose one plan rather than another 
were economic rather than legal. Those 
who went into the commission plan 
did not look with favor on the idea of 
expanding their warehousing and dis- 
tributing facilities to take care of a 
large flow of TBA merchandise. They 
thought they could make more money 
by leaving those functions up to their 
rubber company suppliers. 

They saw a competitive necessity for 
presenting dealers with a sound, well- 
organized, company-sponsored TBA 
program and they saw nothing wrong 
in earning a sales commission as com- 
pensation for their efforts. 

The oil marketers who took a con- 
trary view, and went into buy-and-sell 
programs, did so because they thought 
it was more profitable. They preferred 
to buy their tires and other TBA 
merchandise from manufacturers at 
rock-bottom prices, and perform their 
own warehousing and distributing 
functions. There are legitimate argu- 
ments for both systems, and it is un- 
likely that one can be shown to be 
more illegal than the other. 

There are a number of marketers 
in each camp. Oil marketers using the 
commission plan are Shell, Texas, 
Continental, Ohio Oil, Union, Pan- 
Am Southern, Shamrock, Frontier, 
Champlin, Jenney, Speedway, Calso, 
Fleet-Wing, Ashland, and D-X Sunray. 
In addition there are quite a few small 
local commission deals, generally be- 
tween independent battery manufac- 
turers and oil jobbers. 

All of the other marketers are on 
a buy-and-sell basis. Sinclair and Rich- 
field of California have a special ar- 
rangement under which they buy and 
sell products, but leave the warehous- 
ing and distribution function to be 
performed by Goodyear. 

There are always some behind-the- 
scene complainants in every FTC case. 
They are not named in the proceed- 
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ings, but in the current attack on the 
oil-rubber sales commission contract 
it is understood that some of the 
smaller rubber companies are behind 
the case. They have protested, it is 
said, that the existence of these con- 
tracts forecloses a large segment of 
the service station field to them. 

It is probably true that these ar- 
rangements do make it very difficult 
indeed for other rubber companies to 
break in with their tire line. The situ- 
ation is much the same as in so many 
industries, where the big units present 


almost insurmountable competition, 
a competition that gets tougher all 
the time. 

Because they are in a tough spot, 
the smaller rubber companies should 
not be criticized for seeking legal 
redress, if they feel they are entitled 
to it. If the conditions under which 
they must operate in their line of 
business put them at a disadvantage, 
they surely have the right to be heard. 

However, the obstacles that confront 
the independent tire companies are 
just as great when they seek to establish 
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ONLY PRAIRIE STATES 
offers all these Advantages 


Barge and Tank Car movement of basic commodities 
such as Motor Oils, Alcohols, Glycols, Chemicals 
from producing centers to our Seneca Plant (near 
Chicago), affecting a tremendous saving in freight. 
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of various products, especially Motor Oils, Anti- 
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py ‘Roun Robin” transport delivery service. Direct 


private truck service to your destinations either in 
Straight transport quantities or pooled with other 
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service instead of 10 to 20 day delays by rail. 
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their tires with dealers who are han- 
dling a private brand line. From some 
angles it is even harder. An oil com- 
pany that buys tires outright—either 
its own or a rubber company brand— 
can cut its dealer prices if it so desires. 

But that gets right back to the FTC 
move to eliminate big-volume tire 
discounts. By one means or another 
FTC hopes to temper the TBA climate 
for those who seem to be losing out 
to their bigger competitors. 

Maybe that’s all right, but we ought 
to have more clear-cut laws than those 
two strained interpretations handed 
down in California. Or the venerable 
tire discount case, still unsettled after 
eight years. g 


What's New in TBA... 





Glare-control mirror 


. is the latest item on the resale 
market from Nelmor Corp., Detroit 
and Cleveland. The new outside rear- 
view mirror has a combination of spe- 
cial glass and a protective hood that 
is said to control headlight glare at 
night, while providing clear vision in 
the daytime. 


New second-line tires 


. . for small trucks are added to 
Goodyear’s line. Two types are being 
made. The first is the Mi-Miler Com- 
mercial in one size only, 6.70-15. It 
sells for slightly more than the original 
equipment passenger tires often used 
on lightweight delivery trucks, station 
wagons and house trailers. The second 
is the Tubeless Mi-Miler Rib, a 6-ply 
tire for light trucks made in four sizes: 
6.00-16; 6.50-16; 7.00-15; and 7.00-16. 


Special pipe coating 

. . . developed by AP Parts Corp., 
Toledo, is designed for mufflers and 
tailpipes in storage. Described as a 
“hot melt type” rust preventive, the 








coating is said to keep pipes glossy 
and new-looking even after a year 
on outdoor storage racks. 


Sparton Karbelts 


. . . come into Goodyear’s TBA line. 
The outer halves of the Sparton belts 
are anchored to the car doors, thus 
serving the double purpose of protect- 
ing the passengers and holding the 
doors closed in case of collision. Re- 
tail prices start at $22.95 per set. 


Automotive chemicals 


. are a new product of the Alemite 
division of Stewart-Warner Corp. Two 
items are being marketed: a gasoline 
additive and a radiator compound. 
Alemite “Kleen Treat” is a gun sol- 


vent, upper cylinder lubricant and fuel | 


line antifreeze. Retail price is $1.35 
per can. Alemite “Cooling System 
Conditioner” is claimed to “clean the 
cooling system and hold dirt and rust 
in suspension.” It also is a rust inhibi- 
tor and water pump lubricant. Retail 
price is $1.00 per can. 


Under-dash air conditioner 


. made by Frigikar Corp., 1602 


Cochran, Dallas, Tex., has a new con- 
trol device that provides automatic 
defrosting and at the same time a wide 
selection of temperatures. Retail price | 
of the unit remains at 298.00, plus | 
installation. Company reports 10,000 | 
units were sold last year. 





Radiator sealing compound 


. called “NS Water Loss,” 
being offered for resale. The manu- 


facturer—Fred S. Barton, Holly, 
Mich.—has a fleet of 57 trucks dem- 
onstrating the product all over the 
country. Up to now the compound 
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is now | 


has been sold only to car manufactur- 
ers for use in new automobiles. Basic 
ingredient is “Rhizex”, a finely ground 
tropical root, formed into pellets with 
a water-soluble oil. Retail price is 50¢ 
a box. 


New spark plug plant 


. will be built by Champion Spark 
Plug Co. at Burlington, Iowa. The 
plant, designed for spark plug as- 
sembly, is part of an expansion plan 
that has included an assembly plant 
in Hellertown, Pa., and a ceramic 
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plant in Cambridge, Ohio. The Bur- 
lington plant will be operated by Iowa 
Industries, a wholly owned subsidiary. 


Automotive air cleaners 


. . . Will be a new field for Purolator 
Products, Inc., Rahway, N. J. The 
company has acquired Industrial Wire 
Cloth Products Co., Wayne, Mich.. 
and plans to operate it as a wholly- 
owned subsidiary. Three plants are in- 
volved, at Wayne, Dearborn and 


Petersburg, Mich. 
(Continued on p. 101) 
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FRAME LIFT 


IS DESIGNED TO FIT THE LIFT TO THE CAR...NOT THE CAR TO THE LIFT! 


BENEFIT 
from these 


Y-nidbler 
FEATURES: 


top of floor... 


positive locking, safety latch . . 


© BETTER LUBRICATION .. 
wheel suspensions are completely relaxed assuring free flow 
of lubricants. Wheels are free for tire and brake service. 
FAST, PROFITABLE MAINTENANCE WORK . . 
of greatest under-car accessibility. Compact H-Frame of lift 
parallels car frame. 

«LOW COST INSTALLATION ... 
and simple plumbing to install. Wheel locator mounts on 
no floor depression. 





Choose from 8 great models with safety features such as... 
. and “Magne-Guard” low oil control. 





car is supported by its frame, 


. because 


just one jacking unit 





automatic, 


Write for complete information today! 


» THE JOYCE-CRIDLAND COMPANY 


Designers and Builders of Lifting Equipment Since 1873 


U.S.A.: 2027 E. FIRST STREET, DAYTON 3, OHIO 


CANADA: MIDLAND FOUNDRY & MACHINE CO., LTD., MIDLAND, ONTARIO 
































Exide battery hydrometer 

wins the adjective “automatic” 
from its manufacturer. A glass tube 
in the upper part of the barrel auto- 
matically holds the electrolyte at the 
right level for instant reading of the 
float. It sells to dealers for $1.45. 











RopER./2t-Paoved DEPENDABILITY 


cps OIL ON THE MOVE--- 
KE Spark plug replacement 
is the market Auto-Lite aims 
| at with its new Resistor Power Tip 
plug. Although the new plug is origi- 
nal equipment on all 1956 Plymouth, 
Dodge, DeSoto, Chrysler and Imperial 
V-8’s, Auto-Lite claims it will improve 
the performance of any valve-in-head 
engine. 

The name, Power Tip, comes from 

| something new in plug design: a pro- 
jecting ceramic nose that extends the 
spark gap inward toward the center 
of the combustion chamber. This de- 
sign, it is claimed, permits the plug 
to heat up faster at low speeds, when 
there is the greatest tendency for 
build-up of combustion deposits. As a 
result, says Auto-Lite, the new plug 
burns away deposits more effectively 
than conventional plugs do. 

On the other hand, the extended 
tip is in the path of the fuel intake 
so that it doesn’t overheat and cause 
pre-ignition at high engine speeds. It 





SERIES 3600 PUMP 
PRESSURES TO 90 P.S.). 
SIZES 40-300 G.P.M. 









The Roper Tank Truck Pump and other Series 3600 
Pumps for general purpose delivery, answer your needs 
for essential equipment in petroleum handling. 


‘Self-lubrication, long-life mechanical seal, anti-friction 
shaft and thrust bearing, adjustable relief valve, 

and hardened gears of equal size contribute to 
dependability. The Roper principle of only two moving 
parts results in quiet operation and high efficiency. 
Series 3600 Pumps are available in sizes 40. to 300 
G.P.M., pressures to 90 P.S.I. You can rely on Roper 
... preferred as original equipment — widely 

accepted for replacement. 





GEO. 0. ROPER CORPORATION 
473 BLACKHAWK PARK AVE., ROCKFORD, ILL. 








gets around the uncertainty of select- 
ing plugs of the right heat range for 
modern cars in which horsepower is 
high, but engines are frequently oper- 
ated at slow speeds. 


More electrolyte makers 

. are entering the growing dry charge 
battery field. One new chemical dis- 
tributor in competition for the TBA 
man’s trade is Cornwell Chemical 
Corp. (home office at 24 E. 38th St., 
New York 16, N. Y., sales offices in 
Philadelphia and Newark). Cornwell 
is selling battery electrolyte under its 
own brand name, Cornwell, at $1.87 
per case. Minimum order is 10 cases. 
Each case consists of 12 disposable 
1-qt. glass bottles, packed in a rein- 
forced ICC-approved carton “Guaran- 
teed Against Breakage.” 


Wiper Control 

. through a new washing mecha- 
nism that automatically controls the 
wiper blades has been developed by 
Trico Products Corp., Buffalo, N.Y. 
It sells as the CO Co-ordinated 
Washer-Wiper. When the control but- 
ton is pressed, water-solvent mixture 
is sprayed on the windshield and the 
wiper blades go into action. After the 
glass is clean the fluid flow stops, but 
the blades keep going long enough 
to clear the glass. 
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PERSONALS———— 








BOB CHAMBERLAIN (right), formerly 
Kansas City TBA manager for Socony 
Mobil, receives gifts honoring him as a 
founder of Oil Industry TBA Group from 
FLETCHER RIDER, Lion Oil 


e 

Vernon D. Enwald has been named 
Midwest regional manager for the 
Warner Electric Brake & Clutch Co., 
of Beloit, Wis. He was formerly West 
Coast regional manager. 

Maurice Wolfe, former assistant 
TBA manager for The Texas Co., now 
has charge of TBA activities. Norton 
Bronson, TBA manager, has retired. 

Ben Halsell, former assistant man- 
ager of Texaco’s northern territory, 
has been appointed merchandising 
manager, a new post. 

e 

Joseph W. Ba- 
sista, of Good- 
year’s petroleum 
sales department, 
recently rounded 
out 30 years with 
the company and 
earned a_ service 
pin. His first job 
with Goodyear 
was as a sole and 
heel salesman in 
Atlanta. Later he 
shifted to tire sales and filled a num- 
ber of field posts before coming to 
Akron in 1948, as a member of the 
truck tire sales staff. He has been in 
the petroleum sales department since 
1950. 





J. W. Basista 


4 

James L. Hibbard has been named 
Oregon district field manager for the 
associated tire lines of B. F. Goodrich. 
He was previously attached to the 
training unit of BFG’s field sales per- 
sonnel department. He joined BFG in 
1926 and has fulfilled a number of 
positions in the tire service and train- 
ing programs. 

Frank A. Molberg is now district 


tires—batteries—accessories —$] 


field manager at Oklahoma City. He 
was manager of TBA stores in San 
Antonio, Tex., and Pensacola, Fla. He 
was also farm tire representative, truck 
and bus tire representative and whole- 
sale supervisor prior to his present 
appointment. 


Benjamin O. Dalby has been ap- 
pointed assistant western regional 
manager for Gould National Battery 
Co., Dalby retains his position as sales 


manager of Hobbs Battery Co., Oak- 









‘ 4 
Pope ee tan i f 


Fashion 


| 


land, Calif., a position he held when 
Hobbs was acquired by Gould last 
May. 
° 

B. A. MacLeod has been appointed 
western regional sales manager for 
Willard Storage Battery Co. He was 
previously field sales manager, and 
also served in Willard district sales 
offices in Cincinnati, Boston and Cleve- 
land. A native of Massachusetts, Mac- 
Leod was in the Navy during the 
war, and has been with Willard since 
1948. Ld 
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‘Center, U.S.A. 


for UNIFORMS 


Keeping service station salesmen smartly dressed is 
smart merchandising. Helping the petroleum industry 
do it is the job of hundreds of skilled workers in this 
big, modern Lion Uniform plant. 

Lion uniforms are worn by more major oil company 
service men than any other brand. That’s because 


they are “Style-fitted” . . 
lored to fit both the man and the job . 


. smartly and carefully tai- 
.. and made of 


quality fabrics that keep up good appearances longer. 
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Quality of workmanship is made possible by 
equipment and working conditions that far sur- 
pass industry standards. 

Let the practical experience of users be your 
guide. Specify Lion when you buy uniforms. 


UNIFORM INC. 


DAYTON 3, OHIO 





44 Webb Street 
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UP 400%! 
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Firestone 
seneere> STKE mF ors 
* at 


HEN we say that the Firestone Franchise is the greatest Time after time, dealer after dealer tells the same story — 


money-maker in the industry, we back it up with facts. . . steady growth;” “... another fine increase this year;” 


Take Jack Spangenberg, of Baltimore, for example. Handled . . . Firestone’s traffic-building promotions greatly increased 


another make of tires for several years, thought he was doing our business.” 


pretty good. Then he looked over the Firestone Franchise and And the Firestone Complete Business Franchise will do a great 
switched to Firessone 100%. Here's what he says: job for you, too. Because it gives you everything you need for 


‘|, With our former line we had to fight for sales, eake steady month-after-month profits without slumps or slow months. 
a lot of time selling the tire. But with Firestone, people The Firestone Franchise is geared to the season with timely quick- 
knew the name and the product. Public acceptance was selling merchandise. And geared for greater profit with quality- 
tremendous. With aggressive advertising and merchan- tested, sales-tested merchandise and proved merchandising plans. 


dising programs, we had a pre-sold market... We were Take another look at your franchise; compare with these ten 


able to sell more tires to more people without increasing big money-making features of the Firestone Complete Business 


our overhead . . . In our first year with Firestone we Franchise. Then mail in the coupon for the complete story of 


doubled our sales on tires alone, and gross profit increased how you can make more sales and more money with Firestone. 


400 per cent. . . Joining with Firestone was the smartest It will be the best move you can make for a bigger, more profit- 


move we ever made.” able new year than you ever thought possible. 


The Firestone Complete Business Franchise 
Is the Greatest Money Maker in the Industry 
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DOUBLED - PROFITS 
In Miy First Year with 
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Reacong Why 
: You Sell More 
_ and MAKE MORE... 


7 Year-around Merchandise. You make a steady profit. 


| 


Tires for Every Purpose. You never need miss a sale. 
Every Tire “Firestone.” Sales-building national prestige. 


Home & Auto Supplies. Over 4,000 quick-selling items. 








ee Tested. Approved by Firestone Quality Con- 
trol Lab. 


Get The Frotit Ctory 
MAIL THIS COUPON TODAY 


The Firestone Tire & Rubber Co. 
Dealer Relations Dept. 

Akron 17, Ohio 

Please send me the complete story on the sales-building, 
profit-building Firestone Complete Business Franchise. 


Management Program. Complete, simplified; avoids 
losses. 


Sales & Merchandising Plans. Tested traffic-builders. 


Complete Budget Programs. Get profitable budget 
business. 











Solicitation Programs. Sell more; retail, commercial, 
farm. 


Name_ 


S66 ON AWADWLND 


On-The-Job Training. Build a top-flight sales organi- Address 


zation. 
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DELCO DRY CHARGE BATTERIES 
TAKE THE WORRY OUT OF STOCKING BATTERIES 


/ 
~ 
ps with a new convenient electrolyte package 


a 
Ty and a battery that can be stored indefinitely 


Imagine! A battery that can be stored indefinitely—and still be 
as fresh and full of power as the day it was made, once you add 
electrolyte. That’s Delco for you. And that’s why it’s Delco dry 
charge batteries for me, from now on! 











As for the electrolyte, Delco’s figured that one out, too. All you GM 
do is rip off the top of the handy, disposable container, pour in 
the electrolyte—and, man, that battery’s rarin’ to go! GENERAL MOTORS 
You can store odd sizes as well as popular sizes, knowing that PARTS SALES 
they can’t get old before they’re sold. Speaking of sizes— Delco a 
has them all. Six and 12-volt capacities, four fine lines that fit asaartana 
every purse and purpose, and new longer warranties. SYSTEM 
at escapee ceaeanm 

Yessir, it’s a cinch to stock Delco Dry Charge Batteries. 

ON TV... . Spectacular “Wide Wide World,” on NBC Network. GENERAL MOTORS LEADS THE WAY— 
TUNE IN | ON RADIO.. Lowell Thomas Newscast on CBS Network. See local listings for time and station. STARTING WITH DELCO BATTERIES 
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Electric Heat Maps Invasion Moves... . 


Your area may be next on electric heats agenda. 


Now’s the time to begin building up your home 


market against business losses to this newcomer 


Jetectnc home heating today pre- 
sents a big new threat to the oil 
heat market. 

The reason: increasing popularity of 
home air conditioning has electric 
companies looking for a winter market 
that will level out heavy summer 
loads. The electric industry is adding 
2 million kw a year just to service 
air conditioners. And with only 5% 
market saturation now, the air condi- 
tioning field has barely been tapped. 

As one top utility official puts it: 
“Like it or not, we are in the electric 
home heating business. If we wait to 
solve all the problems, other fuels 
will have more than a foot in the door 
of our all-electric home.” 


Electric Heat Today 


Electric heat is more than 20 years 
old. Here’s an estimate of the way 
it stands today: 

e More than 1 million homes use 
electric heat in full or in part. 

e More than 300,000 residential 
units—apartments, homes—use it in 
full. Of these, 145,000 are in the 
cheap-electricity Tennessee Valley Au- 
thority area. In one TVA city, Chatta- 
nooga, electric heat has 31.5% of the 
market and is in 95% of homes built 
since 1946. 

e More 


than 40,000 _ residential 


units are expected to install electric 
heat this year. 

Figures for 10-month sales in 1955 
are close to the 12-month figures for 
1954, when more than 2.6 million 
electric heaters were sold for a total 
of $67.7 million at retail. Today, 
there are about 70 companies making 
electric heating equipment. 


Your Move, Oil 


Smart oil men are already set for 
combat. Many of them are sadder and 
wiser after watching gas steamrolling 
over their businesses, and they’re de- 
termined not to let it happen with 
electricity. The plan of action is sim- 
ple: sell oil heat steadily and hard. 
Make customers so satisfied with the 
fuel and services they get that com- 
petitive fuels just don’t interest them. 

A subcommittee of American Petro- 
leum Institute’s fuel oil committee 
outlined the general attack this way, 
in a recent report: 

“The same promotional effort still 
needed to meet gas competition will 
also serve to meet the electric heat 
issue. The program (Oil Heating Mar- 
ket Reports) now in the making to 
sell oil heat is the most encouraging 
. . . development in the past 20 years. 
If this program is carried out... we 
shall have gone a long way in meeting 


effectively the competition from any 
fuel.” 

The subcommittee sounded an extra 
warning: “If electric heat should take 
over, the oil industry would have no 
stake in the change. Coal would prob- 
ably reap indirect benefits, but oil 
would sustain a complete loss.” 

Electric companies are working to 
line up coal behind electric heat. One 
utility is promoting the idea with this 
theme: “Every time you use electricity 
you burn coal.” 

And a coal-trade source says: “Coal 
needs by electric power plants will 
increase in the next five years (210 
million tons) and will double in the 
next 10 years (282 million tons).” 
This estimate is based on the normal 
growth of utilities. 


Battleground: the North 


Surveys by National Electrical Man- 
ufacturers Assn. and Edison Electrical 
Institute indicate that cold-weather 
areas—now good oil heat markets— 
will be next on electric heat’s invasion 
program. 

NEMA Survey—Of 420 utilities 
checked by NEMA, 58% like the 
idea of electric home heating well 
enough to give serious thought to pro- 
moting it. 

e 29 are in areas having more than 
7,000 degree days. 

e 112 are in the 4,000-7,000 de- 
gree-day belt. 

e 102 are in areas with less than 
4,000 degree days. 

Most of these companies are in such 
oil markets as Washington, Oregon, 
Nebraska, Iowa, Minnesota, Missouri, 





Oil Heating 
Has Edge in 


New Surveys 
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UTOMATIC OIL HEAT is the pre- 

ferred way of home heating in 

six of the ten latest markets surveyed 

by Oil Heating Market Reports (see 

next two pages). Of all markets now 

checked by OHMR, oil heat leads in 
22 out of 29. 

The new surveys point up this fact: 
in the four markets where oil heat is 
in second place—Buffalo, N. Y., Bing- 
hamton, N. Y., Toledo, Ohio, and 
Grand Rapids, Mich.—it has a higher 
growth rate than any competitive fuel. 


And in the six top markets, oil’s rate 
of growth leads over other fuels in 
Providence, R. I., Fall River, Mass., 
and Richmond, Va. 

Service Policies—Parts-replacement 
and straight-service policies are of- 
fered in three markets—Binghamton, 
Providence and Reading, Pa.—with 
another area, Toledo, offering only the 
straight-service policy. In two other 
areas—Buffalo and Fall River—serv- 
ice cost is included in the price of oil, 
doing away with the necessity of hav- 
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= FUEL OIL 


Question: Are Oil Men Ready? 


Wisconsin, Michigan, Illinois, Ohio, 
Pennsylvania, Maryland, New Jersey, 
New York, Connecticut, Massachu- 
setts, Vermont and New Hampshire. 

EEI Survey—One piece of electric 
heating equipment that is fast becom- 
ing a factor in the home-comfort mar- 
ket is the electric heat pump (NPN, 
Nov. ’55, p. 90). EEI, checking 166 
utilities, says 68 are interested in push- 
ing heat pumps, and that 46 of these 
have promotional drives going. Some 
of these are located in strong oil heat 
markets. 

And American Gas & Electric Sys- 
tem says climate has little bearing on 
sales. Two of its companies have added 
over 1,000 electric heat customers in 
two years. The companies were at ex- 
treme ends of the company’s system— 
one in Tennessee, the other in Indiana- 
Michigan. 


How About Cost? 


Electric heating costs are high right 
now. But not prohibitively high; elec- 
tric heat is selling. And as consump- 
tion grows, costs will drop. 

The special report of API’s subcom- 
mittee underlines the fact that even 
with costs high, electric heating is a 
present danger. One section reads: 
“Tt will not be necessary to offer power 
at rates equal to oil heat to make elec- 
tric heating a real competitor. When 
costs come within the reach of the av- 
erage homeowner, good promotion will 
sell many installations.” 

As proof, the report cites these cases: 

e Electric heat’s fast climb in 
cheap-power TVA cities where “the 
cost is 40% higher than oil heating.” 


e A Tulsa utility’s bid for a “low” 
electric heat rate (1.1¢ per kwhr) in the 
heart of a cheap natural gas area. “At 
this rate gas and oil have a decided 
cost advantage.” 

e A St. Louis utility’s home-heat 
rate (1.75¢ per kwhr), “a cost three 
times that of oil heat.” 

e A Seattle electric rate which has 
a so-called penalty rate (1.8¢ per 
kwhr) to discourage large fluctuations 
in demand and electric heat installa- 
tions. Yet it has 5,000 electric heat 
customers. 

Here’s what a Public Utility District 
official in Washington says: “Electric 
heating is presented not as a cheaper 
fuel but as a more satisfactory way 
of house heating.” 

Electric heat figures to have wide 
mass appeal. That’s what Detroit Edi- 
son Co. found in a customer survey. 
One key finding: more than 66% of 
customers polled think the clean- 
liness and convenience of electric heat 
makes up for its extra cost. And 42.8% 
say their families are healthier as a 
result of electric heating. 


Utilities’ Incentive 


Power companies are anxious to get 
electric heat moving—they estimate 
that an all-electric house will produce 
more than twice the revenue that 
comes from a part-electric dwelling 
heated by other fuels. All-electric 
homes use about 20,000 kwhr a year, 
compared to the national average of 
5,000 kwhr for electric homes without 
electric heating equipment. 

Power companies can be expected 
to devote plenty of attention to the 


rate situation. NEMA’s survey shows 
that many companies think a rate 
revamping would be in order, or 
should at least be given serious 
thought. 

Growing interest in home air con- 
ditioning is an attractive stimulus for 
many utilities. 

Some 1.6 million room units will be 
sold this year (4.6 million were sold in 
the last ten years). Trade sources say 
2.5 million homes will have units by 
the end of the year, leaving an un- 
tapped market of 43 million homes. 
Some of this market, of course, will 
go to oil heat men who carry air condi- 
tioning equipment. 

Demand for central units is also 
growing. Manufacturers are hailing 
Levitt & Sons’ contract with Carrier 
Corp. (to install 5 hp units in 702 of 
the $19,000 homes being built in Levit- 
town, Pa.) as the big push needed to 
make central air conditioning a must in 
more new homes. 

Air Conditioning and Refrigeration 
Institute says 150,000 to 160,000 cen- 
tral plants will be sold this year. That’s 
a big increase over the 100,000 units 
designed and shipped last year. The 
market rose from 15,000 to 75,000 
units between 1952 and 1954, and by 
1960, the Institute says, 750,000 cen- 
tral plants will be sold. 

The Fight’s On—Can oil men in all 
segments of the industry get together 
to stop the electric heat invasion? The 
API special report hopes they will, 
noting: “Perhaps the industry can take 
a page from its own book and not 
repeat its errors of the past, as elec- 
tric heat develops as a competitor.” @ 








ing service policies. In the other mar- 
kets, service policies are either not 
common or not sold. 

Burner Service—Oil men do most 
of the burner service work in Buffalo, 
Providence, Binghamton, Fall River, 
Richmond and Toledo. With the ex- 
ception of Richmond, where policies 
are not sold, these markets either have 
policies or have service included in 
the price of oil. In the other five mar- 
kets, service is handled by plumbers 
and special burner service companies. 


In three of these markets, policies are 
unknown. 

Burner Installation — Oil men do 
most of the burner installation work 
in Buffalo, Providence, Fall River and 
Reading. In the six other markets, 
plumbers and burner service compa- 
nies have most of the load, including 
four areas where they do most of the 
service work and where service poli- 
cies are not sold or not common. In 
most areas where oil men do not carry 
the major share of service and installa- 
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tion work, the majority of distributors 
do not sell burners. 

Promotion — Campaigns boosting 
the advantages of automatic oil heat 
are going on in four areas—and in 
part of a fifth—but the remaining 
markets are deeply interested in get- 
ting similar programs going, some 
having gone so far as to lay the 
groundwork. In contrast, most of the 
markets previously checked by OHMR 
have campaigns already rolling. 

For surveys, turn the page 
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=.) fuel oil 


Here Are the 10 Newest Surveys 


WHAT’S THE MARKET?——___—_—_—— 
Oil: Burner units in use—homes 
—stores, etc. 

Growth since ’50—home units 

Annual consumption (million gal.) 

On automatic delivery 

Have full-tank signal 

Use budget plan 

Heating units in use—homes 

Growth since ’50 

Coal: Heating units in use—homes 
Decline since ‘50 


WHO SUPPLIES THE GALLONAGE?-— 
Majors 
Independents (wholesalers, etc.) 


WHO DISTRIBUTES THE GALLONAGE?— 
Majors 
Independents (wholesalers, etc.) 
Distributors 
—Don’t have own bulk plant 
—Sell coal, gasoline 
—Sell oil burners 


WHO INSTALLS BURNERS?-—_——___—_— 
By distributors, majors 
By plumbers, etc. 
By burner service co. 


WHO SERVICES BURNERS?—_____— 
By distributors, majors 
By plumbers, etc. 
By burner service co. 


WHAT ABOUT SERVICE POLICIES?-— 
Burners checked yearly 
—Have service policies 
—Get annual overhaul, etc. 
WHAT DOES SERVICE COST? —- 
Parts-service policies 
Straight service policies 
Overhaul, cleaning only 
No policy—per call (oil co.) 
—per call (others) 
WHAT DOES FUEL COST? 
Avg. per therm—Oil 


Gas: 


—Gas 
—Coal 


WHAT ABOUT PROMOTION? -———— 
Distributors who advertise 
—Budgeted per account 
—Spent per gross sales 
Group campaign 





1 Parts are extra. This type of service offered in 
Buffalo-Niagara area. Usual contracts sold in 
Lockport, Newfane, Akron. 

For Buffalo-Niagara area 

For Lockport-Newfane area. 

Gas 20%-28% higher than oil in Lockport- 
Newfane area. In Erie County and in Niagara- 
N. Tonawanda area, gas is cheaper than oil. 
Higher price for hand-fired units, low price 
for stoker-firing. 


m™ wore 


Includes service cost. 

Refers to non-central heating units using fuel 
specified and to gallonage of No. 1 oil. 

Since OHMR surveys were made, heating oil 
prices in some areas have increased. All infor- 
mation copyrighted by OHMR. 
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BUFFALO, N.Y. 
Covers Erie, Niag- 
ara counties, with 
1.2 million popu- 
lation. Expect 6% 
boost by 1960. 





72.221 


ayes 


92% (9 co.) 
8% 


49% 

1% 
50% (102 co.) 
36% 
19%—33% 
54% 


87% 
6% 


1% 





Most are because 
service is covered 
in price of oil.’ 


See above. 
See above. 
See above. 
$4.50 
Higher 
10.9¢@15.3¢ a gal. 
11.1¢@15.6¢ a gal. 
Depends on area.* 
9¢-8¢° 


34% 

$2.50 

1% 

OHI of Western 
N. Y getting co-op 
program _ started. 
In Tonawanda-Ni- 
agara area, distrib- 
utors spent $2,000 
in °54. New pro- 
gram to cover en- 
tire market area. 





BINGHAMPTON, N.Y. 
Includes Broome, 
Tioga counties, a 
1,235 sq. mi. area 
with 231,472 popu- 
lation. 


8,524 
2431 
4,767 
29.9 
86% 
64% 
33% 
17,131 
8,947 
12,792 
12,790 


91% (11 co.) 


PROVIDENCE, R.!. 
Covers parts of 4 
counties in state 
and adjacent area 
in Mass., an area 
of 500 sq. mi. 


EE 


68,456 
7,325 
28,188 
182.5 
18% 
13% 
15% 
7,479 
3,011 
9,477 
12,562 


FALL RIVER, MASS. 
Covers 41 sq. mi., 
some of it in R.I. 
Population 140,000 
and fairly steady. 


16,040 
2,611 
12,690 
33.2 
80% 
62% 
20% 
3,200 
2,410 
1,445 
208 





88% (11 co.) 


10% (8 co.) 























9% 12% 30% 
33% 17% Less than 1% 
9% 30% -31% 

67% (28 co.) 74% (160 co.) 69% (29 co.) 

43% 19% 16% 

24%—19% 13%—6% 1%—15% 

61% 11% 16% 
43% 16% 68% 

38% 15% 20% 

19% 9% 12% 
57% 80% 81% 
26% 8% 9% 

17% 9% 10% 
15% 16% Service to all ac- 
28% 41% counts. Price (‘2¢ 
47% 35% a gal.) in fuel cost. 
$25.00 $20.00 See above 

$14.00 $15.00 See above 

$ 9.00 $ 8.00 $5.75 

$ 3.50 $ 3.08 $3.75 

$ 4.00 $ 3.80 $4.45 





10¢@14¢ a gal. 


10¢@14¢ a gal. 


11.1¢@15.6¢ a gal.® 


12¢ (low rate) 
9.6¢-7¢° 








Distributors getting 
interested in over- 
all push and are 
organizing as a 
group. Gas_ has 
made no big drive 
yet. 





9¢ 36% -50% higher 
7.6¢-7.2¢° 10.2¢-7¢° 

59% 33% 

$3.46 Not given 

711% Not given 


Local group used 
$16,000 in °54-’55. 
Six majors and 
20-30 distributors 
aided. $10,000 kitty 


being spent this 
winter. Gas spend- 
ing $150.000. 








66% 

$2.35 

Not given 

Local oil group got 
$4,000 from 85% 
of distributors in 
’*55. New goal is 
$8,000, with all 
retailers included. 
Gas spent $10,000 
m 55. 
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rom Oil Heating Market Reports 



























































READING, PA. NORFOLK, VA. RICHMOND, VA. TOLEDO, OHIO FORT WAYNE, IND GRAND RAPIDS, 
Covers Berks Covers Norfolk Covers Chester- Covers Lucas Covers Allen MICH. 
County, an 864-sq. and Princess Anne field, Henrico County. Popula- County, a 671-sq. Includes Kent 
mi. area. Popula- counties. Popula- counties. Popula- tion 425,000, up mi. area. Popula- County, 862 sq. mi. 
tion 263,240, up tion at 465,445, up tion at 366,000, up 7.5% since ’50. tion 203,700. Up Population 319,200, 
3% since 1950. 10% since 1950. 11.5% since 1950. 3,000 yearly. up 11% since °SO. 
24,110 30,512 36,973° 29,129 24,3477 21,588 14,125 24,562 

3,287 2,297 2,880 4,579 3,216 2,729 
11,839 12,870 13,493° 8,274 10,330 8,597 17,928 
40.1 42.1 ar 42.4 tA 42.8 29.5 34.5 
88% 18% 12% 68% 718% 13% 
86% 8% 47% 16% 5% 17% 
16% 14% 19% 24% 16% 14% 
7,655 5,287 12,035' 10,713 34,540 10,341 26,595 
4,084 3,725 10,499° 6,905 12,637 5,497 7,051 
30,940 6,395 12,0917 10,006 15,831 14,100 16,709 
14,137 7,516 13,851 6,954 16,185 10,226 17,473 
99% (7 co.) 83% (10 co.) 84% (12 co.) Most of it 86% (14 co.) 57% (8 co.) 
1% 17% 16% Negligible 14% 43% 
's 2 Se ea ee ee ee 
37% 24% 27% 79% (10 co.) 37% 59% 
9% _— — —_ 
63% (45 co.) 76% (102 co.) 64% (27 co.) 21% (17 co.) 63% (over 21 co.) 41% (30 co.) 
29% 68% 26% 32% 16% 34% 
20% —17% 14%—10% 25% —27% 10%—92% 29% —25% 19%—73% 
51% 16% 54% 5% 22% 1% 
53% 25% 43% 4% 22% 8% 
18% 57% 50% 86% 49% 61% 
29% 18% 1% 10% 29% 31% 
49% 29% 10% 30% 37% 14% 
24% 35% 21% 47% 38% pes 
21% 36% 9% 23% 25% ; 
87% 53% 45% 19% 45% 50% 
Not given Not common Not sold 34% Not sold Not common 
87% 53% 45% 45% 45% 50% 
ae ; a Sc ee Fe eee ene ee ee ; ae, 
$26.00 Not commo Not sold Not offered Not sold Not common 
$19.00 Not common Not sold $15.00 Not sold Not common 
$11.50 $12.00 $11.00 $10.00 $8.29 $9.40 
$ 3.09 $ 6.60 $ 4.40 Under $5.00 $3.90 $4.70 
$ 3.72 $ 6.35 $ 5.40 Over $5.00 $5.00 $5.14 
10.1¢@14.2¢ a gal. 9.6¢@13.5¢ a gal. 9.9¢@13.9¢ a gal. 10.2@14.3¢ a gal. 10.7¢@15¢ a gal. 10.9¢@15.2¢ a gal. 
33% more 11.1¢ (low rate) 1l¢ 6.3¢ (low rate) 8.5¢ (low rate) &¢ (low rate) 
6.8¢-5.6¢° 6.25¢-5.75¢5 6¢ 6.3¢-5.8¢° 6.9¢-6.2¢° 6.6¢ 
Ss) ee eae a ee ae) See Te Se ee pte! — 
34% 16% 44% 35% 25% 19% 
$2.00 66¢ Less than $1 95¢ $2.21 10¢ 
37% Not given Less than 1% 1% 1.4% Under 1% 
$2,000 spent in ’55 Last push was in Local group spent Interest growing in Retailers see need Co-op program 
with 33% of dis- *50. New drive be- $12,000 in °54-’5S, such a drive. No for overall promo- with suppliers be- 
tributors donating. ing set up by new with 80% of retail- promotion in past tion. Gas is re- ing laid out now. 
Now seek aid from trade group. Gas ers and 3 suppliers years. Gas active stricted, hence no Have held train- 
suppliers. Gas has converted putting up money. in lining up new utility drive has hit ing schools for 
spent $10,000 in many space heat- Newspapers were users. area. burner scrvicemen. 
ee ers to its lines. used. Gas_ does little 
plugging. 
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Torture Testing 








b | Ea ca 


RUNNING SIMULTANEOUS ENDURANCE TESTS ON ROCKWELL ROTOCYLE METERS 


Here two model 5-BLX Rotocycle meters in- and design improvements are thus pre-tested and 
stalled side-by-side, are running competitively on over-all meter performance can be chartered be- 
a “round the clock”’ endurance test. New materials fore production is ever started. 
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Meters 


To Benefit You! 


In the huge 
ROCKWELL TEST STATION — wone’s tarcest meren rest station. Aerial view of Rok 


well testing station having every facility for petroleum meter proving, 
accounting, research and development. 










we subject meters to every conceivable oper- 
ating task, torture and abuse them to pre-prove 
accuracy and durability. 


Here’s Why! 


Rockwell meter users benefit in many ways 
from our exacting testing procedures. For ex- 
ample, we know and you know for sure that 
the meters you order will precisely measure 
the liquids specified—will withstand shock- 
loads, temperatures and all the other variables 
normally encountered in field service. 





These tests also guide us in our extensive 


program of research and development. Plan- AREA OF ACCURACY. View of operating area from storage tank 

. ‘i P level. In foreground are the three pumps which together permit testing 
ning ahead, searching for better meter designs meters at several thousand gallons per minute. Building in background 
and improved components is a never-ending houses indoor proving room, remote registration facilities and main- 


tenance shop. 


process at Rockwell. It’s all part of a carefully 
conceived program designed to either enhance 
the performance or add to the value that you, 
our customers, receive from Rockwell products. 





ROCKWELL MANUFACTURING COMPANY 


PITTSBURGH 8, PA. Atlanta Boston Charlotte Chicago 
Dallas Denver Houston Los Angeles Midland, Texas 
New Orleans New York N. Kansas City Philadelphia 
Pittsburgh San Francisco Seattle Shreveport Tulsa 
In Canada: Rockwell Manufacturing Company of Canada, 
Ltd., Toronto, Ontario 








CONTROLLED ACCOUNTING. This indoor proving room is fitted 
with precisely calibrated tanks and weigh scales. Receiving registers 
for remote registration system are shown at right. 





Rockwell £070CVC/E Meters 
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LEAVING THE POST: pump islands are installed by second day 


Rises se se 


fe} STATIONS 


THE HOME STRETCH: building’s set for wiring on seventh day 


OVER THE FINISH LINE: Union Oil’s new Los Angeles station is open for business, nine working days after spadework started 


From the Ground Up-—In Nine Days 


gear oil co. of California is 
claiming the world speed record 
for station construction Elapsed time: 
nine days. Place: Los Angeles. 

It wasn’t a stunt, done by pushing a 
big crew long hours with no thought 
of expense. Working days were limited 
to eight hours, including two Satur- 
days. Maximum number of men on 
the site at any one time was 26. And 
it wasn’t done by skimping. The sta- 
tion is a standard Union design, with 
two bays, two islands and a canopy. 

What it took can be summed up 
in two words: preparation and practice. 

Under the head of preparation are 
these factors: 

e Union’s Type 140 steel building 
is rigidly standardized. It is completely 
shop-fabricated for field erection. 

e All cabinet work, work benches, 
and display cabinets were shipped to 
the site ready to be put in place. 

e The entire sanitary sewer mani- 
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fold and stack was shop-fabricated 
and set up on the job. 

e A strategic plan of action co- 
ordinated each move in scheduling 
contractors, deliveries of equipment 
and materials, and utility connections. 

e Co-operation among the contrac- 
tors was high. 

A little luck with the weather 
helped, admits Fred S. Fiedler, con- 
struction supervisor for Union’s south- 
west territory. Rain, forecast from 
time to time, never appeared. 

Practice in erecting similar stations 
counted heavily. The contractors had 
already built one Union station in 
14% days. 

The builders on the job were C. J. 
Paradis, general contractor; Pacific 
Steel Building Co., steel fabricator; 
Holman and Powell Paving Co., pav- 
ing contractor; and Darrell T. Stuart, 
painting contractor, all of Los Angeles. 

When they went into action, the 


station site at the corner of Los Feliz 
Boulevard and Brunswick Ave., in Los 
Angeles, was a vacant lot. By the end 
of the ninth working day, a completed 
station stood ready to serve its first 
customer the next morning. 

The station is a 24 x 41 ft. building 
set on pier footings with a concrete- 
slab floor. Attached is Union’s special 
trapezoidal steel canopy, extending 
out over two pump islands. Two 
Smithway dispensers on each island 
are supplied from two 6,000 gal. tanks 
by Bennett submerged turbine pumps. 

Paving includes a concrete mat (52 
x 30 ft.) around the pump islands. The 
remainder of the 115 ft. x 135 ft. lot 
is paved with asphalt. 

The record performance is best 
gaged by Fiedler’s comment: “We con- 
sider 30 days excellent construction 
time on an average project. And an 
average job with average contractors 
takes about 45 days.” @ 
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No matter what your requirements . Fuel Oil, 
Service Station, Rural, Combination Service Station and Rural 
or Combination Fuel Oil and Rural . . . profitable deliveries 
will be yours with a custom built PROGRESS truck tank. 


For more than a third of a century, Progress has 
been designing and building custom tanks to meet particular 
requirements. All steel construction makes Progress tanks 
better to last longer. Steel braces support the can racks and 
barrel carriers. Steel sills, extending out and under the 
bucket box, guarantee solid support. Progress underframes 
are steel, with no wood or cross members and the flashing is 
not welded to the shell, but is actually a part of the shell. 


Progress Smoothskin tanks are modern in design 
and offer exactly the type tank required to do the job right. 
Ask your local Progress representative for complete specifi- 
cations, special drawings and current prices on Progress cus- 
tom built truck and trailer tanks. 


PROGRESS MODEL 500—Custom built for the Scher- 
merhorn Co., LaSalle, Illinois, this 1200-gallon, 5-com- 
partment combination fuel oil and rural delivery unit 


is mounted on a GMC Model 353-27 with 84° C-A. 


Equipped with I'4" Neptune Auto Stop Ticket Printer 
Meter installed in can rack. Hose from Progress Elec- 
tric Reel, mounted in bucket box, feeds through can 
rack. Second reel and meter installed in bucket box 
for rear delivery. Complete twin pumping system with 


Chealsea Dual PTO. 


MANUFACTURING COMPANY, INC. 


ARTHUR: ILLINOIS 
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i 
IN SURFACE COATINGS (Paint, Varnish, Shellac) 


Enjay assures you 
satisfied customers 


To satisfy your customers with high quality, dependable 
products, specify Enjay chemicals. The Enjay Company 
supplies a diversified line of uniform, high quality petro- 
leum chemicals to the surface coating, chemical and 
petroleum industries. Through the facilities of the new 
Enjay Laboratories you can be assured of the best appli- 
cation of Enjay products in your chemical needs. 





PETROLEUM 
PARANOX 
PARATONE 
PARAFLOW 
PARAPOID 
PARADYNE 
PARATAC 
PETROHOL 

Methyl! Ethyl Ketone 
Dewaxing Aid 

Ethyl Ether 
lsopropy! Ether 
Reference Fuels 


RUBBER 


ENJAY BUTYL 
VISTANEX 


SURFACE COATING 
PETROHOL 91 
PETROHOL 95 
PETROHOL 99 

JAYSOL 

Secondary Buty! Alcohol 
Secondary Butyl Acetate 
Isopropyl! Acetate 
Acetone 

Methyl! Ethyl! Ketone 
Dicyclopentadiene 

Ethyl Ether 

lsopropy! Ether 
Naphthenic Acids 
tso-Octyl Alcohol 

Decyl Alcohol 
Denatured Ethyl Alcoho 


CHEMICAL 
PETROHOL 91 
PETROHOL 95 
PETROHOL 99 
JAYSOL 

1so-Octyl Alcohol 
Decylt Alcohol 
Denatured Ethyl! Alcohol 
Tridecy! Alcohol 
Dicyclopentadiene 
lsoprene 
Butadiene 

Ethyl Ether 
tsopropy! Ether 
Tetrapropylene 
Tripropylene 
Aromatic Tars 
Benzene 


Acetone 
Methyl Ethyl Ketone 


successful 


36 years of 
leadership in 
serving industry 


Enjay Company, Inc. * 15 West 51st St., New York 19, N. Y. 
Other Offices: Akron + Boston « Chicago « Tulsa 


IN CHEMICALS (Synthetic Fabrics and Yarns) 
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The West 


New Kind of Price Competition? 


IN A MARKET where all the tricks 
of the trade are supposed to be ex- 
hausted, Los Angeles oil men are 
warily watching independent station 
operators. They may have something 
up their collective sleeve. 

Or maybe it’s Dan Lundberg’s 
sleeve. Because Lundberg, executive 
secretary of the Serve Yourself and 
Multiple Pump Assn., is telling his 
boys to go after premium business— 
as well as regular, the traditional area 
of price-trimming. 

Lundberg wants station men to stop 
featuring their 22.9¢ gal. price (in- 
cluding 8¢ tax) for regular. That ap- 
peals only to “jalopy”—pre-war model 
—drivers, says Lundberg. And that 
means a thin 13% of the market. 

The independent operator is letting 
1955-56 cars go whizzing by, Lund- 
berg believes; they make up 18% of 
the market, he says, and the majors 
have almost all of it in their back 
pockets. 

Lundberg makes a simple admoni- 
tion to his station operators: “Feature 
your best premium deal.” He main- 
tains that the price-shavers can up 
their volume some two million gal. a 
month by making a play for the late- 
model trade. Lundberg emphasizes the 
importance of pointing up quality, 
suggests that independents might use 
a common sign built around the Ethyl 
Corp. trade mark. 

The association secretary’s argu- 
ment goes counter to time-honored 
theories. The most widely held belief 
he hits is the dealers’ devotion to the 
low ball price—the lowest possible 
posted price for regular, even though 
it may appear on the most out-of-the- 
way pump in the station. 

A lot of dealers think their low ball 
price pulls in premium, as well as 
regular, buyers. They think so even 
though the premium price may stay at 
“normal” level during a wave of price- 


cutting on regular. 

Majors Mull It Over—Big-company 
marketers are interested in Lundberg’s 
ideas. They aren’t happy at the thought 
of independents chasing the premium 
buyer—a customer appreciated not 
just for the higher margin on the fuel 
he buys, but for the greater TBA and 
service business he brings in. 

Majors also don’t care much for the 
prospect of price competition on 
premium. It’s usually enjoyed neutral 
status in price wars. During disrup- 
tions, both independent and major 
dealers have been accustomed to liv- 
ing off their premium margin. 

Some independent refiners also feel 
cool about the matter. They don’t 
want to be forced to squeeze out more 
premium-grade fuels. 

Lundberg Strikes Again — Station 
men had just begun thinking about the 
Lundberg premium theory when the 
secretary ignited a second small 
bombshell. He served notice that he 
and the association plan to blow the 
whistle on backyard blenders who are 
taking liberties with a unique Los 
Angeles motor fuel known as “middle 


The Midwest 





ethyl.” This is a grade somewhere be- 
tween 86-octane regular and 96-octane 
premium. It’s sold in most independ- 
ent stations and is supplied by most 
independent refiners in Los Angeles. 

Sometimes, however, it’s manufac- 
tured at the station by a dealer with a 
flair for chemistry. And sometimes 
the only discernible difference between 
middle ethyl and regular is the price. 

The association is sore at abusers of 
the middle grade, whoever they are. 
It has been publicizing the state at- 
torney general’s opinion that practices 
like selling at two prices from one 
tank, or selling one grade at two prices 
(even premium at regular price), are 
violations of state law. 

To be called Ethyl, Lundberg points 
out, a gasoline must be at least 94 
octane—and some dealers call their 
middle grade “premium.” Lundberg 
wants to enlist Ethyl Corp.’s help in 
maintaining high standards among in- 
dependents. He argues that low-octane 
gasoline disguised as premium will 
drive motorists away from independ- 
ent stations. 

What the L. A. dealers will do with 
Lundberg’s pair of bombshells remains 
to be seen. Some of them would like 
a longer look at the tremendous array 
of statistics that the secretary used to 
document his cases. Lundberg says 
that’s okay with him. He’s selling a 
complete photostatic collection of the 
figures—throwing in a transcript of his 
association speech—for $175 a copy. 


Hart Takes Over 


Al E. Hart has been elected to fill 
out Bill Forgy’s term as president of 
Western States Service Station Em- 
ployee’s Union. Forgy, who became 
a retail merchandiser for Standard Oil 
Co. of California, foresees no policy 
changes. “Al thinks the same way I 
do about things,” he says. 

—Richard R. Elwell 


lowa Jobbers Ask the Questions 


OBJECT: to solve the problem of 
farm credit handling, once and for all. 
On the basis of returns from a ques- 
tionnaire circulated this winter among 
500 Iowa jobbers, the Iowa Indepen- 
dent Oil Jobbers Assn. hopes to ham- 
mer out a “model” system to be 
offered to jobbers everywhere as a 
farm credit guide. 

The questionnaire was prepared 
with the assistance of William A. 
Knoke, head of the marketing depart- 
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ment, school of business administra- 
tion, State University of Iowa. 

Returns were scheduled to be tabu- 
lated for presentation to the associa- 
tion’s annual convention in Des 
Moines Feb. 22-23. Later this spring, 
after the findings have been carefully 
analyzed, the association hopes to 
come out with its suggested model 
system for handling farm credits. 

All phases of the problem were 
covered in the three-and-a-half page 
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questionnaire. Jobbers were asked to 
answer these questions truthfully and 
completely: 

In the sale of oil products to farmers 
what are your usual terms—cash; net 
30 days; net 60 days; net 90 days? 
Please specify any others. 

Are the above terms clearly stated 
or explained to the customer when he 
buys on credit—sometimes, never, 
always? 

Do you allow your farm customer 
a discount or premium when he pays 


for his goods in advance of due date? 
If so, what amount? 

If a farm customer is unable or un- 
willing to pay according to your credit 
terms, do you ask him for a promis- 
sory note for the amount? 

When do you ordinarily attempt to 
obtain this note—at the time of sale; 
at the expiration of the credit terms; 
30 days after due date; 60 days after 
due date? 

If you obtain a note, do you charge 
interest? 


Extra Value Features that 
Assure Economy and Endurance... 


Domed Pistons and Cylinders 
Straight Line Air Flow 

Thin, Deep Cooling Fins 
No-load Starting 

Roller-Type Crankshaft Bearings 
Simplified Maintenance 


Today you need Champion Quality to provide the best in automotive service. 


Costs and competition demand that every 
shop service operation be run at top 
efficiency to increase your profit edge! 

With a Champion Air Compressor on 
the job, you know your demands for a 
steady and dependable air supply will 
be met fully! 


AIR _ HOSE 
REELS 


Single-Stage 
Automatic Compressor 


Champion's enviable reputation for 
dependable, full capacity operation is a 
result of 37 years of compressor special- 
ization. The finest materials .. . proven 
automotive-type compressor design 
mean years-longer dependable, eco- 
nomical service with CHAMPION! 


SELF-LUBRICATING 
CAR WASHER 


See Your Champion Gobber... 


He'll show you Champion's 32 model com- 
pressor line-up ... and explain how these 
extra value features mean more efficient, 


AUTOMATIC 
_ TANK DRAIN 


economical, longer-lasting compressor 
operation! For a FREE CATALOG write... 


PNEUMATIC MACHINERY CO. 


46 N. PLEASANT ST 


PRINCETON, ILLINOIS 





What rate of interest do you charge 
—5%, 6%, 7%, or some other rate? 

What was your total sales volume 
last year, in dollars? 

How much were your farm sales in 
dollars last year? 

How much were your total credit 
losses last year, in dollars? 

How much were your farm credit 
losses last year, in dollars? 

What were your total sales (all 
products) in October, 1955? 

What were your total accounts re- 
ceivable in dollars on Nov. 1, 1955? 

What were your farm accounts re- 
ceivable in dollars on Nov. 1, 1955? 
Of this amount, how much was over 
30 days old; 60 days old; 90 days old? 

What is the relationship of your 
credit terms with those of other job- 
bers in your area? More liberal; less 
liberal; the same? 

To what extent in your territory are 
jobbers using credit terms as a sales 
point, rather than promoting product 
or other service? Is this practice 
limited, moderate or widespread? 

Was farm credit in 1955 more or 
less of a problem to you than in 1954? 

What, if anything, in your judg- 
ment, should your association do about 
the farm credit problem? 


Fact and Fantasy 


D. C. Wixson, vice president of re- 
tail marketing for D-X Sunray Oil 
Co., takes issue with the recent state- 
ment of a Nebraska jobber that D-X 
Sunray had made a “fantastic” offer 
for the purchase of his properties. 
(NPN, Dec., ’55, p. 125). 

“After the article was called to our 
attention,” Wixson says, “we thor- 
oughly investigated and cannot find 
where any of our representatives have 
made any offers of the kind mentioned 
by you. 

“We do not wish to be publicized 
and classed with comnanies who are 
making the reported ‘fantastic offers.’ 
Our plans for expansion are based on 
sound business principles and will be 
carried out that way.” 


Four-State Meeting? 

Kansas oil men are talking about re- 
viving the old four-state meeting of 
Kansas, Nebraska, Missouri and lowa 
jobbers that was held annually at 
Kansas City during the late 1920s and 
early *30s. 

These were primarily social affairs, 
and there was no formal four-state 
association, no officers and no mem- 
bership dues. But the meetings afforded 
the jobbers of neighboring states an 
opportunity to discuss common prob- 
lems, to become better acquainted 
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with each other, and to exchange 
views and information about operating 
practices. 

Current thinking is that the annual 
meetings would be rotated among the 
states, although Kansas and Missouri 
would probably schedule theirs for 
Kansas City. 

A visitor at the recent Kansas con- 
vention in Hutchinson was Fred K. 
Evans, former president of the 
Nebraska Petroluem Marketers, Inc. 
Evans said he believed Nebraska 
would favor the proposal. Indications 
were that Missouri would also be in- 
terested. Iowa hadn’t been contacted 
yet. 


The East 


The Man May Holler 


AND HE WILL, if the products 
market develops soft spots without 
bringing a reduction in oil prices. 
Fred Beckwith, executive secretary of 
the Oil-Heat Institute of New England, 
is the man who will do the shouting. 
His words will be beamed at majors 
supplying the Boston and New Eng- 
land areas. 

Beckwith isn’t happy about the 
way oil prices are acting this winter. 
While his letters to three major com- 
panies were in the mail—letters pro- 
testing any hike in oil prices—prices 
rose. He admits he was a little late 
this year in getting the letters out. In 
other years, similar letters anticipated 
price hikes, and generally, Beckwith 
believes, forestalled any upward trend. 

He thinks majors should “take a 
long-range view” of the market. “Any 
market that jumps,” he says, “isn’t 
stable and gives oil men bad publicity.” 

Beckwith knows suppliers are pay- 
ing higher tanker rates and more for 
spot cargoes at Gulf points this season. 
But he adds, “Higher transportation 
costs and paying more for spot cargoes 
didn’t hit all companies at the same 
time or in the same way. Yet they 
all went up the same amount.” 

He takes the position that higher 
costs “are some of the hazards of 
doing business.” 

Replies from the heads of the three 
majors he wrote to didn’t satisfy 
Beckwith. He says they dealt with 
increase in demand, small supply and 
higher transportation costs. 

“It is what I expected,” he says, 
“nothing more.” 


Terminaler Expands 


Wyatt, Inc., has spent about $300,- 
000 to increase storage capacity and 





open up a new bulk plant on 20 acres 
in Hamden, Conn., about four miles 
from its deepwater tanker terminal in 
New Haven harbor. 

For that money, Wyatt bought the 
land, built an 8-in. pipeline connecting 
its New Haven terminal to its new 
plant, put up two tanks with a total 
capacity of 7 million gal. (No. 2 and 
diesel oil), erected its bulk plant and 
office with six loading arms and six 
600-gpm pumps. And it has room for 
30 million gal. more storage. 

Walter Macauley, Wyatt’s president, 








regions i 


says he has no immediate plans to 
expand the Hamden plant to its full 
capacity. The new Hamden storage 
gives Wyatt a total storage capacity of 
42 million gal. 


New Attack on Gas Vents 


Oil-Heat Institute of America, Inc., 
is attacking the lack of stringent safety 
factors for Type-B gas vents in New 
York’s proposed state building con- 
struction code that is set to go into 
effect May 1. 

(Continued on p. 120) 





BUYING OR USING 


@ You'll never go wrong dealing with 


experience. 


@ Now when it comes to making 
color sound motion pictures for the 
Petroleum or TBA industries we're 
about as experienced as anybody 


around. 


@ We're proud of the dozens of films 
we've made about your business... 
We're proud of the effective jobs 


they've done. 


@ You may find that good color mo- 
tion pictures can be produced by 
experienced people for less money 


than you think. 


| & < 
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Cut down your’ inventory 
costs. Buy these proven rub- 
ber products from your indus- 
trial supply distributor. His 
stockroom is your storeroom 
—his service, your savings. 
Write for free brochure and 
name of your Quaker-Quaker 
Pioneer distributor. 





Fiexible, lightweight, 
kink-free...hose 
behaves under pressure 


You can use this non-collapsible hose for suction as well as discharge. Light- 
weight for easy handling it has small outside diameter, exceptional flexibility 
and maintains full opening in any position for free, uninterrupted flow. To 
dissipate static electricity, couplings can be grounded to reinforcing wire. 

For high resistance to abrasion, sunlight, and petroleum products including 
aromatic fuels, both cover and tube are made of tough Neoprene Compound. 
Extra strength is provided by braided reinforcement of spring steel wire and 
high tensile rayon. Available in lengths up to 50 feet. Our complete line offers 
everything you need in industrial rubber products, including belting, packing, 
and moulded rubber for every use. 


H. K. PORTER COMPANY, INC. 


QUAKER RUBBER DIVISION 


Philadeiphia 24, Pa. 


QUAKER PIONEER RUBBER DIVISION 


H. K. PORTER COMPANY, INC. 
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San Francisco 7, California 
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STANDARD 
SCHOOL 
BROADCAST 


- Thursday, you and your children can hear 
the world’s beautiful music come thrillingly alive over 
your radio. 


Oldest educational program on the air, the Standard 
School Broadcast today features a symphony orchestra, 
conducted by Carmen Dragon, together with choral 
groups, a dramatic cast and famous guest soloists. 


Its goal is to help Western children gain an absorbing 
new interest in music, and—through music—a broader 
understanding and knowledge of the world around them. 


You'll enjoy hearing the Standard School Broadcast’s 
fine music at home...and discussing it with your children 
to give you one more valuable link with their interests. 


See your newspaper radio log for time and station. 


ae Presented by 
ant STANDARD OIL COMPANY OF CALIFORNIA 
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Double-Action Piston Type 
s Transfer Pump 


Here’s why the Bennett Big ‘‘G’’ can solve 
all your pumping problems: 


@ High vacuum — capable of 
lifting liquids 20 feet — or 
more, when necessary. 


No diaphragms to rupture 
and replace. 


Easier operation and greater 
serviceability. 


Automotive piston and ring 
design principle. 


Over 20 GPM (Based on 
100 strokes per minute). 


Perfect operation on any 
length stroke. 


Self-Priming —no foot 
valve required. 


Working parts resist 
corrosion. 


Saves time, energy, 
and money. 





\ 
Easiest Pump to Operate Constant Flow 


Readily pumped from difficult Pumps on both strokes—no waste 
positions — better than 20 gallons motion. Quick, clean, safe transfer 
per minute with ordinary effort. from drums and skid tanks. 





—— 
RSmLI 
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In Canada: Toronto * Montreal * Winnipeg * Vancouver 











OHI contends that Underwriters 
Laboratories’ tests for Type-B vents 
are not as severe as UL tests for all- 
fuel chimneys. It says the code permits 
chimneys without linings if they stand 
up to flue gas action at design temp- 
eratures, but points out that there is 
no field control to see that such 
chimneys do not exceed design temp- 
eratures. OHI adds that the state code 
allows combustible material in the 
foundation of a Type-B vent. 

OHI wants all parties—the state 
commission, UL, National Fire Pro- 
tection Assn., Empire State Petroleum 
Assn., New York Petroleum Industries 
Committee and itself—to come up 
with realistic safety standards for gas 
vents and at the same time make 
Type-B vents less attractive to builders. 


Tax Storm Rises 


The oil industry and others have 
kicked up a fuss over a plan to add 
0.25¢ to the Maryland gasoline tax, 
and it’s doubtful the state legislature 
will do much with the proposal. The 
tax— it would raise $2 million a year— 
would be used to improve facilities 
in Baltimore harbor. 

But Retail Gasoline Dealers Assn. 
of Maryland, Retail Gasoline Dealers 
Assn. of Greater Washington, Mary- 
land Oil Heat Assn., auto dealers, 
farmers, bus and taxi companies—even 
funeral directors—have hit the plan 
hard, saying it isn’t cricket to tax the 
motorist for a non-highway facility. 

One clue to the proposal’s eventual 
fate is that the legislative council, 
which thought up the tax idea, passed 
it on to the lawmakers without 
recommendation. 

—Cornelius Brodersen 


The Southwest 





Just Stay Put! 


BECAUSE tourists visiting Texas this 
year will be invited (besieged might be 
a better word) to stick around for an 
extra day or two and see the wonders 
of the Lone Star State. 

The Petroleum Marketers Assn. of 
Texas is trying to put together a plan 
designed to promote such an idea. 

The commission agents who make up 
PMAT won't try to kid you as to why 
they have become such hospitable 
characters. They simply look upon the 
touring visitor as a gasoline and oil 
buyer. The longer they can keep him 
within the state’s borders, the more of 
these products he will buy. 

The association’s Austin head- 
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Guardian 
Equipment 
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quarters, in fact, has come up with 
some figures from somewhere indicat- 
ing that in 1954, the average visitor 
to Texas spent five and a half days 
before moving on to other states. 

Each day that average motorist 
spent in the state, he parted with 
$7.80. Now that’s what interests the 
consignees. Take $7.80 multiplied by 
5.5 days, that’s $42.90. Not all of it 
went for gasoline and oil, but a good 
portion did (PMAT’s figures don’t 
say how much, exactly). 

The way PMAT sees it, the tourist 
should be encouraged to spend at least 
one or two more days in the state. The 
problem is how to go about enticing 
him to stick around. 

PMAT has asked other businesses 
—such as motels, restaurants, resort 
centers—to join forces with them. The 
association proposes to advertise fea- 
tures at opposite ends of the state 
from which a motorist enters. 

One arriving in Beaumont would be 
bombarded with broadsides and folders 
of attractions in far-off Amarillo, 
while a Texarkana arrival would be 
told about things to do and see around 
El Paso. 

PMAT is not interested in getting 
the tourist to Texas. It just wants to 
keep him around for a while once he 
gets there. 


How’s That Again? 


Various service station dealer as- 
sociations in the Southwest have de- 
veloped a habit of making public 
statements about who is to blame for 
retail price wars, and what the dealers 
will or won’t do if certain conditions 
aren’t corrected. 

Over in Shreveport, La., earlier this 
year, things reached the point to where 
the president of the Shreveport 
dealer’s association placed an adver- 
tisement in one of the local news- 
papers. 

The advertisement made some of 
the old charges that have been hurled 


back and forth. The majors, this dealer | 


said, were guilty of price discrimina- 
tion and were forcing certain dealers 
to post low prices. 


But then he inferred that the | 


dealers, themselves, had met and had 
decided what price gasoline should sell 
for. 

Other groups have made similar 
statements. In Houston a year or so 
ago, the Houston dealer’s association 
said its members had “agreed” that 
they would post such and such prices 
all over the city. 

It makes you wonder just who the 
heck is guilty of price fixing. 

Some of the Shreveport dealers got 
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WERFUL 


motorpump 
on your liquid handling jobs ! 


Keep oil on the move—keep pumping costs down 
—keep payloads speeding to your customers! 


There’s a lot of power in these rugged and compact 
Motorpumps. 


You'll find straight centrifugal as well as self-priming types 
to handle all your oil moving needs—faster and more 
profitably. Sizes from 14 hp to 75 hp. Capacities range 
from 5 to 2800 gpm, and heads to 650 feet. They're 
designed to stay on the job for years with minimum 
maintenance. 


Find out more about Motorpumps and how their power and 
efficiency will improve your profit picture. Write today for 
the latest catalog on Motorpumps for handling petroleum 
products or see your nearest Ingersoll-Rand oil equip- 


ment jobber. 
9-239A 


MOTORRPUMP 





Ing ersoll-Rand 


1l Broadway, New York 4, N.Y. 
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IN STEEL secre hict eae 


Made in 4 and 8 foot 
Units using Slimline 
or Rapid StartLamps. 


4 and 8 foot Units 
may be combined for 
a continuous length 
of Uniform light. 


Slip Fitter adjustable to any 
pole spacing up to 12 feet 
without SAG. 

Luminaires made in half fix- 
tures—mechanically and elec- 
trically independent of each 
other. 
















THE COMPLETE LINE OF FLOOOLIGHTS - 
SPORTS + AIRPORT - STREET - 
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OUTDOOR THEATRE - 


6009-17 BROADWAY 
CHICAGO 40, ILL. 


LUMINAIRES AND POLES FOR SERVICE STATION 


MARINE AND INDUSTRIAL LIGHTING 
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to wondering the same thing, too, after 
their president ran his advertisement 
without consulting them. Several re- 
portedly decided it was time to part 
company with the association. 
—Marvin Reid 


The Rockies 





Pipe Line Progress 


ADD TO YOUR LIST of companies 
to watch: Bay Petroleum, Inc., now 
readying a drive to increase its share 
of business in the Rockies area. Bay 
has cooked up an aggressive new 
policy of expansion since its acquisi- 
tion last summer by Tennessee Gas 
Transmission Co. 

Leo L. Leabo of Denver, Bay’s vice 
president of marketing and sales, says 
the company will adopt a five-year 
plan that will give it 15-20 new 
stations annually. Bay now has about 
300 retail outlets. For its new station 
construction, the company has adopted 
a new butterfly-roof design. 

Bay is also moving into TBA. “We'll 
either provide TBA service to our 
stations direct or through a supplier,” 
says Leabo. “We’ll have that function- 
ing in the next year or 18 months.” 
Bay plans “rather extensive” market- 
ing of lube oil and asphalt. 

Another new twist for Bay is its 
switch to a metal imprinting device 
for its credit card system. The new 
“BAYmatic” card has been sent to 
10,000 Bay customers, with the ex- 
planation that it will mean faster and 
better service while eliminating billing 
errors. Additional thousands of the 
metal imprinting device will be dis- 
tributed this year. 

Leabo says Bay’s expansion will 
be concentrated in Kansas, Nebraska, 
Colorado and Wyoming. The com- 
pany will also build stations in Idaho, 
New Mexico, and Utah—virgin ter- 
ritory for Bay. “Generally the new 
stations will be leased to jobbers,” 
Leabo says. “There may possibly be 
a few salary stations.” 

Expansion is being projected in the 
Rockies, Leabo explains, “because this 
area is growing at the rate of 18% 
annually, while most of the rest of 
the country is around 8%, except the 
West and Gulf coasts.” 

No immediate expansion of Bay’s 
11,000 b/d refinery in Denver or its 
18,000 b/d refinery at Chalmette, La., 
is planned. But the company is eyeing 
additional refining capacity. “Possibly 
purchase of an established refinery 
will be decided upon,” says Leabo. 

—Frank Pitman 
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A MESSAGE TO AMERICAN INDUSTRY * 


ONE OF A SERIES 


After the Great Ford Foundation Gift... 


- What Still Remains To Be Done 
To Provide Decent Faculty Pay 


The Ford Foundation’s gift of a half bil- 
lion dollars to our privately supported col- 
leges, medical schools and hospitals, now 
being distributed, is magnificent. But it 
will be much more magnificent if it in- 
spires completion of the job to which it 
gives a lift. So far as the colleges and uni- 
versities are concerned, this job is prima- 
rily to rescue their faculty members from 
being second-class citizens economically. 


Even in a period when we have become ac- 
customed to astronomical financial figures, a 
half billion dollars remains an eye-popping 
gift. In fact, it is so imposing that a good many 
people who don’t read the fine print are apt to 
conclude that it must just about solve the finan- 
cial problem to which it is addressed. 


Goes Only a Small Way 


However, we have allowed college professors 
to fall so far behind the parade financially that 
the share of the Ford half billion dollar gift 
going directly to the improvement of faculty 
salaries ($210 million) will go only a small 
way financially toward doing what is necessary 
to provide adequate salaries. 

Completion of this job for our privately 
supported colleges and universities calls 
for: 


1. An increase in faculty salaries at least 
five times as great as that made possible by 
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the Ford gift merely to restore salaries to 
their 1939 purchasing power level and an 
increase fifteen times as great to provide 
adequate salaries today. 


2. Some difficult and courageous deci- 
sions by the heads of the colleges and uni- 
versities in apportioning the grants re- 
ceived by them. 


Terms of Gifts to Colleges 


The $210 million of the Ford Foundation 
gift going specifically to improve faculty sala- 
ries is being distributed on the following basis: 
Each of 615 privately supported, regionally ac- 
credited liberal arts and science colleges and 
universities receives a gift about equivalent to 
its last year’s teaching payroll. For ten years 
only the income from these gifts is to be devoted 
to raising faculty salaries. After that all the 
money can be spent in any way the institutions 
receiving it see fit. There is no requirement that 
universities having other than liberal arts and 
science schools limit use of the gifts to improv- 
ing salaries in these schools alone. They can 
spread it right through all their faculties if they 
wish. 


In addition to the gift of $210 million 
specifically directed to increasing faculty 
salaries, another gift of $50 million goes to a 
group of 126 institutions selected for spe- 
cially noteworthy leadership in improving 
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What's Happened to College Faculty Salaries* 
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the status and pay of teachers. For these 
schools the individual gifts add about 50% 
more to the amounts coming from the $210 
million fund. They can be used to improve 
faculty salaries if the institutions choose to 
do so, but this is not required by the terms of 
these gifts. 


The $210 million plus the $50 million should 
yield an income of $10-$13 million a year. Even 
if all this is used to raise salaries, it will be 
only a small step, however worthy, toward the 
$200 million per year the colleges need to meet 
their salary requirements adequately. 


Helps Some Who Need It Most 


In focussing its gift to improve faculty sala- 
ries in privately supported liberal arts and sci- 
ence colleges, the Ford Foundation aims at least 
part of the help at the spot where it is most des- 
perately needed. Numerous surveys have indi- 
cated that the most poorly paid of all college 
and university faculty members are those in 
small, privately endowed liberal arts colleges. 


But the overshadowing fact is that the 
teachers in our colleges and universities as 
a whole are badly underpaid. Just how badly 
is indicated by the chart above which first ap- 
peared in an earlier editorial. (Figures later 
than those for 1954 are not available.) 


The Ford gift will turn the indicator of fae- 
ulty salaries, which now lies far below the gen- 
eral salary trend, upward a few points. And it 
will do this in some places where salaries are 
below the wretched average shown by the chart. 


But the Crucial Test Remains 


College and university administrators will 
have the opportunity to extend further the proc- 
ess of getting the help provided by the Ford 
Foundation gifts where it is most needed. In 
general, this will mean giving it to senior fac- 
ulty members, in order to hold experienced 
teachers and make college teaching attractive 
as a career. But to make such a division in many 
schools will take extraordinary fortitude. 


The crucial test of the success of the enter- 
prise of the Ford Foundation in raising faculty 
salaries will lie in whether it prompts the rest 
of us—college alumni, individuals, business 
firms and legislators alike — to see that it is a 
great beginning, not a signal for a recess. 


Even with the Ford gifts providing $ 10- 
13 million a year, our privately supported 
colleges and universities must have an in- 
crease of about $190 million a year to 
provide decent faculty salaries. 


This is a job far beyond the capacity of 
the Ford Foundation, imposing though 
that is. It is a job far beyond the capacities 
of a few hundred large corporations and a 
few thousand wealthy individuals. If it is 
to be done, it is a job at which all of us 
must work with a will. 





This message is one of a series prepared by the 
McGraw-Hill Department of Economics to help 
increase public knowledge and understanding 
of important nationwide developments that are 
of particular concern to the business and pro- 
fessional community served by our industrial 
and technical publications. 


Permission is freely extended to newspapers, 
groups or individuals to quote or reprint all or 
parts of the text. 


PRESIDENT 


McGRAW-HILL PUBLISHING COMPANY, INC. 
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Shure installation at Domian Standard Service Station, Lindbergh at Conway, Ladue, Mo. 


This 12 ft. long by 7 ft. high Shure unit sells more gasoline, oil, and TBA items, too. 


WITH SHURE MERCHANDISING FIXTURES 


ane Every square foot of space sells bans 
= more service...more gas and oil KH a 





Shure engineers are currently designing and manufacturing selling-fixtures that bring 
in greater sales and profits to many of America’s leading oil companies. 


Your stations, too, will sell more home, garden, do-it-yourself, TBA items AND MORE 
GAS AND OIL when they're planned right with Shure-built interiors. 
Write for folder showing full line and suggested 
e arrangements for sales-room and lube-room. 


&9/hure “ 


[=i MANUFACTURING CORPORATION 


1601 S. HANLEY RD. « ST. LOUIS 17, MO. 
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Preventive Maintenance by Contractors: 


“TO AN OIL COMPANY, station 
maintenance is a necessary evil and a 
nuisance. To us, it’s our bread and 
butter. So our work has to be good.” 

That statement comes from the head 
of a Pennsylvania firm that specializes 
in preventive maintenance and repair 
work on other people’s station equip- 
ment. He is Carl W. Wolff, who 
formed his Petroleum Equipment Serv- 
ice & Maintenance Co. (PeSamCo) in 
Allentown 10 years ago. 

Outfits like PeSamCo are relatively 
new, but they’re already saving sub- 
stantial sums for many oil companies. 
Jobbers are interested, too. An opera- 
tions man at one major figures con- 
tractors save about $2,500 a year for 
every company man they replace. To- 
day, when a repairman dies, retires, 
or quits, this major looks for contact 
possibilities before deciding to hire a 
regular maintenance man. Says a 
spokesman, “We'll sign with a reliable 
contractor whenever we find one who 
can give us a better deal than our 
own man.” 

PeSamCo operates in a limited re- 
gional field—a 30-mile radius around 
Allentown. But Wolff is ready to cover 
a wider area as fast as contracts can 
be lined up. He even talks of setting 
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up “substations” to serve the more 
remote sectors if contract volume 
should justify it. 

Ultimately, Wolff visualizes a net- 
work of maintenance contractors like 
PeSamCo, all across the country. 
“If contractors could take over two- 
thirds of the pumps in use today,” he 
says, “it would be a big relief to the 
major oil companies, and a good thing 
for the contractors.” (1.5-2 million 
pumps are estimated to be in service 
at stations at this time.) 


What the Contract Covers 


Contract maintenance offers a wide 
range of services. For example, at a 
rate of $2.60 per pump each month, 
PeSamCo inspects, adjusts, and re- 
pairs not only the service station 
pumps but also the oil and kerosine 
equipment, air compressors, air and 
hydraulic apparatus, lifts (picture 
above shows PeSamCo foreman Paul 
Schwartz working on a customer’s lift), 
and aboveground lights and wiring. It 
does not include work on special signs, 
underground wiring or piping, paving, 
painting. Light bulbs, decals, and 
pump globes must be provided by the 
customer, but PeSamCo furnishes 
other parts. 


PeSamCo’s standard agreement pro- 
vides for three preventive maintenance 
inspections each year—two of them 
complete and detailed, one of them 
less stringent. There are exceptions to 
the rule. 

The PeSamCo contract that covers 
100 pumps at 60 Tide Water Asso- 
ciated Oil Co. stations and commercial 
accounts in the Allentown area is mod- 
ified to call for only two annual in- 
spections, one light and one heavy. 
PeSamCo’s agreement with Lehigh 
Valley Oil Co., a Calso jobber with 
10 stations, follows the three-inspec- 
tion formula. 

Included in the service at no extra 
charge are any emergency calls that 
may arise, and PeSamCo keeps men 
on call 24 hours a day, seven days a 
week. Wolff says PeSamCo averages 
about eight emergency calls a month, 
at around 3% hours per call. 


Who’s Interested 


Use of contract maintenance among 
the majors varies broadly. A few farm 
out maintenance almost as a matter 
of company policy. Some see only 
limited use for it—in rural areas, for 
example, but not in suburban or met- 
ropolitan districts. Others are frankly 
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EQUIPMENT SPECIALIST Paul Schwartz is a typical for-hire 
maintenance expert. He works for PeSamCo, Allentown, Pa. 
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CONTRACTING FIRMS like PeSamCo do a hefty job. Schwartz's 
regular tasks range from repairing pumps to wiring lights 


It's Shaping Up as a Coming Thing 


skeptical, though some say that union- 
negotiated wage increases for com- 
pany maintenance men are making 
outside contracts look steadily more 
attractive. 

A cross-section of major companies’ 
experience and opinion looks like this: 

Tide Water—This company has al- 
ready signed up with a number of con- 
tractors besides PeSamCo, covering 
over 500 retail outlets. It has also con- 
tracted for much of its truck main- 
tenance. On station maintenance, the 
company calls for competitive bids, 
figures comparative costs before 
awarding contracts. So far, Tide 
Water’s contracts are in non-metro- 
politan areas—in high-density dis- 
tricts, the advantage seems to work 
out in favor of the company main- 
tenance department. But in the last 
few years, with contractors moving 
into the picture, Tide Water’s main- 
tenance force has dropped. The com- 
pany isn’t telling what its total savings 
on contractors are, but it’s known that 
Tide Water has been writing contracts 
with average payments of $2.80 per 
pump per month. 

Esso Standard Oil Co.—In New 
Jersey alone, Esso is estimated to have 
1,600 to 1,800 pumps under contract 


to five maintenance outfits, and it has 
another half-dozen contracts in New 
England. Divisions in Maryland and 
Tennessee are investigating similar 
deals. The home office encourages di- 
visions to contract for maintenance 
whenever the situation warrants. 

Generally, says an Esso operations 
man, the company finds contracting 
most advantageous in rural areas. If 
a company man has to spend one-third 
to one-half of his time in travel to and 
from a job, Esso is inclined to consider 
contracting more efficient. 

Esso’s contractors are mostly pump 
and tank repair firms rather than 
equipment jobbers. In some localities, 
Esso provides parts if it stocks them. 
In others, it uses the PeSamCo type 
of deal. 

Shell Oil Co.—In the past five or 
six years, Shell has gone increasingly 
to outside contracting, usually on a 
negotiated basis of an hourly fee plus 
travel time. Last fall, Shell signed up 
with Petroleum Equipment Co. on a 
regular preventive maintenance and 
service contract for 153 pumps at 43 
stations in the Nashville area. 

The Texas Co.—In Nashville, too, 
Texaco signed a year ago with Petro- 
leum Equipment Co. for care of 339 
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pumps at 120 stations. Local Texaco 
people say the contract is working out 
satisfactorily, not only in regular main- 
tenance but also in jobs outside the 
contract that can be handled by Petro- 
leum Equipment men on the spot. 

Pure Oil Co.—This company, too, 
is on the maintenance contract band- 
wagon, as demonstrated by its Nash- 
ville contract on 111 pumps at 30 
stations. 

These companies, and other majors 
with varying degrees of experience and 
interest in contract service, will cite 
all kinds of advantages—and disad- 
vantages—of the system. 


Advantages 


In a cost-conscious business, it’s 
natural that most of the advantages 
cited should revolve around dollars- 
and-cents savings: 

e “We can save at least 50%, prob- 
ably more, of the cost of a company 
maintenance department,” says Wolff 
of his PeSamCo service. The saving 
comes in eliminating maintenance em- 
ployees, service trucks, and tools. It 
also cuts administrative and clerical 
work—usually the station operators 
are directed to call the contractors for 
repairs, instead of going through the 
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BEHIND SCENES is busy PeSamCo shop 


oil company office. 

e Less money has to be tied up in 
inventories of parts for the station 
equipment, parts for the maintenance 
trucks. This is a sizable problem for 
some major companies that have a 
variety of pumps, for example, still 
in service and requiring different re- 
placement parts. The equipment job- 
bers and tank and pump people can 
stock these parts more economically. 

e Preventive maintenance is more 
than a sideline with the contractors. 
It’s to their advantage to catch minor 
defects that could develop into more 
costly repairs later. They are less likely 
than company PM men to patch and 
make do. So the equipment and main- 
tenance dollar is likely to be spent 
more productively. 

Advocates of contract maintenance 
cite other less tangible advantages: 

e It enables the majors to budget 
their maintenance cost fairly accu- 
rately for a coming year. “Few ma- 
jors know what their maintenance ex- 
pense is,” says Wolff who estimates 
that PeSamCo’s contract covers 85% 
of normal equipment maintenance cost 
at a station. 

e Regular inspections and quicker 
service keep the dealers happy. “An 
operator who has no gripes about 
equipment is a big asset,” says Wolff. 

e It can be a lifesaver to the bigger 
jobbers, the ones who own 20 or more 
stations—enough to need full-time 
maintenance men, but not enough to 
justify an operation like that of the 
majors. 

e Contractors relieve the majors of 
a big manpower problem, freeing 
skilled company mechanics for more 
productive activity. 


Disadvantages 


Those who look skeptically on the 
contract system turn some of the same 
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Wolff: ‘The first thing contractors have to sell is their own integrity’ 


CARL WOLFF (left) runs the company 


arguments around the other way: 

e It’s not good, they say, for a 
major company to lose contact with 
its dealers, even in the small respect 
of handling a repair complaint. A 
Socony division manager remarks that 
his company had contract service 10 
years ago, but found it smarter to pay 
the extra cost of keeping its own main- 
tenance crew. Company men brought 
back stories of dealer dissatisfaction; 
contractors’ men didn’t. 

e Wherever stations are geograph- 
ically concentrated, a company usu- 
ally can do the job cheaper with its 
own men. Thus, the value of contract 
maintenance tends to be limited to 
the fringe areas of population. 

e Costs still vary unpredictably in 
the type of work not covered by con- 
tract. A Tide Water field man men- 
tions two 125,000-gal.-a-year stations 
under contract with PeSamCo that ran 
nine-month repair and maintenance 
costs of $272 and $64 respectively. 


What's New in 










The PeSamCo contract covered only 
$90 of the larger bill, but all of the 
smaller one; the extras came in a big 
lift repair job and some underground 
work. 

e Most important of all, how do 
you make sure your contractor is com- 
pletely reliable and won’t need expen- 
sive policing on quality and extent of 
service? “You can write out a beauti- 
ful program,” a Sinclair operations 
man observes, “then turn it over to 
an outside contractor and not know 
what will happen. We don’t have 
enough people to police the deal. 
Whether it works or not ‘depends 
largely on the integrity of the con- 
tractor.” 


What's the Outlook? 


On balance, it’s clear that interest 
in contract maintenance is growing. 
Even the skeptics say it is. The same 
Sinclair man who worries about polic- 
ing a contract goes on to say his divi- 
sion may sign up by the end of 1956, 
since maintenance is getting to be such 
a big problem. A Cities Service dis- 
trict maintenance superintendent has 
much the same feeling. “This looks 
like the coming thing,” he says. 

The more contractors there are, the 
more interest there is likely to be. 
Meanwhile, the contractors are con- 
scious that they are, in a sense, on 
trial. 

“Once contract maintenance gets 
rolling,” says Wolff, “it will gain mo- 
mentum fast. It’s difficult for us to 
break in, because this sets a departure 
from major company policy. The first 
thing contractors have to sell is their 
own integrity.” 


Equipment... 





Simplified grease gun 


... that utilizes a new hydraulic seal, 
called QUAD RINGS, is said to have 
less friction in operation and deliver 
more pressure. The maker says that 
the new seal eliminates several parts 
usually required in guns of this type 
and prevents the gun from becoming 
dirty and greasy. Stewart-Warner 
Corp., 1826 Diversey Pkwy., Chicago 
14, Ill. 


Circle No. I on Coupon, p. 130 


Aluminum manifolds 


. . . for petroleum tank-truck service 
are available in 2-in., 3-in., and 4-in. 
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sizes. They are designed for use on 
aluminum tanks but are suitable for 
service on steel tanks when absolute 
minimum weight is required. Betts 
Machine Co., Warren, Pa. 


Circle No. 2 on Coupon, p. 130 


Spark plug service 


. . . for the newer valve-in-head en- 
gines is claimed to be easier with the 
aid of a new Talco Spark Plug Tool. 
The _ screwdriver-like tool with a 
swivelling rubber tip is designed to do 
a fast job of getting plugs started in 
hard-to-get-at parts of the engine, and 
to save burnt fingers. The final tighten- 


(Continued on p. 130) 
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It takes a man who cares 


A man—like you at the service station—to 
keep cars on the go. 

Putting water in the battery is only one of 
the countless services you give along with the 
gasoline and motor oil you sell. 

The highest compression engine, fed with 
the highest octane gasoline, would soon go 
absolutely nowhere without a man like you. 


The kind of service you give depends 





a lot on the price you pay for gasoline and 





the price at which you sell it. If you make 





a reasonable profit, you can maintain the serv- 
ices the public expects and needs. If you don't, 
you ve got to skimp on service or shut up shop. 
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This is the reason why The Atlantic Re- 





fining Company: (1) —sells you top-quality 





gasoline at as low a price as that paid by any 
of your major brand competitors; (2) —recom- 
mends you protect your business investment 
and that of your fellow Atlantic dealers by 
not selling below Atlantic’s suggested mini- 
mum retail price for gasoline. 


Atlantic believes that both you and the 
motorist benefit from this price policy. By 








maintaining the suggested minimum retail 
price, you can earn a more stable income and 
therefore can provide the kind of service that 
matches your high-quality products. 


THE ATLANTIC REFINING COMPANY 





LJ equipment 


(Continued from p. 128) 


ing is done with a standard wrench. 
Talco Products Co., P. O. Box 27, 
Galion, Ohio. 


Circle No. 3 on Coupon, p. 130 


Power steering 


. can be installed on trucks with 
existing air supplies in two hours 
or less. The unit, called Air-O-Steer, 
can be hooked up without welding or 
any alterations on the truck. In the 
event of air failure, the system auto- 
matically reverts to manual steering. 
Air Applicators, Inc., 1522 S. E. 
Union Ave., Portland 14, Ore. 


Circle No. 4 on Coupon, p. 130 


Unreeling LP-gas hoses 


. at a 90° angle is possible with a 
new hose guide. Designed for use in 
city deliveries, where the driver some- 
times cannot back into the curb, it 
eliminates the need for pulling the 
hose straight out to the desired length 
before pulling it to the side. The guide 
is optional equipment on all Master 
“Time Saver” twin barrel LPG de- 
livery trucks. Master Tank & Welding 
Co., Dallas, Tex. 


Circle No. 5 on Coupon, p. 130 


Top entry ball valve 


: developed by the Rockwood 
Sprinkler Co., can be cleaned and ad- 
justed without removing it from the 
line. While the valve is still connected 
in the piping system, you can change 
the direction of flow and shut-off, 
change the sealing material, and place 
the handle in any one of eight posi- 
tions for more convenient operation. 
Rockwood Sprinkler Co., 38 Harlow 
St., Worcester 5, Mass. 


Circle No. 6 on Coupon, p. 130 


e FOR FURTHER INFORMATION 


Battery terminals 


... that are heavily corroded can be 
snapped free with a new lifter and 
scraper. The manufacturer says the 
tool is fast and efficient and will not 
harm battery or posts. Herbrand Tools, 
Fremont, Ohio. 


Circle No. 7 on Coupon, p. 130 


LP-gas meters 


. .. to speed home deliveries from tank 
trucks, and to speed loading of trucks 
at bulk plants, are being produced by 
the Neptune Meter Co. Neptune’s 112 - 
in. meter handles 60 gpm, and its 2-in. 
meter is rated at 100 gpm. Meters are 
the positive displacement type, and are 
designed to measure every drop that 
passes through them. Each is engi- 
neered to prevent vaporization that 
would result in over-registration. They 
also operate on a relatively low dif- 
ferential pressure. Neptune Meter Co., 
19 W. 50th St., New York 20, N. Y. 


Circle No. 8 on Coupon, p. 130 


Injector testing 


. . . for all GM Detroit diesels can 
be done on one tester with no major 
change in set-up. The tests it can be 
used for are: rack freeness, plunger 
freeness, spray pattern, valve opening 
pressure, holding pressure, and high 


On equipment or literature described in this issue: CIRCLE THE NUMBER 
below. Fill in the reply coupon, clip and mail to 


@ Readers’ Information Service 
NATIONAL PETROLEUM NEWS 


330 W. 42nd St., New York 36, N.Y. 


Your inquiry will be forwarded to the manufacturer. Void after June 25, 1956 
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pressure. To test different engines, all 
that is needed is a change of the 
threaded end connectors. Kent-Moore 
Organization, Inc., 5-105 General Mo- 
tors Building, Detroit, Mich. 

Circle No. 9 on Coupon, p. 130 


Pip-Jac 
. is a new pipe insulation made of 
preformed polyethylene. It needs no 
painting and never becomes brittle, 
the maker says. The product is precut 
to 6 ft. lengths and can be moved 
from one installation to another when 
necessary. Fastening is done with 
staples and a special adhesive tape. 
Pip-Jac Co., 295 Beverly Road, Pitts- 
burgh 16, Pa. 
Circle No. 10 on Coupon, p. 130 


Tubeless valve kit 


... contains supplies and tools needed 
for fast and efficient valve service. The 
kit includes three types of valves, 
valve parts, a pencil tire pressure 
gauge, depth gauge, valve extractor, 
and other necessary attachments. Serv- 
ice station cost for the new Valve-Pak 
Kit No. 5250 is $19.05. Dill Manu- 
facturing Co., Cleveland 3, Ohio. 


Circle No. 11 on Coupon, p. 130 


Automatic skylights 


. . open in case of fire or excessive 
heat. The new skylight satisfies fire 
codes that require a certain per- 
centage of roof area be fire-vented. 
When a fire occurs, a fusible link 
separates, causing the cover section to 
open and remain open until manually 
closed. Marco Co., 45 Greenwood 
Ave., East Orange, N. J. 


Circle No. 12 on Coupon, p. 130 


Fordomatic tool kits 


. .. are on the market to help mechan- 
ics service the more than three million 
Fordomatic and Merc-o-matic cars on 
the road. The kit is designed to supply 
all equipment needed to make external 
adjustments. The manufacturer says 
that the kit is the first and only one 
of its kind on the market, and that it 
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INDIANA 





Everything in Bulk Plant 
and 
Service Station Equipment 


INDIANA OIL EQUIPMENT CO. 


417 Madison Ave., 
Indi Pp ibe 4, Indi 











IOWA 





TRI-STATE EQUIPMENT COMPANY 
COMPLETE SALES & SERVICE ON QUALITY 
PETROLEUM DISPENSING EQUIPMENT 
ENGINEERING AND PLANNING 
SATISFACTORY INSTALLATION 
3923 €. I4th St., Des Moines, lowa, Phone 62-1975 
Member National Oi! Equipment Jobber Association 








MISSOURI 


THERE'S A G hoy PUMP 


FOR EVERY SIZE CONSUMER ACCOUNT 


GENERAL EQUIPMENT COMPANY 
3952 Clayton Ave., St. Louis 10, Mo. 








TRI-STATE EQUIPMENT COMPANY 
COMPLETE SALES & SERVICE ON QUALITY 
PETROLEUM DISPENSING EQUIPMENT 
ENGINEERING AND PLANNING 
SATISFACTORY INSTALLATION 
519 Southwest Bivd. RABSAS CITY 8, MO 
Phone HA-2335 
Member National Oil Equipment Jobber Association 











NEW JERSEY 





EQUIPMENT 
for the 
OIL INDUSTRY 


Rebuilt 
PUMPS—METERS—REGISTERS 
* 
PARTS FOR MOST PUMPS 
2 
TEN HOEVE BROTHERS 
359 McLean Bivd., Paterson, 3, N. J. 








NEW YORK 





EDWARD JOY COMPANY 
905 Canal St., Syracuse, N. Y. 
STOCKS FOR IMMEDIATE DELIVERY 
National by Buckeye Valves, Hannay Hose 
Reels, Pi & Fittings, Brunner Air Com- 
presen. ranberg Meters & Pumps, Phil- 
s Lights, Adamson Oil Storage Tanks, 
ECO ireflators, Ever-Tite Couplers, 
Rectorseal ree. Dope Tokheim & Bennett 
Farm Pumps 


VERN CLAPP 


(Big-shot Of) 
GASOLINE & OIL EQUIPMENT DIVISION 














will handle 75% of Fordomatic serv- 
ice jobs. Kent-Moore Organization, 
Inc., 5-105 General Motors Building, 
Detroit 2, Mich. 


Circle No. 13 on Coupon, p. 130 


Impact wrench 

. with a capacity of 1% in. is being 
added to the Thor Power Tool line. 
The new wrench delivers 720 blows 
per minute and consumes 12 c.f.m. of 
compressed air. The tool has been 
developed for heavy duty service on 
trucks and tractors. Thor Power Tool 
Co., Aurora, Ill. 

Circle No. 14 on Coupon, p. 130 
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Home battery charger 


. . is available in 6-volt and 12-volt 
models, for $19.95. The manufacturer 
says the charger is safe to operate and 
will bring a battery up to starting 
power overnight. The unit can be used 
on automobiles, boats and farm equip- 
ment. Buckeye Stamping Co., 555 
Marion Road, Columbus 7, Ohio. 


Circle No. 15 on Coupon, p. 130 


Automatic lube system 


. that shoots measured amounts of 
lubricant into as many as 30 lube 
points can be installed on any car on 
the road, according to its manufac- 
turer. Under normal operating condi- 
tions, the only attention the system 
needs is replenishment of lubricant 
supply. Stewart-Warner Corp., 1826 
Diversey Pkwy., Chicago 14, Ill. 

Circle No. 16 on Coupon, p. 130 


Safety brakes 


. . that go into operation when 
regular hydraulic systems fail are be- 
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NEW YORK 








RENICK & MAHONEY, INC. 
380 Second Avenue 
NEW YORK 10, N. Y. 
Service Station Equipment 
Bulk Plant—Truck Tank and 


Member of National Assecietion 
Of Oil Equipment Jobbers 





OHIO 





EQUIPMENT SALES CO. 
164 E. Exchange St., Akron 4, Ohle 
Phone—J 5-8215 


Hose ling Service. 
SALES—PARTS ENGINEERING SERVICE 








PENNSYLVANIA 





RUTLEDGE EQUIPMENT CO. 


334 Blvd. of Allies Pittsburgh 22, Pa. 


a Service Station Flood Lights 
C Seipnenl—Soaaye Valves & 
ittin 
Granco Pumps G Meters—Air 
Compressors 











E. O. HABHEGGER CO. 
24th & Fairmount Aves. 
PHILADELPHIA, 30 
Engineering & Equipment 
BULK TERMINALS TRUCKS 


SERVICE STATIONS 
MEMBER NAOEJ 





WEST VIRGINIA 








SMITH METERS 
H. H. TRUITT 


1403 8th Ave. 
Huntington 1, W. Va. 


Westinghouse Air Compressors 
Service Station or Bulk Plant Equip. 





WISCONSIN 





JABAS EQUIPMENT COMPANY 
Quality Equipment Lines 
Wayne-OPW-Granberg-Gates 
Grayco-Brown-Revere-Steel Shelving 
Complete Sales Service 


1226 Velp Ave. Green Bay, Wisc. 














Oil Marketing 
Equipment Jobbers 
This Is Your Market Place! 


Write today for Advertising 
Space Rates. 


NATIONAL PETROLEUM NEWS 
330 West 42nd Street 
New York 36, N. Y. 




















¥ 


"Cedar Falls, lowa, U.S.A. 


Sizes available: 
20-35-50-90-200 G.P.M. 


Size available: 100 G.P.M. 
EACH PUMP 


LL THESE ADVANTAGES 


IKING All-Weather Twin and Single 


BULK PLANT PUMPS 


Pumps with carbon graphite bearings that require... 


LUBRICATION 


Pumps equipped with mechanical seals assuring . . . 


LEAKAGE 


Complete units that are of All-Weather construction. . . 


Pumps that are fast self priming. . . 


PRIMING NECESSARY 


Send for the complete Viking Oil Equipment 
Pump Catalog today. Section G-r. and Br. 


VIKING PUMP COMPANY 


In Canada, it’s "ROTO-KING” pumps 
See our catalog in Sweets 





| 
| 
| 
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ing manufactured by the Safety Brake 
Corp. When any damage occurs in the 
regular braking system, the device 
is claimed to seal off that section, and 
so insure the effective operation of 
the other parts of the system. The 
price: $19.95 for automobiles; $29.95 
for trucks under 2% tons. Safety 
Brake Corp., 1800 S. Broadway, Okla- 
homa City, Okla. 

Circle No. 17 on Coupon, p. 130 


Automatic valve 
. . is said to handle oil, water, and 
gas under pressures up to 125 psi. 
The 34-in. solenoid valve is made of 
forged brass with packless construc- 
tion. Models are available either 
normally closed or open. The solenoid 
is energized by 10.5 watts AC or 10 
watts DC. Automatic Switch Co. 391 
Lakeside Ave., Orange, N. J. 
Circle No. 18 on Coupon, p. 130 
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Radiator cap wrench 


. is designed to allow the removal 
of pressure caps without steam burns. 
The wrench has a long handle and is 
designed to fit all pressure-type caps. 
Plews Oiler, Inc., 701 South 7th St., 
Minneapolis, Minn. 

Circle No. 19 on Coupon, p. 130 


Plastic laminate 


. with high temperature and ex- 
treme chemical resistance has been 
developed. It can be adhesive-bonded 
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to almost any contoured surface. The 
manufacturer claims that the product, 
called KEL-F, when installed on car- 
bon steel, can replace expensive alloys 
for many uses—such as linings for 
tanks, pipe, and other surfaces prone 
to corrosion. M. W. Kellogg Co., 225 
Broadway, New York 7, N. Y. 


Circle No. 20 on Coupon, p. 130 


All-purpose hose 
. that the manufacturer says is 
suitable for use with air, oil, water 
and mild chemicals, is being marketed 
under the trade name of Allflex. Ray- 
bestos-Manhattan, Inc. Passaic, N. J. 
Circle No. 21 on Coupon, p. 130 
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Flash-proof faucet 


. designed for use with volatile 
and inflammable fluids is equipped 
with a corrosion-resistant anti-flash 
screen in the nozzle. The faucet is said 
to be fume-tight, have positive shut- 
off and be easy to clean. All frictional 
contact is limited to the movement of 
plastic seal rings against the inside 
walls of the chamber. Economy Faucet 
Co., 12 New York Ave., Newark 1, 
Wed 

Circle No. 22 on Coupon, p. 130 


eee 


Headlight adjustments 


. .. that compensate for unlevel floors 
are a special feature of a new tool 
called Lev-L-Lite. It can also be used 
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Here’s trucking AUTOMATION that 
lets you combat High Cost Hauling 





Cost saving way to handle heavy 
packaged goods such as barrels, 
cylinders, carboys, crates, etc. One 
man with ao hand truck can handle 
any loading or unloading operati- 


at big savings of time. 


ANTHONY LIFT GATES 


FOR 3/4 TON and Larger Trucks and Semi-Trailers 


Model No. 144 handles loads up 
to 1000 Ibs. Cuts loading and 
unloading time 50%. 


= iE 


Model No. 145 handles up to 2000 
Ibs. on 1¥%-Ton and larger trucks 
and semi-trailers. 


Model No. 146 handles up to 4000 
Ibs. on heavy trucks and semi- 
trailers. 


7 ANT 


If high freight rates and costly delivery 
services are Cutting a swath out of your 
profit picture, here are five ways you 
can offset them. 


1. Speed up deliveries. 


2. Develop faster, easier ways of load- 
ing and unloading trucks. 


3. Systematize handling of bulky, awk- 
ward, heavy shipments. 


4. Prevent damage to goods, yet make 
it easier and safer for drivers to 
handle most shipments alone. 


5. Help drivers contribute to the satis- 
faction of the receiver. 


All of these advantages are yours when 
you install Lift Gates on your trucks. 
We will be glad to recommend the 
systems, the size and type of Gate best 
suited for your work. 


Write, wire or call us today—no obli- 
gation. One of our representatives is 
nearby. Dept. 5612 


HONY COMPANY 


Streator, Illinois 








Trade Mark Registered 
and Patent Pending 


%o/ STEEL GASOLINE 


PUMP ISLAND FORMS 


For that new service station or remodeling job. 
. » « Reduce gasoline pump installation costs . . . 
Saves concrete . . . Plenty of room to make 
suction pipe, electrical, water or air connections. 


No Chipping or Cracking 


Stays Neat and Attractive for Years ... 


WRITE FOR INFORMATION OR PRICES 


W. B. GOODE COMPANY 


2915 W. LEIGH ST. * RICHMOND 21, VA. 
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MODEL 635 with pre-set flow elolaiu ae) 


Set gallonage in advance—you need never leave 
the nozzle! Tokheim PRE-SET FLOW CON- 
TROL does the rest! Stays on full flow longer— 
saves pumping time. Smoothly, automatically 
reduces to secondary flow of 11 g.p.m.— within 
three seconds of full delivery. Gently cushions 
stop—eliminates shock. Saves strain on pipe- 
fittings and meter—prolongs equipment life. 
Accurately records gallonage delivered. Ticket 
Printer optional. Especially designed for tank 
trucks, bulk plants, airports, industry. See your 
Tokheim representative or write factory for 
literature and prices on this new Model 635. 


General Products Division 


TOKHEIM CORPORATION 


DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
1650 wasasH AVENUE S!NCE 1901 FORT WAYNE 1, INDIANA 


Factory Branch: 1309 Howard Street, San Francisco 3, California 
In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge Street, Toronto, Ontario 


134 








ALL THESE OUTSTANDING FEATURES! 


® 40 g.p.m. capacity—11 g.p.m. in last 3 seconds. 


Pre-set flow control determines gallonage—frees op- 
® erator—cushions shut-off. 


Standard 12” flanged inlet, outlet, air separator and 
® back-pressure valve. 


Same positive piston displacement-type measuring 
® unit as in Tokheim Computer Pumps. 


Veeder-Root Register and Totalizer—exclusive, lever- 
® type wheel settings. 


® Air separator inlet and strainer are reversible. 
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for regular horizontal and vertical 
alignments. Hopkins Manufacturing 
Co., Emporia, Kan. 


Circle No. 23 on Coupon, p. 130 
Self-priming pumps 


. .. that eliminate the need for stuffing 
boxes or shaft seals are available for 
gasoline and other solutions that must 
be kept free of contamination. The 
stainless steel pump has an inner sur- 
face of rubber or plastic. Units are 
available in capacity ratings from % 
to 20 gpm, and with vacuums up to 











Fuel gaging systems 

. Of the Liquidometer capacitor 
type are explained in a new booklet 
put out by Liquidometer Corp. The 
booklet describes true weight gaging 
systems, compensated and uncom- 
pensated capacitor-type fuel gages, re- 
peater indicators, fuel gage totalizing 
systems, selective indicators, and ther- 
mistor applications for fuel level warn- 
ing and control. Liquidometer Corp., 
Dept. S., Skillman Ave. & 36th St., 
Long Island City 1, N. Y. 

Circle No. 26 on Coupon, p. 130 


Erie gasoline pumps 

. are described in a new brochure 
put out by the company. Included are 
engineering specifications and con- 
struction details for both the regular 
single and dual models, and the new 
Aristocrat series. There are also sec- 
tional views of a displacement meter, 
pumping unit, and air eliminator. Erie 
Meter Systems, Inc., Erie, Pa. 

Circle No. 27 on Coupon, p. 130 


Solder-end valves 


. made by Lunkenheimer are de- 
scribed in a new circular. The bronze 
valves, designed as a companion line 
to the company’s screw-end series, 
are suitable for oil and gas lines—over 
and under the ground. Lunkenheimer 
Co., Box 360, Cincinnati 14, Ohio. 

Circle No. 28 on Coupon, p. 130 


Cost Record Book 


. . has been issued by the White 
Motor Co. as an aid to keeping truck 
records. The book provides a compre- 
hensive yet simple system of analyzing 
truck operation costs and can be used 
for any size fleet. White Motor Co., 
Cleveland, Ohio. 


Circle No. 29 on Coupon, p. 130 


LITERATURE 


26-in. of mercury. Vanton Pump & 
Equipment Corp. 201 Sweetland Ave., 
Hillside, N. J. 


Circle No. 24 on Coupon, p. 130 


Truck tire changer 


. . . can be tilted over on its base so 
that heavy tires can be rolled onto it. 
The unit is bolted permanently in 
place and is designed for one-man 
operation on either regular or tubeless 
tires. Coats Co., Fort Dodge, lowa. 


Circle No. 25 on Coupon, p. 130 











Lubricating equipment 


. catalog has been put out by the 
Gray Co. It describes both air- and 
hand-operated units, and the latest 
equipment for handling heavy-duty 
lubricants. Graco’s new line of air- 
operated pumps is featured. Gray Co., 
Inc., Minneapolis, Minn. 


Circle No. 30 on Coupon, p. 130 











James J. Gibbons has been ap- 
pointed sales manager of Bostrom 
Manufacturing Co., Milwaukee, pro- 
ducers of truck and farm tractor seat- 
ing equipment. Prior to joining Bos- 
trom, Gibbons was vice president in 
charge of sales for New Devices, Inc., 
of Detroit. 

e 

H. H. Charles has been appointed 
chairman of the board of directors of 
Choldun Mfg. Corp., manufacturers 
of auto service equipment. Charles 
founded the company in New Haven, 
Conn., in 1948. 

eo 

J. Walter Goar has been appointed 
sales representative for the Vanton 
Pump & Equipment Corp. His ter- 
ritory will include Minnesota, North 
and South Dakota, and parts of Wis- 
consin. 

e 

Murray W. McBride has been ap- 
pointed general sales manager of Eton 
Metal Products Co. He was formerly 
advertising and sales promotion man- 
ager of the Midland Implement Co. 

* 


Austin L. Hawk has been appointed 
manager of the western sales district 
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PERSONALS 


MANUFACTURERS 


B. F. Goodrich Co. is starting ex- 
pansion of its Miami plant. The new 
facilities will cost more than $4 mil- 
lion and will substantially increase the 
plant’s capacity for large off-the-road 
tires—as well as putting a greater 
number of sizes of these tires into 
production. The Miami factory is al- 
ready one of the largest BFG plants. 
It employs over 1,500 people. 

a 


Mack Belgium, S.A. has been 
formed to manufacture, assemble, and 
distribute Mack trucks, trolley busses 
and diesel motors throughout Europe. 
The company was set up to help meet 
the continuing large European demand 
for Mack equipment. 

o 

American Can Co. has started build- 
ing a new plant in Salem, Ore., that 
may cost about $1 million. The struc- 
ture will have about 135,000 sq. ft. of 
floor space, and a probable output of 
over 240 million containers annually. 
The plant, called a “necessary and 
timely broadening out of American 
Can Co.’s production base in Oregon,” 
is expected to be in operation this 
spring. 











of Raybestos-Manhattan, Inc. succeed- 
ing J. B. Wittrup, who retired. Hawk 
joined the company in 1929 and be- 
came assistant district manager in 
1951. He will supervise the sales of 
industrial rubber products. 

® 

Chet D. Hirsch has been appointed 
service manager of Allen Electric and 
Equipment Co. He will take over the 
expansion of repair and service facili- 
ties for owners of Allen equipment. 
Hirsch was formerly with Bendix 
Aviation Co. 

“ 

Robert R. Tisdall has been ap- 
pointed eastern regional automotive 
sales manager of the Gray Co., suc- 
ceeding A. F. Haberl, who has retired. 
Tisdall is rejoining Graco after an 
absence of several years, during which 
he was associated with the R. M. Hol- 
lingshead Corp. and the Amco Corp. 

. 


Joseph E. Cox has been elected vice 
president of Thermoid Co. and general 
manager of Essex Rubber, a Thermoid 
division. Cox, a veteran of 32 years in 
the rubber industry, has been with 
Essex since 1946, and before that 


(Continued on p. 136) 


135 





All Extruded 
Aluminum 











Extrudo-Lite 


f 2 


Made of T-6 extruded aluminum, Extrudo-lite has many 
features including its flexibility of size, as well as diver- 
sification of use. Extrudo-lite can multiply to any length 
and may be used flat or angularly. Standard use is in 
multiples of 4-6-8-12-16. Three finishes are available — 
natural aluminum, baked enamel and porcelain enamel. 


*Registered U.S. Patent Office 


MAGNI FLOOD 


38 NORTH SECOND AVENUE « MOUNT VERNON, N.Y. 
MOUNT VERNON 8-1385 


Manufacturers of a complete line of outdoor floodlights and accessories. 





=} equipment 


worked for the Goodyear Tire & Rub- 
ber Co. Thermoid Co. manufactures 
automotive brake linings and carpets, 
as well as asbestos and industrial rub- 
ber products. 
e 
Sal Colacuori has been appointed to 
the new position of sales supervisor, 
motor truck product development, of 
the International Harvester Co. Since 
1948, he has been general supervisor 
of motor truck sales engineering. The 
new position was created to facititate 
the constant study of engineering 
changes needed to meet customer re- 
quirements. 
o 
J. R. Wallace has been appointed 
products sales manager of non-food 
items for the metal division of Con- 
tinental Can Co. Among other prod- 
ucts, Wallace will be responsible for 
sales of metal cans for oil. He had 
previously been Continental’s district 
sales manager in the Boston area. 
e 
M. J. Drackett has been appointed 
sales manager, attachments section, of 
the Industrial Truck Division of Clark 
Equipment Co. The division manufac- 
tures fork-trucks and other product 
handling equipment. Drackett had been 
western sales manager for Globe Hoist 
Co., Philadelphia. 
e 

Roy W. Gron- 
auer has been 
elected vice pres- 
ident in charge of 
sales of the OPW 
Corp., manufac- 
turers of valves, 
fittings, and as- 
semblies for liq- 
uid handling. He 
joined the com- 

R. W. Gronauer pany in 1950 as 
a sales engineer, 
was appointed assistant general sales 
manager in 1952 and sales manager in 
1955. 
* 

R. K. Grobholz 
has been appoint- 
ed manager of 
the Worthington 
Corp.’s power 
pump sales divi- 
sion with head- 
quarters in Oil 
City, Pa. He suc- 
ceeds. A... F. 
Welsh, who has 

R. K. Grobholz been appointed 
manager of the 

marketing research division. Grobholz 
joined the company in 1943 as a test 
engineer. Before his present appoint- 
ment he served as manager of the 
reciprocating pump sales section. 
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Oil Marketers and their servicemen tell us that the 
priceless advantages of Bennett ownership are their 
traditionally low maintenance costs and their year 
in year out dependability. 

Bennett has been so soundly engineered and carefully 


built that it adds to the profit possibilities of every 
gallon of gasoline. 





Little wonder, then, that Marketers regard their 
(halt Bennett pumps with such deep enthusiasm — just as 
you will once you standardize on the new Bennett 

with its low maintenance cost. 





JOHN WOOD COMPANY - Bennett Pump Division ~ Muskegon, Michigan 
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ony Build your sales with 


Ae HB ECO ISLANDERS an TIREFLATORS 


D114) | 


> [iB Sign of the most progressive stations 
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ISLANDER 
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WATER 








© MODEL 244 AWT 
for water and 
automatic air 





service onty. Other Modern, fluorescent lighting p/us convenient water supply 
ai ety “ion plus dependable, accurate tire inflation . . . all combined 
mushroom light in one attractive, efficient unit right at the island... 
fixture, fluorescent . : 

wid Wedan tebe. give you eye-appealing layout, ease of entrance 


and exit and quick service with ECO ISLANDERS. 
The world’s most modern stations rely on ECO 
ISLANDERS to give them the added sales advantages 
that keep customers satisfied. Ask your JOHN WOOD 
Representative for full information about the 

ECO Islander and how it builds sales and profits. 











Joun Woop Company 
BENNETT PUMP DIVISION 
Muskegon, Michigan 


ECO TIREFLATORS 
are available for 
installation on 
drive, wall, post 
or in overhead re- 
mote locations — 
to meet any sta- 
tion's needs. 





District Offices: Albuquerque * Atlanta * Baltimore * Boston * Buffalo * Charleston * Chicago * Cleveland * Dallas * Denver * Detroit. * Kansas City 
Little Rock * Los Angeles * New Orleans * New York * Philadelphia * Pittsburgh + Rochester * Salt Lake * Seattle * St, Paul * San Francisco 


IN CANADA: Teronto * Montreal * Vancouver * Winnipeg EXPORT: John Wood international Corporation, 29 Broadway, N. Y. Cable ‘‘WOODINTER” 








Kentucky Petroleum Marketers 





wv ASSOCIATIONS 


The Colonels Are Feeling in the Pink 


BECAUSE things are pretty rosy in 
the Bluegrass State. At the annual 
business meeting of the Kentucky Pe- 
troleum Marketers Assn., the jobbers 
heard incoming president E. M. (Jack) 
Bailey review the situation in these 
terms: 

e Last year was a particularly good 
one for jobbers. 

e Margins have been holding up. 

e Relations with suppliers are good. 

Even though a milk-and-honey at- 
mosphere prevailed in the old Brown 
Hotel, Louisville, jobbers did have 
some bothersome problems to hash 
over. One, for example, is the practice 
of lending 275- and 300-gal. storage 
tanks to consumers to attract business. 
This practice, it was generally agreed, 
is more prevalent than it was a year 
ago. “How far are we going to take 
business away from our competitors?” 
complained Bailey, the new president. 
(For a biographical account of Bailey, 
see p. 179.) 

The distributors expressed dismay 
at their inability to build stations as 
the major suppliers do. “How can we 
get financing to compete with the car 
palaces the majors are putting up?” ex- 
claimed one. “We leave our right arm 
if we go to a supplier for help,” said 
another. “They tie our things up 10 
or 15 years.” A third lamented, “You 
can’t compete with the supplying com- 
panies for sites.” 

Key to that problem is long-term 
financing, which has been difficult for 
many jobbers to obtain. A Small Busi- 
ness Administration representative 
explained SBA’s new plan for giving 
long-term $15,000 loans (NPN, Feb. 
*56, p. 42). 

Loss of commercial account busi- 
ness still rankles. Bailey observed, 
“We condemn this practice. NOJC 
hasn’t done anything. I can’t say that 
I as an individual or we as an associa- 
tion can do anything.” 

This led to a discussion on what 
stand to take on the depletion allow- 
ance. The Kentucky delegation split 
at the NOJC meeting last November 
in Chicago. The question was whether 
NOJC should urge that the depletion 
allowance be investigated by Washing- 
ton agencies. An NOJC_ report 
claimed that some suppliers use bene- 
fits from the depletion allowance for 
drilling to subsidize marketing opera- 
tions—to the detriment of indepen- 
dent distributors. One motion said the 


delegate should be instructed to ad- 
vocate an investigation (i.e., supporting 
the NOJC report, which has been 
shelved until the next NOJC meeting). 
This motion was rejected. Instead, the 
jobbers voted to give the delegation 
freedom of action. 

The general tenor seemed to be this: 
The Kentucky marketers are loath to 
turn to Washington to work out 
troubles with another segment of the 
industry. 


Kansas Oil Men 





The jobbers voted to hold a semi- 
annual meeting in June or July, sup- 
plementing the annual January busi- 
ness meeting. 

This year’s meeting drew about 200 
registrants. Climaxing the jammed 
two-day program was a banquet with a 
surprise silver anniversary presentation 
honoring Herbert L. Clay, executive 
secretary (see p. 179). Said one mem- 
ber, “This is a great one-man show 
Herb Clay puts on.” 


Kansans Roll With the Punches 


FOR MOST jobbers, particularly in 
the urban areas, anticipate a good year 
in 1956. But there is one dark cloud 
on the horizon—the spector of 
drought. 

A brilliant sun beamed from a cloud- 
less sky when the Kansas Oil Men’s 
Assn. held its 41st annual convention 
at Hutchinson in January. This made 
for good driving conditions, a large 
attendance, and pleasant strolls down 
the busy streets of Hutchinson. 

But many anxious eyes turned sky- 
ward in search of clouds that might 
bring needed snows for the state’s im- 
portant winter wheat crop. Some areas 
had already suffered through two or 
three years of extreme drought. 

Said one Kansas jobber: “Another 
crop failure this year will mean that 
many jobbers will run out of money, 
too. It’s either that, or withdraw his 
farm credit. But it’s difficult for a rural 
jobber to take such extreme measures. 
The farmers are his main customers. 
If the farmer doesn’t have a crop, he 


doesn’t have any cash. So how’s the :, 


jobber going to collect? About all he 
can do is go along with the farmer, 
hoping that the rains come.” 

By the end of January, snow was 
falling in Kansas. Jobbers joined 
farmers in hoping it would be enough. 

Brighter Picture—Except for the 
drought areas, Kansas jobbers antici- 
pate increased sales in 1956. 

“Things generally are in good 
shape,” explained one prominent job- 
ber. “Business is holding up well in 
our towns and cities. And our problem 
on commercial accounts isn’t nearly as 
bad out here as it apparently is in 
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other sections of the country. 

“Our jobbers still have a pretty good 
slice of the commercial account busi- 
ness and they're able to make some 
money on it. Maybe that’s because 
we're so far away from the center of 
things and the bad practices haven't 
reached us yet. But we have pretty 
good relations with our suppliers— 
always have. 

“If problems arise ‘ve can usually 
get them to sit down with us and iron 
them out. That’s the way we’ve always 
operated in Kansas.” 

NOJC Choice—Kansas was still on 
the fence as to what it should do about 
remaining as a member of the Na- 
tional Oil Jobbers Council. Kansas 
hadn’t withdrawn from NOJC; neither 
had it paid any 1956 dues. 

According to William L. Kistler of 
Coffeyville, newly elected president, 
the board was planning to invite Clint 
K. Elliott, NOJC president, to appear 
before the directors sometime in 
February, to determine whether some 
sort of a compromise could be worked 
out on the dues problem. 

NOIC wasn’t discussed openly at an 
association business session. But the 
membership adopted, without com- 
ment, a brief resolution endorsing the 
statement of E. D. Erickson of Linds- 
borg, former president, at last Novem- 
ber’s NOJC meeting. 

Erickson flatly told NOJC then that 
Kansas couldn’t pay the increased 
dues and protested the use of “threat- 
ening tactics.” 

But if NOJC wasn’t discussed in the 
formal meetings, it came up for plenty 
of informal debate in the corridors and 
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entertainment rooms. The 24-member 
board of directors is well divided. 

Generally speaking, members who 
had attended NOJC meetings thought 
that Kansas should make every effort 
to remain in the fold. But others, and 
particularly those from smaller com- 
munities, contended that Kansas would 
be better off to “go it alone.” 

The attitude of these directors was 
summed up by one longtime board 
member who commented, “KOMA 
doesn’t have any money, and we don’t 
want any. NOIJC is trying to get too 





STATIONMASTER 


15° Wide Angle Horizontal ‘'T"’ Light 


° big. It’s trying to take the place of the 
< local associations. And I don’t want 

Combines graceful styling... finest ° A New any part of it.” 

engineering... extra rigid, extra solid, super : Design Commercial Action—The Kansas 

tough, one-piece body... built like a bridge— . association “commended” Standard Oil 

will not sag... weather sealed— : In Station Co. (Indiana) for its new policy of re- 

fully gasketed ... produces more glare-free : Lights! tie cg cotygeonyera yosortong oe 


natural light without harshness... 
has fully adjustable sliding pole fitters. 
Send for Catalog 


COMPCO corPorRATION 


2251 W. St. Paul Ave. 
Chicago 47, Illinois 


Kansas condemned “the practice of di- 
rect sales . . . to consumers at the same 
prices, or lower, than those quoted to 
jobbers in the same market.” 

Principal speakers at the convention 
were Frank M. Porter, president of the 
API, and Reid Brazell, of Alma, 
Mich., president of the Western 
Petroleum Refiners Assn. 

Porter called for cooperation among 
all branches of the industry for de- 
fense “against many insidious and ill- 
intentioned detractors.” 

“Let us not be so reckless in making 
charges against one another that we 
eventually become too preoccupied 
with defending ourselves against our- 
selves,” Porter said. 

“Certainly, one must admit that 
there are some abuses and unsound 
practices to be found today in. . . this 
highly competitive industry of ours 
.... The producers, the refiners, and 
the transporters all have their com- 
plaints and each group is sincere in its 
belief that its difficulties are more 
critical than those of others.” 

Brazell agreed that the various seg- 
ments of the industry “must stop bick- 
ering and start enlightening the public 
in order to combat the imminent 
danger of control by federal and state 
governments.” 

New officers of KOMA are: William 
L. Kistler, Fred Kistler Oil Co., Cof- 
feyville, president; and William L. 
Oswald, O. K. Service, Hutchinson, 
vice president. 

New board members are: Ernest 
Unruh, Unruh’s, Newton; S. R. 
Knight, Princeton Oil Co., Princeton; 
William Watson, Watson’s West Gate 


A | Oil Co., Marysville; and A. D. (Bud) 
f \ACHOLS ENGINEERING CO. Eubank, City Oil & Gas Co., Kansas 


3816 W. GRAND AVE., CHICAGO 51}, ILL | Wes on City. 
SERVING INDUSTRY SINCE 1894 if x Re-elected to the board were: Dean 
% % 0 eS (Continued on p. 140) 









Model NECO-2A 
is outfitted with 
lights, access ladder, 
incorporates piping. 

















Eliminate dangerous hazards of 
working on slippery tank car tops. 
Avoid costly, heartbreaking acci- 
dents. Protect your employees — 
make them more efficient. 

Custom built vertically adjustable 
platforms available in a range of 
prices. Hydraulically or manually 
operated. Write for pictures, speci- 
fications, information. 
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Whos handling = 
public relations for you 
behind the Iron Curtain? 





It’s not an easy assignment—or the kind you'll find many 
people volunteering for. Ce 


But there is an important “public relations” job to be done 
behind the Iron Curtain—for you . . . for America . . . for the 
whole concept of freedom, free enterprise and individual 
rights. This job is an opportunity and a challenge as well as 
a serious responsibility for American business. Fortunately, 
with your help, there is an agency that can do the job— 
Crusade for Freedom, which supports Radio Free Europe 
and Free Europe Press. 


Both these powerful, privately operated organizations 
continually challenge the barrage of Communist misstate- 
ments and false truths. Using saturation radio broadcasts P. 
and mass newspaper drops from message balloons, Radio 
Free Europe and Free Europe Press are constantly on 
the offensive against the Red campaign to annihilate 
right, reason and national pride. 














Continued and heated Communist protests testify to 
the tremendous effectiveness of Radio Free Europe 
and Free Europe Press. Support freely given by free 
American business and private citizens will increase 
this effectiveness and the scope of their operations. 
A contribution now is perhaps the best investment 
you can make towards a peaceful, prosperous world. 


Give generously. It’s your future! 


Check list for business executives 
in the Crusade for Freedom 





(1) Order display material for your company bulletin board. 


CZ Plan a paycheck stuffer to fully acquaint your employees 
with the importance of the Crusade for Freedom. 


C) Plan to conduct an in-company solicitation. 


CL) Match employee funds with your Truth Dollars. 
and information write CRUSADE FOR FREEDOM, , 
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For campaign material East 46th St., N. Y. C. 17. 

















Research: Constant, never-ending research, a basic 
Canfield. policy, keeps Canfield out in front of all new 
automotive developments and lubrication require- 
ments. It is the reason for Canfield’s enviable reputation 
as a dependable source of supply for the ‘‘Latest in 
Lubrication’’. 


Refining: By solvent refining carefully selected paraffin 
base crude to a natural 95/100 V.I., Canfield base stocks 
and finished products are tougher... cleaner... ensure 
superior performance in every type of heavy duty service. 


Reliability: Since 1886 oil marketers all over the world 
have relied on Canfield quality and Canfield service 
to help them grow and prosper. 


Write us for full information about 
the basic 3 R’s of Canfield superiority. 
No obligation, of course. We shall be 
glad to be of service. 


CANFIELD OIL COMPANY 


General Offices: Cleveland 27, Ohio 








PLANTS & gele) ololit a xe) ‘ Cleveland, (@) sires Jersey Gihe | 2S Memph s, Tenn 
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Spencer, Spencer Oil Co., Oakley; Ray 
DuRoss, DuRoss-Ehrhardt Oil Co., 
Wichita; and Ed Funk, Funk & Young 
Oil Co., Concordia. 


Northwest 


Stop Playing Banker 


ATTENDANCE was pushing 1,000 at 
the Northwest Petroleum Assn.’s 33rd 
annual meeting in Minneapolis last 
month, and the gathering looked pros- 
perous. But M. L. Rufer of Standard 
Oil Co. (Indiana) was on hand to 
warn the jobbers to stop extending 
long-term credits to farmers, and Paul 
E. Hadlick, general counsel of Na- 
tional Oil Marketers Assn., delivered 
a bitter attack against integrated oil 
companies and independent producers. 

Rufer told Minnesota and North 
Dakota jobbers—who rely heavily on 
farm business—that long-term credits 
are costing them money. Such credits 
amount to financing rather than simple 
credit extension, said Rufer, adding 
that his company is currently operating 
on a three-month plan (NPN, July ’55, 
p. 80). Standard, he said, collects bet- 
ter than 90% of consumer credit sales 
from farmers during the first three 
months of the year. 

Hadlick struck at legislation and 
regulation of the industry as a “gigantic 
and fantastic scheme to fleece the 
public and make agents out of you 
who would be independent.” 

New president of Northwest is Glen 
Nelson, Pioneer Oil and Coal Co., Far- 
go, N. D. Other officers are: John 
Kuther, Mille Lacs Oil Co., Milaca, 
Minn., vice-president; N. R. Distel, 
Distel Oil Co., LeSueur, Minn., treas- 
urer; and H. F. Horning, secretary. 
New directors are: 

Minnesota Division — Fred Meyer, 
Grand Rapids Tire Service, Grand 
Rapids; Ralph Dahlstrom, Alvarado 
Oil Co., Alvarado; Leonard Sweeney, 
Sweeney-Lindquist Oil Co., Little 
Falls; Ed Kopplin, Kopplin Oil Co., 
Litchfield; Archie Eagles, Harbor City 
Oil Co., Duluth; Tom Gemlo, Petrol- 
eum Service Co., Minneapolis; N. R. 
Distel, Distel Oil Co., LeSueur. 

Twin Cities Division—Craig Shaver, 
Dickey & Shaver, Inc.; Wayzata, 
Minn.; Richard Bassett, Bassett Oil 
Co., St. Paul; Gerald Johnson, John- 
son Bros. Oil Co., Minneapolis. North 
Dakota Division—Ross Page, Page Oil 
Co., Cavalier; John Decker, Minot; A. 
J. Nelson, Nelson Farm Service, Ful- 
lerton; and R. H. Bob Tallman, Tall- 
man Oil Co., Fargo. a 
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Choose Your Tire Changer from 


5 BISHMAN Models $]1()95° 


Fifteen Reasons Why... 
BISHMAN is a Better Buy! 


@ RIM FLANGE CHUCK takes 14” to 17” drop and semi-drop center rims 
without extra attachments. 

@ BUILT-ON simultaneous double bead breaker. 

@ AUTOMATIC ADJUSTMENT of wide bead breaker shoes. 

@ ONE SETTING of rotating arm mounts and dismounts tires. 

@SLIDES BEAD over rim—no jamming or forcing. 

@LESS SPACE... operates against wall or in corner. 

e@ CAN’T DAMAGE AIR SEALS on tubeless tires when mounting, dismounting 
or breaking beads. 

e@SAFETY TUBES mounted and dismounted with regular arm. 

@ ALL STEEL welded construction. 

@ ONE POSITION OPERATION ...no walking around machine. 

@ RIMS, WHEEL WEIGHTS, white sidewalls not touched by rotating arm or 
bead breaker shoes. 

@ AIR SEALS on tubeless tires cannot be damaged. 

@ ONE ROTATING ARM mounts and dismounts tires and safety tubes. 

@NO GADGETS or additional equipment needed. 

e@WILL HANDLE NEW 14” WHEELS COMING ON ’57 CARS. 










5 BISHMAN tire changer 
models use methods approved 
by major rubber companies. 
ELECTRIC POWER MODELS: 

#880 Electric Tire Changer 

#880U Portable Electric Tire Changer 
MECHANICAL POWER MODELS: 


#881A Complete with double bead 
breaker 

#881B Includes #918 bead breaker 

#881C Tire Changer less bead breaker 


BISHMAN Model #881A Mechanical Tire Changer 
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Bishma 


as low as 


The old strong-arm methods of prying 
and pounding tires off and onto rims 
just don’t work with tubeless tires. It’s 
too easy to damage the air seals with 
tire irons and hammers... and when 
you damage a tubeless tire it will cost 
you a customer or a new tire. 

A BIsHMAN Tire Changer 
not only speeds up the job but 
it insures against damage. The 
shoe on the rotating arm slides 
the bead over the rim without 
touching the air seals, rim or 
wheel weights. The same tool, 
with the same setting, both 
mounts and dismounts tires. 
No extra tools or gadgets are 
needed. 






















eek 


BISHMAN Model #880 Electric Tire Changer 


The built-on double bead breaker breaks both beads 
with one stroke and the wide shoes can’t slip to 
damage air seals or sidewalls. The three point chuck 
holds the rim securely and is quickly adjusted to any 
size from 14” to 17” inclusive. You can be sure with a 
BISHMAN that your tire changer will handle the 14” 
wheels that are coming on the ’57 cars even if they 
have no disc. 


You can make more profits now and be prepared 
for the future with any one of the 5 BISHMAN 
Tire Changer Models. Ask your Equipment Jobber 
or write direct for complete details. 


MANUFACTURING CO. 
OSSEO 24, MINNESOTA 
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Protect your product purity 








with 





quality-controlled 


shipping 








Now you can extend the results of 
your own exacting quality control 
measures right to your customer’s 
door. Quality controlled shipping in 
USS Steel Drums is the answer. 
HERE’S WHY: 

Both the inside and outside of every 
drum-body, head and bottom are 
completely descaled. Following this, 
all surfaces are purged with an 
alkali solution that removes every 
single trace of processing dirt and 
grease. The final step is to complete- 
ly cover all surfaces of the drum- 
body and both ends with a special 


phosphate solution that provides 
long - term protection from rust. 
These careful production steps add 
up to complete protection for your 
product — when your shipping is 
done in USS Steel Drums. 


Gr tH 


USS Steel Drums are available in 
sizes from 214 to 110 gallons... 
plain or decorated. One of our many 
sizes and shapes of fittings is sure to 
meet your specifications. 


“It’s Better to Ship in Steel” 
UNITED STATES STEEL PRODUCTS 


DIVISION 
UNITED STATES STEEL CORPORATION 
DEPT. 136, 30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 


Los Angeles and Alameda, Calif. * Port Arthur, Texas 
Chicago, Ill. * New Orleans, La. * Sharon, Pa. * Camden, N. J. 


STEEL DRUMS @® 


TED STATES 
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High Intensity 
<= Model AIR 


Area Illuminator, Rapid Start 






1000 ma. 4 or 6 lamp fixture, open faced 
or Plexiglass enclosed. Mounted on 
Model HSP Hinged Pole. 

















<= Model NAIR 


NEW Area Illuminator, Rapid Start 






800 ma. 4 or 6 lamp fixture, open 
faced or Plexiglass enclosed. Mounted 
on Model HSP Hinged Pole. 











Distributors 
in ALL 
Principal Cities! 


Model NALR => 


NEW “Angle-Lume” Rapid Start 










Available in any length 
in increments of 2-feet. 










1) Model AL 


““Angle-Lume” Slimline Fixture 
Available in any length in increments of 
2-feet. 


Adjustable Mounting 
Brackets on ALL 
Angle Fixtures! 





a 


<< 


* = Model FLRS 


“Elat-Lume”’ Rapid Start 




















Right above: Model CPS Cor- 
rugated Support Post. Left, 
above: Model TSP, Tapered 
Square Post. Available in various 
adjustable mounting heights. 


Whiteway’s high performance fixture 
utilizing 1000 ma. lamps and ballasts. 








WRITE, NOW, FOR 
FREE CATALOG! 


If you need lighting, you need White- 
way’s new catalog showing the best. 
WRITE TODAY! 





DEDICATED TO QUALITY AND SERVICE 


MANUFACTURING COMPANY 
1736 Dreman Ave., Cincinnati 23, Ohio 


PIONEERS IN FLUORESCENT OUTDOOR LIGHTING EQUIPMENT FOR PROGRESSIVE SERVICE STATIONS 
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70% of your customers need 


This profitable business is 
a lot easier to handle with 
these 6 low-cost Champion aids! 


There’s a real “gold mine” under the 
hoods of your customers’ cars—dirty, 
corroded and fouled spark plugs! Seven 
out of every ten cars need spark plug 
service or replacement, and Champion 
offers you the right tools for doing the 
job quickly and profitably. With this 
low-cost equipment, specially designed 
by Champion service experts for quickly 
spotting and cleaning those misfiring, 
power-wasting plugs, you spend less 
time on the job. You can handle more 
plug jobs in a day, and clear more 
profit on each job. 


But, you’ve got to ASK FOR THE 
BUSINESS! Ask your customer how 
long it has been since his plugs were 
changed or serviced. If he doesn’t 
know, or if it’s near 10,000 miles, re- 
mind him that worn-out plugs can 


waste power and cost him money. 
Recommend a plug service job. Then 
show him a badly fouled or corroded 
plug from his engine. Suggest replacing 
the worn-out plugs with new 5-rib 
Champions. Chances are he’ll take your 
advice and spend a little more to get 
the extra zip and quicker starting 
offered by new, full-firing Champions. 


But these extra, money-making sales 
begin with service. And for profitable 
service, you need all the Champion 
service aids shown at right. (If you 
have a spark plug service unit that’s 
more than five years old, it will pay you 
to get a new unit—the improved, more 
efficient 700 Series Service Unit.) 
Order these units from your automotive 
supply wholesaler now and be ready 
for the big “spring tune-up” season. 


oS ae 


March, 1956 





P.S. Au you Chevy dealers will be interested to know that your 
Chevrolets took first, second and third place in the 100-mile NASCAR 
Grand National at West Palm Beach—and all three used 5-rib Champions! 


ORDER YOUR CHAMPION SERVICE AIDS NOW 
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Spark Plug service now / 


700 SERIES SERVICE UNIT 


The heart of your spark plug sales and 
service operation. For better results in profit 
and efficiency, replace your old unit with one 
of these improved, modernized Champion 
units. Compares old-plug performance against 
new Champion Spark Plug. Cleans hard-to- 
reach areas. New features include: sturdier 
legs; recessed spark viewer for better, 
safer vision; more conveniently located 
adapter holders; larger comparator gauge (a 
Champion exclusive). Height 431%” (in- 
cluding 271%” legs). Width at floor 2034”. 
Depth at floor 1534”. Compressed air re- 
quirements, 120-180 P.S.I. Also available in 
bench model............ ...Only $49.95 
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PM-1 
SPARK PLUG 
VIEWER 





SPARK PLUG 
FIRING INDICATOR FT-2 


Flashes provide fast, simple and 
effective check of voltage to plug. 
Works on standard or rubber 
covered plug terminals. Handy 
pocket clip. Length 47%”. Diam- 
eter %%" $1.00 










Magnifying light for close inspection of electrodes and 
insulator. Reveals incomplete cleaning. Dramatizes 
need for new plugs. Has 2% magnification lens 
in tough, durable ‘““Tenite’’ housing. Chrome-plated 
battery case. Tool rack mounting ring. Flashlight 
batteries extra. 8” x 3” x 214”.... .$3.50 


SOSCSSSSSESSSSSCSSSESESESESSEEEEEESE 












SPARK PLUGS 


4 


am 





ABRASIVE 


fOmPoUND 


” 


” ¢ 





CHAMPION ABRASIVE 
COMPOUND #533 


For Champion “dry abrasive” 


WG-300 GAP TOOL 
Multi-purpose tool for gauging, 
dressing and setting electrode gaps. 
spark plug cleaners. Contains one Also checks used gasket condition. 
full charge of abrasive, one *622 Tough “Tenite II,”  steel-rein- 
Nozzle Tip, one *522A Nozzle Tip, forced body. 334” x 144”. Weight 
one #522B Gasket. ..50¢ per can 9/10 0z... eae 


AG GASKET VENDER 


Holds 200 assorted gaskets: 10mm., 
14mm., 18mm., and 7%” sizes. 
Unit size 45,” x 6” x 2”. 

tec ee $2.50 per unit 


SSCESSSHSSSSEESEESESESEHSSSEESE 
SCHHSSSSSSSSSSSSEHSHOSHEBSOSESES 


CHAMPION SPARK PLUG CO. ¢ TOLEDO 1, OHIO 
CASH IN ON “SPRING TUNE-UP” BUSINESS! 
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AND 
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Distillate, Residual Stocks 


O IL MARKETERS are probably pay- 
ing closer attention to product 
stocks now than they have for many a 
month. 

e Distillate inventories have made 
whopping declines in the past month. 

e Residual stocks are close to the 
lowest level in 10 years. 

e And gasoline inventories early in 
February were approaching the all- 
time peak hit last April. 

Middle distillate prices advanced 
0.125¢ to 0.25¢ gal. in many primary 
supply markets, and residual fuels 
were up another 5¢ bbl. in the Mid- 
Continent. Other price highlights in 
February markets: 

Standard Oil Co. of California post- 
ed a 5¢ bbl. increase for 14-14.9 grav- 
ity crude in all fields where it buys; 
other grades below 26 gravity were 
advanced in lesser amounts. New price 
for 21-21.9 gravity oil in Signal Hill 
(Long Beach) field is $2.41 bbl. Stand- 
ard also advanced its heavy fuel prices 
by 10¢ to 15¢ bbl. Higher prices 
pointed up the increasing tightness that 
has developed in West Coast heavy oil 
markets since large quantities of resi- 
dual fuel were shipped to the East 
Coast last summer. 

South Penn Oil Co. boosted Penn- 
sylvania-grade crude another“15¢ bbl. 
The increase was the sixth in a series 
of price advances that have carried 
Bradford district oil from a low of 
$3.23 in September, 1954, to $4.00 
bbl. currently. Higher prices were 
justified by refiners’ continued demand 
for greater amount of crude oil, South 
Penn said in announcing the boost. 

Natural gasoline dipped 0.5¢ to 5.5¢ 
gal. Group 3 and 5¢ Breckenridge, 
despite the fact that most manufac- 
turers were still experiencing a good 
demand for blending winter motor 
fuel. 

Tank wagon prices for both pre- 
mium and regular-grade gasolines were 
advanced 0.5¢ gal. generally through- 
out Texas, first by Continental Oil 
©o. and then by Humble Oil & Re- 
fining Co. In the East, Atlantic Re- 
fining extended to Delaware the sug- 
gested minimum retail gasoline price 
policy it adopted in Pennsylvania early 
in December (NPN, Jan. ’56, p. 33). 

The pull on burning oil inventories 
kept refiners busy renewing acquain- 
tances in efforts to find material to 
supplement their own production. This 
was especially true in the Midwest. 
With the winter running colder than 
normal, demand was far in excess of 
pre-season estimates. 

Toward mid-February, temperatures 
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began to moderate, and this tended to 
slow down the buyer rush for distillate 
fuels. Barging on inland waterways 
was still difficult to obtain in the open 
market, however. 


DISTRICTS 


Atlantic Coast 


In January, Atlantic Coast suppliers 
generally felt they could ride com- 
fortably through the heating season— 
inventories then were adequate to meet 
the heavy demands of distributors. But 
skyrocketing tanker rates for coast- 
wise shipments tended to shut off open 
market movement from the Gulf. 

At New York, a strike of truck 
drivers against independent distribu- 
tors cut off about 60% of the retail 
deliveries of both light and heavy fuel 
oils for five days. The strike ended, 
however, before supplies had backed 
up appreciably at barge terminals. 

Large independent distributors at 
New York advanced their yard and 
tank wagon prices to cover wage in- 
creases granted to drivers. Kerosine 
and No. 2 fuel postings were advanced 
0.1¢ gal., Nos. 4 and 6 postings 5¢ bbl. 
Esso Standard, Socony Mobil and 
other major suppliers met the inde- 
pendents’ increases. 


Gulf Coast 


Gulf refiners endeavored to push 
gasoline in package deals with sales of 
No. 2 fuel. There were reports that 
most grades of gasoline could be 
“shaded” by 0.25¢ gal. in such tie-in 
deals. But if any such combination 
sales were made, they were not dis- 
closed. 

Several cargoes of No. 2 fuel were 
sold by independents to major East 
Coast marketers, with the low quoted 
price (9¢ gal.) reportedly obtained in 
each transaction. Several refiners said 
they were sold up on both kerosine and 
No. 2 fuel through Feburary. 

Kerosine was even tighter than No. 
2 fuel—surprisingly so, according to 
some refiners. The low for kerosine 
moved up 0.125¢, to 9.5¢ gal. A cold 
wave in the southeastern states caused 
a heavy drain on Gulf Coast supplies. 

After an 11-month lapse, aviation 
gasoline quotations were resumed at 
the Gulf. A major refiner quoted 18.5¢ 
gal. for grade 115/145, 17¢ for grade 
100/130, and 15.5¢ for 91/96. This 
refiner expects to have a full cargo of 
top-grade aviation gasoline available 
for open market sale every other 
month. 


Hit Skids 


Midwest 


The weather moderated in most of 
the central states area early in Febru- 
ary, and this alleviated somewhat the 
pressure of demand for distillate fuels. 
Open market offerings of these fuels 
were rare, however, since most market- 
ers were trying to build up inventories 
from bare working levels. 

While some suppliers at Chicago ad- 
vanced distillate fuels 0.2¢ gal., others 
still quoted 11.45¢ and 11.6¢ for Nos. 
1 and 2 oils, respectively. In the Twin 
Cities market, low quoted prices were 
up 0.25¢, to 11.375¢ for No. 1 fuel 
and 10.75¢ for No. 2. 

Some easing of the heavy fuel sup- 
ply situation was reported in the Twin 
Cities market. But elsewhere in the 
Midwest, residuals were extremely 
tight. At Chicago, high sulfur No. 6 
oil was quoted at 7.9¢ to 8.5¢ gal., up 
0.25¢ on the range low. 


Mid-Continent 


Heavy fuels were the tightest and 
certainly the most sought-after pro- 
ducts in the Mid-Continent in Febru- 
ary. Spot buyers were bidding pre- 
miums (above low quoted prices) of as 
much as 35¢ bbl. in their efforts to ob- 
tain added supplies of No. 6 oil. But 
they were fairly unsuccessful. 

Demand for light fuels was almost 
as big as for the heavy grades, and re- 
finers generally said it was difficult to 
keep Great Lakes Pipe Line terminals 
supplied. 

Prices for light fuels advanced 
0.125¢ gal., heavy fuels 5¢ bbl., in 
most Mid-Continent districts. For 
northern shipment from Oklahoma, 
No. 2 fuel was held for low of 9.25¢ 
gal. with No. 6 fuel prices ranging 
upward from $2.00 bbl. 


Western Pennsylvania 


The field hasn’t yet recovered from 
refinery strikes and fires of the past six 
months, and supplies of most of the 
base lubricating oils are still closely 
held. Bright and cylinder stocks are 
the tightest items. 

Bright stock prices advanced 1¢ gal. 
the past month, with 25 pour test oil 
quoted at low of 23¢. Cylinder stocks 
also were up 1¢, with 630 flash quoted 
at 19.5¢. Neutral oil prices were 
steady. 

Most refiners had none of the base 
lubricating oils to offer to other than 
contract accounts. And, following the 
15¢ boost in crude prices, several re- 
finers were “taking another look” at 
their lube quotations. # 
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MARKET BAROMETER 


PRODUCTS VS. CRUDE GULF COAST PRODUCTS VS. CRUDE MID-CONTINENT 


REGULAR-GRADE GASOLINE REGULAR-GRADE GASOLINE 


KEROSINE 


KEROSINE 


NO. 2 FUEL 


30 GRAV. LOW COLD 


AL 36 GRAV. MID-CONT. CRUDE 


NO. 6 FUEL NO. 6 FUEL 





48 50 52 54 JFMAMJJASOND 48 50 52 54 JFMAMJJASOND 
YEAR 1956 YEAR 1956 
PRODUCTS VS. CRUDE U.S., CALIFORNIA EXCLUDED. PRODUCTS VS. CRUDE U.S., CALIFORNIA INCLUDED 


FOUR PRODUCTS FOUR PRODUCTS 


SPREAD: PRODUCTS OVER CRUDE SPREAD: PRODUCTS OVER CRUDE 





























48 50. 52 54 JFMAMJJASOND 48 50 52 54 JFMAMJJASOND 
YEAR 1956 YEAR 1956 
Average prices for crude oil, and four principal refined prod- Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel) —7 refinery ucts (gasoline, kerosine, light fuel, heavy fuel) —8 refinery 
markets and 7 crude producing aréas, east of California. markets and 8 crude producing areas, including California. 
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REFINERY AND TERMINAL 








fe] prices REFINERY AND TERMINAL 


MOTOR GASOLINE 





Gulf Coast Cargoes Feb. 13 Feb. 6 Jan, 30 Jan, 23 

97 oct prem...... enn (4)18-13.5 (4)18-13.5 (4)18-13.5 

95 oct prem...... (2)12-13 (2)12-13 (2)12-13 (2)12-13 

93 oct prem...... (2)11.6-12 (2)11. ae (2)11.5~12 (2)11,6-12 

90 oct reg....... 11-11.5 11-11.5 11-11.5 11-11.5 

87 oct reg....... at —s (2)10,5-12 (2)10.5-12 (2)10.5-12 

84 oct reg....... 10-10.5 10-10.5 10-10.5 

83 oct reg....... 9. e710 125(2) 9.875-10.125(2) 9.875-10.125(2) 9.875-10.125(2) 

79 oct........... 9.75-9.875 9.75-9.875 9.75-9.875 9.75-9.875 

70-72 oct 

leaded. ....... 9.5-9.75(2) 9.5-9.75(2) 9.5-9.75(2) 9.5-9.75(2) 

Albany, N. Y. 

97 oct prem... .. 17.5(3) 17.5(3) 17.5(3) 17.5(3) 

91 oct reg....... 15(4) 15(4) 15(4) 15(4) 

Baltimore, Md. 

97 oct prem...... 16.2 16.2 16.2 16.2 

91 oct reg....... 12.8-13.5 12.8-13.5 12.8-13.5 12.8-13.5 

Boston, Mass. 

97 oct prem...... 14.3-17.1(2) 14.3-17.1(2) 14.3-17.1(2) 14.3-17.1(2) 

91 oct reg....... 13.3-14.6(3) 13, 3-14.6(3) 13.3-14.6(3) 13.3-14.6(3) 

Buffalo, N. Y. 

95 oct prem...... 18(2) 18(2) 18(2) 18(2) 

90 oct reg....... 15. (2) 15.5(2) 15.5(2) 15. 5(2) 

Charleston, S. C 

96 oct prem..... 14.3-15.45(2)  14.3-15.45(2) -14.3-15.45(2) 14.315. 45(2) 

89 octreg.......  12.8-12.95(2)  12.8-12.95(2)  12.8-12.95(2) 12. 8-12.95(2) 

Chicago, I). 

95 oct prem...... (7)13.75-14.8 | (7)13.75-14.8 (6)13.75-14.8  (6)13.75-14.8 

94 oct prem. 13. 5(5) 3.5(5) 13.5(5 13. 5(5) 

89 oct reg....... (M2 25-13.3 (7)12.25-13.3 (6) 12. 25-13.3 (6)'3, 25-13.3 

86 oct reg....... 12(5) 12(5) 12(5) 12(5) 

yey Christi, Tex. 

96 oct prem...... 13.5-14 13.5-14 13.5-14 13.5-14 

89 oct reg....... 11.5-12.5 11.5-12.5 11.5-12.5 11,5-12.5 
13.75-14.25(3) 13.75-14.25(3) —-18.75-14.25(3) 13.75 -14.25 
12. 25(3) 12.25(3) 12.25(3) 12.25(3) 
14.6-14.9(5) 14.6-14.9(5) 14.6-14.9(5) 14.6-14.9(5) 
13. 1-13. 4(7) 13. 1-13. 4(7) 13. 1-13. 4(7) 13, 1-13. 4(7) 
14.9 14.9 14.9 14.9 
13.4 13.4 13.4 13.4 

94 oct prem...... 14(5) 14(5) 14(5) 14(5) 

86 octreg.......  12.5(5) 12.5(5) 12.5(5) 12.5(5) 

Mobile, Ala. 

96 oct prem..... 14.6(3) 14.6(3 14.6(3) 14.6(3) 

89 oct reg....... 13.1(3) 13.1(3 13.1(8) 13. 1(3) 
17(3) 17(3) 17(3) 17(3) 
14. 5(3) 14. 5(3) 14.5(3) 14. 5(3) 
15.7 15.7 15.7 15.7 
13.2 13.2 13.2 13.2 
14.45 14.45 14.45 14.45 
14.35 14.35 14.35 14.35 
12.95 12.95 12.95 12.95 
12.25 12.25 12.25 12.25 
14.5-16.3 14.5-16.3 14. > 3 14.5-16.3 
13-13.7 13-13.7 13-13.7 13-13.7 
14.7(2) 14.7(2) 14.7(2 14.7(2 
13.2(3) 13, 2(2) 13.2/2 13.2(2 
16. 2(2) 16.2(2) 16. 2(2) 16.6(2) 
13.7-14.3 13.7-14.3 13.7-14.3 13.7-14.3 
14.9(3) 14.9(3) 14.9(3) 14.9(3) 
13.4(5) 13. 4(5) 13.4(5) 13. 4(5) 
17.2(3) 17.2(3) 17.2(3) 17,2(3) 
14.7(3) 14.7(3) 14.7(3) 14,7(3) 
17.1(3) 17.1(3) 17.1(3) 17. 1(3) 
14.6(4) 14.6(4) 14.6(4) 14.6(4) 





vannah, Ga. 
96 oct prem...... (2)14.6-14.9(3)  (2)14.6-14.9(3) (2) 14.6-14.9(3) (2) 14.6-14.9(3) 


89 oct reg....... (2)13.1-13.4(5)  (2)13.1-13.4(5) — (2)13.1-13.4(5) (2) 13.1-13.4(5) 

Tampa, Fla. 

96 oct prem...... 14.3-14.8(4) 14.3-14.8(4) 14.3-14.8(4) 14.3-14.8(4) 
oct reg....... 12.8-13.3(5) 12.8-13.3(5) 12.8-13.3(5) 12.8-13.3(5 

Wiimington, N. C 

96 oct prem...... 13.9-15.35(2) 13.9-15.36(2) 13.9-15.35(2) 13 .9-15.35(2) 

89 oct reg....... 12.35-12.85(2)  12.35-12.85(2) 12.35-12.85(2) —-12.35-12.85(2) 


“N. Tex. (Tex. & New ra ) 


MOTOR GASOLINE 
Okla. (Okla. shpt.) Feb. 13 Feb. 6 Jan. 30 Jan, 23 
94 ont me. seees  (2)12.75-13.5(4) x(2)12.75-13.5(4) 12.625-13. (4) 12. 00-1 4 .5(4) 


86 oct reg....... a aac x(6)11.5-11.75(2) — 11.375-11 1.376-11 75 

60 re M. & below = 0.5-11 ; ony 10, 5-11. 25x (2)10.5-10. s76(2) (2)10.5-10.875/2) 

Okla. Group 3 Norham ah ) 

. — pet sa, 12.5-13.5 12.5-13.5 12.5-13.5 
ree i: 11,5(2) 11-11.5(2) 11-11.5(2) 11-11.5(2) 

20 ror M & below 10.5-10.75 x10.5-10.75 10.25-10.75 10.25-10.75 


97 oct prem...... 14-1, 14-15.3 14-15.3 14-15.3 

95 oct prem 13.125-14.55 13. 125-14.55 13. 125-14.55 13. 125-14. 55 
86 = “ Sy 75-12.95 11.75-12.95 11.75-12.95 11.75-12.95 
84 oc 11,75-12.5 





1,75-12.5 11.75-12.5 11.75-12.5 
60 = M & below @)i0. 75-11.8 (2)10.75-11.8 (2)10.75-11.8 | (2)10.75-11.8 


W. Tex. (Tex. & New Mex. shpt.) 
4 


97 oct prem...... 14.875 14.875 14.875 14.875 

95 oct prem...... 13-14. 125 13-14.125 13-14. 125 13-14. 125 
92 oct prem...... 13 13 13 13 

86 — res. ceewe 11.75-12.7 11.75-12.7 11.75-12.7 11.75-12.7 
84 oct reg....... 11.75-12.25 11.75-12.25 11.75-12 25 11. 75-12. 25 
90 act Bb below 11-11.5 11-11.5 11-11.5 11-11.5 

E. Tex. (Truck transport lots) 

97 oct prem 1 13.625 13.625 

95 oct prem (2)13. ‘5-13.75 ais. ay 75 (2)13.5-13.75 = (2)18. 5-13.75 
86 octreg. ..... 11.625-12 11.625-12 11.625-12 11.625-12 
84 oct reg... 11.625-12.25 11.625-12.25 11.625-12.25 11 .625-12.25 
60 oct M & below 10.875-11(2) 10. 875-11(2) 10. 875-11(2) 10. 875-11(2) 
Cent. W. Tex. (Truck transport lots) 

97 oct prem 13 75 13.75 13.75 13.75 

92 oct prem...... 13.25 13.25 13.25 13.25 

86 oct reg...... 11.875 11.875 11.875 11.875 

Ark. (For shpt. to Ark. - - 

94 oct prem...... 12.75 12.75 12.75 

92 oct prem...... 2 Hs 12.25 12.25 12.25 
86octreg....... 11.25 11.25 11.25 11.25 

84 oct reg....... il il 11 11 


NS 13.280)  (ay13-13.25(2) (4)13-13 .25(2) OT ie Me | 





86 oct reg . (5)11.5-11.75 (5) 11.6-11.75 (5)11.5-11.75 5)11.5-1 
84 oct reg....... ll 11 ll 11 
60 oct M & below 10.8-11 10.5-11 10.8-1i 10.5-11 
Western Penna. —— 
94 oct prem...... 4.75 14.75 14.75 14.77 
88 oct reg....... i. 5-14.7 13.5-14.7x 13.5-14.8 13.5-14.8 
Olt City: 
94 oct prem...... 13. 75-15 13.75-15 13.75-15 13.75-15 
88 oct reg...... 12.5-13.5 12.5-13.5 12.5-13.5 12.5-13 6 
Pittsburgh: 
94 oct prem...... 15.4 15.4 15.4 15.4 
88 oct reg....... 13.65 13.65 13.65 13.65 
Ohlo— Quotation of 8. ' Ohio for delivery to Ohio points: 
88 oct reg....... 14 14 14 
Centrat Michigan 
94 oct prem..... (4)14.75-15 (4)14. 75-15 (4)14.75-15 tei 
88 oct reg...... (4)13.25-13.5 (4)13.25-13 5  (4)13.35-13.8  (4)13.25-13.5 
California Los Angeles District: 
Rack: 
96 Oct prem...... 14,8-15.15 14.8-15.15 he S eee err 
93 oct. prem...... 14.1-14 25 14. 1-14.25 14.1-14.25x x14. 1--15.1 
84 oct reg....... 12.7-13.15 12. 7-13.15 x12.7-13.15  (3)13.1-13.15 
Tank Car: 
96 Oct. prem 14. 8-15.15 14.8-15.15 14.8-15.15 = ...s.. 
93 —" bannly 14.1-14.2 14.1-14.2 14, 1-14. 2x 4.1-15.1 
84 oct reg....... 12.7-13.1 12.7-13.1 x12.7-13.1x (313, 1-13 15 
Tank Track (400 gals. 4 more) 
= -? _ beskirn 8.9 18.9 18.9 18.9 

162 16.2 16.2 16.2 
ob ay District: 
93 oct prem...... 19.2 19.2 19.2 19.2 
84 oct reg....... 16.7 16.7 16.7 16.7 

ween ~ & eS 

Gulf Coast Cargoes Feb. 13 Feb. 6 lan. 30 Jan, 23 
41-43 w.w. kero... cm 5-9.75(2) (7)9.5-9.75(2) - 5 9.75(2) x(7)9. ¥ peed 
No. 2 fuel....... (8)9-9.5 (8)9-9.5 9.5 e ) 9 
53-57 d.i. gas oil. (5)9.25-9.5 (5)9.25-9.5 to. 25-9.5 x(5)9. Pa 9. 5x 


48-52 d.i. gas oil. (5)9.125-9.375  (5)9.125-9.375 — (5)9.125-9.375 _ x(5)9. ‘ $: 3752 
43-47 d.i. gas oil. (4)9-9.25 (4)9-9.25 (4)9-9.25 wF (4)9-9. 


No. 4fuel,0-10p.t. $3.00 $3.00 ,3. 00 
(4)$2.10-2.15 (4)$2.10-2.15  (4)$2.10-2.15 — (4)$2.10-2.15 


Bunker C fuel. ... 
Bunker C fuei, 
max 1% sulfur. (2)$2.20-2.35 (2)$2.20-2.35  (2)$2.20-2.35  (2)$2.20-2.35 


Albany, N. Y, 
Kerosine/No. ‘.. H 4(9) 11.4(9) 11. 4(9) 11.4(9) 
No. 2 fuel....... .9(10) 10.9(10) 10.9(10) 10.9(10) 
Diesel oil, shops, 
_ See 11.3(5) 11.3(5) 11.3(5) 11.3(5) 

No. 4 fuel. ...... $4.11--4.20 $4.11-4.20 $4.11-4.20 $4.11-4.20 
No. 6 fuel, no sulf. 

oS Se $2. 80(2) $2.80(2) $2.80(2) $2.80(2) 
No. 6 fuel, max 

1% sulfur..... $2.95 $2.95 $2.95 $2.95 





pmanngg and terminal prices herewith are reproduced from Platt’s Oil- 
| rice Service, a daily publication associated with 
Prices shown in nalinaer and terminal tables are sales prices, or quota- 

tions, or general offers, or posted prices, reported by refiners, by product 
pipe line terminal operators, by river terminal operators, and tanker 
ee operators, for current sales and shipments, except as otherwise 
speci 

Following types of prices are not for “open spot” transactions and 
therefore are not inctuc ed in price tables: Prices arrived at by discounts 
off a specified price; ‘“market-date-of-shipment” prices; prices named in 
contracts; prices arrived at in accordance with arrangements made prior 
to date of sale. Prices made to brokers, and prices in inter-refinery trans 
actions, also are not considered in the ‘tables except as noted below. 

Prices shown are for quantities ii bulk such as tank car lots, or truck 
transport lots or barge lots. Prices applying only to barge lots, or cargo 
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lots, or truck transport lots, are so designated. Prices are in cents od 
sein, except wax and Da eager in cents per pound, and, where do 
sign ($) is shown, in dollars per barrel of 42 fr's Ss. gallons. Prices do 
not include taxes or inspection fees. 

Prices are for crude oil and products lawfully produced and thans- 
meipert| reported as received by Oilgram and NaTIONAL PETROLEUM News 
ut not guaranteed; for subscribers’ private use only and not for resale 
or distribution or publ ication. 

Gulf Coast cargo prices are by refiners selling or quoting to other 
refineries, export agents or to large tanker terminal operators. 

Gasoline octane ratings are by ASTM Research Method and are mini- 
mum ratings, except where letter ““M’’ is used to indicate the octane 
rating is by ASTM Motor Method. 

Parenthetical figures indicate number of companies Bom | when two 
or more quoted the price shown. Letter. “X” i 
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DISTILLATES & FUELS DISTILLATES & FUELS 
Baitimore, Md. Feb. 13 Feb. 6 Jan. 30 Jan, 23 Jacksonville, Fia. Feb, 13 Feb. 6 Jan. 30 Jan, 23 
Kerosine/No. 1... 11.1(9) 11.1(9) 11.1(9) 11.1(9) Kerosine/No. 1... 11.8(11) 11.8(11) 11.8(11) 11.8(11) 
do barges...... 10.85(5) 10. 85(5) 10.85(5) 10.85(5) No. 2 fuel....... 10.9(8) 10.9(8) 10.9(8) 10.9(8) 
No. 2 fuel....... 10.6(12) 10.612) 10.6013) oa ~~ oil, shore 0 10.9(5) 
“ae : : 355)  —_—plantg......... 10.9(5) 10.9(5) 10.9(5) 
Diesel shore No.6 fuel, no sulf 
plants......... 11(5) 11(5) 11(5) 11(5) Peel $2.57(6) $2.57(6) $2.57(6) $2.57(6) 
No. 4fuel....... $3.69(2) $3. 69(2) $3.69(2) $3. 69(2) do barges...... $2.54(6) $2.54(6) $2.54(6) $2.54(6) 
do harges. as | $3. $3.63 $3. Light Diesel, 
No. 5 fuel....... $3.30(2) $3. $0(2) $3.30(2) $3. 30(2) bunkers....... $4.578(5) $4.578(5) $4.578(5) $4.578(5) 
x —..... $3.24(2) $3.24(2) $3.24(2) $3.24(2) BunkerC, bunkers $2.54(6) $2.54(6) $2.54(6) $2.54(6) 
oe... $2. 65(6) 2.058) -«$2.8548) $2:85(8) panesne 
lo barges...... y t : Kerosine/No. 1... 11.8 11.8 11.8 11.8 
Light Diesel, Diesel oil, shore 
bunkers....... $4.47(4) $4.47(4) $4.47(4) $4.47(4) plants......... 11.1(3) 11.1(3) 11. 1(3) 11. 1(3) 
— aaa Na. 6 age no sulf 
bunkers....... $4. 12(3) $4. 12(3) $4. 12(3) S| ae $2.52 $2.52 $2.52 $2.52 
Benne bunkers $2. 65(4) $2.65(4) $2.64(4) $2.65(4) ” do tareee cous $2.49(3) $2. 49(3) $2. 49(3) $2. 49(3) 
1g) iesel 
oan nen - - 10.3 10.8 10.3 10.3 bunkers....... $4.578(4) $4.578(4) $4.578(4) $4.578(4) 
usa... 7 9.75 9.75 9.78 BunkerC,bunkers $2. 49(3) $2. 49(3) $2. 49(3) $2. 49(3) 
“7 _ ns 10.1 10.1 10.1 10.1 aenetanrme eye 
n ° P 
iat aia . ‘ x me Range oil No. 1., (5)11.375-12 x(5)11.375-12 11. 125-12 (3)11. 125-12 
ae Hh ao A $2.77 $2.77 $2.77 $2.77 No. 2 fuel....... (5)10.75-11.2 x(5)10.75-11.2 10.5-11.2  (2)10.5-11.2 
poe ae $2.23 $2.23 $2.23 $2.23 No. 5 fuel, high 
do barges...... $2.20 $2.20 $2.20 $2.20 ae fh hih 9.4(4) 9.4(4) 9.4(4) 0.8 
Light Diesel, . — i “ ‘a =e 
bunkers... $4.03(2) $4.03(2) $4.03(2) $4.03(2) a ae 6.28 8.2 _ 
—— $3.62 $3.62 $3.62 $3.62 pesto 
wnKerS..... . 3 
BunkerC, bunkers $2.20(2) $2. 20(2) $2.20(2) $2.20(2) ae s.. § ae ae a HP 
Boston, Mass. No. 6 fuel, no sulf t 
Kerosine/No. 1... 11.2(14) 11, 2(14) 11.2(14) 11.2(14) quag........... §3.38 $2.38 $2.38 $2.38 
No. 2 fuel....... 10.7(15) 10.7(15) 10.7(15) 10.7(15) do barges... $2.25 $2.25 $2.25 $2.25 
Diesel oil, shore Light Diesel 
i 11.1(5) 11.1(5) 11.1(5) 11.1(5) bunkers. ..... $4. 284(2) $4. 284(2) $4.284(2) $4.284(2 
$3.64(4) $3.64(4) $3.64(4) $3.64(4) BunkerC, bunkers $2.25 $2.25 $2.25 $2.25 
New Haven, Conn, 
$2.72(5) $2.72(5) $2.72(5) $2.72(5) en 
lo barges...... $2.69(5) $2.69(5) $2.69(5) $2.69(5) Kerosine/No. 1... 11.1(9) 11.1(9) 11.1(9) 11.1(9) 
Light Diesel, 10.6(11) 10.6(11) 10.6(11) 10.6(11) 
nkers....... $4.51(3) $4.51(3) $4.51(3) $4.51(3) 
BunkerC, bunkers $2.69(5) $2.69(5) $2.69(5) $2.69(5) J 14) J 14) i 1 ) R 1a) 
Buffalo, N. Y. ¢ ; ; 
Kerosine(a) ..... 12.05-12.4(4) 12.05-12.4(4) 12.05-12.4(4) 13 oo 8. 4(4) $2.70(3) $2.70(3) $2. 70(3) $2.70(3) 
Diesel fuel (a)....  12.3(3) 12. 3(3) 12.3(3) 3(3) $2.67 $2.67 $2.67 $2.67 
No. 2fuel(a)..... | 11.55-11.9(4) —-11.55-11.9(4) 11.55-11.9(4) i "55-11.9(4) 
No. 6 fuel....... 9.7(2) ¢.7(2) 9.7(2) 9.7(2) rece $4.49 $4.49 $4.49 $4.49 
(a) Prices of some sellers to bulk commercial consumers are 0.15¢ higher than Bunker, bunkers $2.67 $2.67 $2.67 $2.67 
prices shown. New Orleans, La. 
Charleston, S. C. : 
Kerosine/No. 1... 11. 1(6) 11.1(6) 11.1(6) 11.1(6) Kerosine/No. 1... 10.3(4) 10.3(4) 10 34) 10.3(4) 
No. 2 fuel....... 10.7(6) 10.7(6) 10.7(6) 10.7(6) No. 2 fuel....... 9.75(3) 9.75(3) 9.75(3 9.75(3) 
=o 0 0/213) vlan a ae 10.1(3) 10.1(3) 10.1(3) 
Sa eas 10.8(3) 10.8(3) 10.8(3) 10/8(3) —__ plants......... 
noe! fal tee ( ( | No. 5 fuel....... $2.77 $2.77 $2.77 $2.77 
cess $2.60(2) $2.60(2) $2. 60(2) $2/ 60(2) No. 6 fuel, no sulf 
fo b barges......  $2.57(3) $2.57(3) $2.57(3) $2, 57(3) GOB cacccas $2. 23(2) $2.23(2) $2.23(2} $2.33(2) 
Light Diesel, do barges...... $2. 20(2) $2.20(2) $2. 20(2) $2.20(2) 
bunkers....... $4.39(2) $4.39(2) ,4.39(2) .4.39(2) Light Diesel 
BunkerC, bunkers $2.57(3) $2.57(3) $2.57(3) $2.57(3) a wees  $4.03(4) $4.03(4) $4.03(4) $4.03(4) 
ivy 
Chicago, HI. ss bunkere....... $3 62(3) $3. 62(3) $3 4213) $3. 62(3) 
Range oil/No. 1,. (2)11.45-12. 2x (2)11.45-12 (3)11.45-12 (3)11. 45-12 BunkerC,bunkers $2. 20(3) 2. 20(3) $2.20(3) $2. 20(3) 
No. 2 fuel....... (4)10.6-11.1x  (4)10.6-11(3) (5) 10. 6-11 (5)10.6-11 
No. . fuel, low P ‘ . R New York Harbor 
Noch, high Mefeberscac 7. 10:85CDO) —-«TO-BSCO)-—=««TOTBSCR) «TOL GCRD) 
Te ees. ae a eee No. 2 fuel... 10.6(18) 10. 6(18) 10.6(18). 10. 6(18) 
af ve cee (Q)8.15-8.25 — (2)8.15-8.25 (2)8.15-8.25 —x(2)8,15-8.25 fy a ie 10. 10. 20019) 10.28(18) 
No. 6 fuel, hig : ” " a 
: aaa ~ plants.........  11(7) 11(7) 11(7) 11(7) 
sulfur...... (2)7.9-8.5 (2)7.9-8.5 (2)7.9-8.5 ——_x(2)7.9-8.5x No. 4fucl....... (12)$366-4.09 (12)$3.66-4.09 (12)$3.66~-4.09 (12)$3.86-4.09 
Cleveland, Ohle do barges... . (12)$3.63-3.99 (12)$3.63-3.99 (12)$3.63-3.99 (12)$3.63-3.99 
No. B fuel. 10° 10* 10* 10* - oo Sees. os $3.18 $3.18 $3.18 
etene 3 " - lo barges... .. 2 3.15 
No. a 6 foe 4 Giovel 35 9.35 9.35 9.35 un Gio ao aul 
*—delive ave an OEvecexesas: $2.68(14) $2.68(14) $2.68(14) $2.68(14) 
Corpus Christi, Tex. wi? eee eas. $2.65(15) $2 65(15) $2.65(15) $2.65(15) 
" f 0. juel, max. 
; ee $2.23 $2.23 $2.23 $2.23 1% oulf....... $2.73(2) $2.73/2) $2.73(2) $2.73(2) 
OO ba eee $2.20 $2.20 $2.20 $2.20 do barges...... $2.70(2) $2.70(2) $2.70(2) $2.70(2) 
Bunkers Noches $2.20-2.25(2)  $2.20-2.25(2) $2.20-2.25(2) $2. 20-2. 25/2) = — one euaee 2.00 ae 
Detroit, Mich. Heary Diesel, , ~— ays *; : 
Diesel oil........ 12. 55-12.7 12.55-12.7 12.55-12.7 12.55-12.7 bunkers...... $4. 12(4) $4. 12(4) x$4. 12(4) $4.07(4) 
No. I fuel....... (2)12.55-12.7  (2)12.55-12.7  (2)12.55-12.7 — (2)12.55-12.7 pe er bunkers $2.65(11) $2.65(11) $2.65(11) $2.65(11) 
No. 2 fuel....... (2)11.55-11.7  (2)11.55-11.7  (2)11.55-11.7 — (2)11.55-11.7 
No. 5 fuel....... 9.6(2) 9.6(2) 9.6(2) x9.6(2) Norfolk, Va. 
No. @fuel.......  8.6(2) 8.6(2) 8.003) tanta Kerosine/No. 1... 11. 1(7) 11.1(7) 11.1(7) 11.1(7) 
Houston, Tex. No. 2 fuel. ...... 10. 6(6) 10.6(6) 10.6(6) 10. 6(6) 
Kerosine/No. 1... 10.5(2) 10. 5(2) 10. 5(2) 10. 5(2) Diesel oil, shore 
do barges...... (2)9.5-9.75 (2)9.5-9.75 (2)9.5-9.75 (2)9.5-9. 75x plants......... 11(5) 11(5) 11(5) 11(5) 
No.2fuel....... 9.5-9.75 9.5-9.75 9.5-9.75 9.5-9.75x No.5 fae seeeees $3.21 $3.21 $3.21 $3.21 
do henge... 9-9.5 9-9.5 9-9.5 9-9. 5x No.8 foe no sulf oneres nen —— nom 
eee oes 008 oie Go barges... $2.61(4) $2.61(4) $2 61(4) $2 61(4) 
No. 6 fuel, ne sulf $2.10-2.25 2. 10-2.25 $2. 10-2.25 $2. 10-2.25 va cong $4.47(4) $4.47(4) $4.47(4) $4.47(4 
itadbhanss ; K . ; . od Eee “ue a #4) 
fo barzes......  $2.10-2.20(8) 2 10-2.20(8) $2 10-2.20(8) $2. 10-2. 20/8) — —— ; 
Na © Cal as bunkers....... $4.12 $4. 12(3) x84. 12(3) $4.07(3) 
1% sulfur..... $2.10 $2.10 $2.10 $2.10 BunkerC, bunkers $2.61(5) $2.61(5) $2.61(5) $2.61(5) 
‘ tae... $2.10 $2.10 $2.10 $2.10 Séiieninte, 
ight Diese! 
bunkers....... $4.03(6) $4.03(6) $4.03(6) $4.03(6) Kerosine/No. 1... 11.12) 11.1(2) 11. 1(2) 11.1(2) 
Heavy. Diesel No.2fuel.......  10.8(4) 10. 5(4) 10.5(4) 10. 5/4) 
bunkers....... $3.62(5) $3. 62(5) $3..62(5) $3.62(5) Diesel oil, shore 
Bunker C, bankers $2.20(12) $2. 20(12) $2. 20(12) $2. 20(12) plants.........  10.8(2) 10. 5(2) 10. 5(2) 10 6/2) 
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_ DISTILLATES & FUELS 


Philadelphia, Pa. Feb. 13 Feb. 6 Jan. 30 Jan, 23 
Kerosine/No. 1 11.1010, 11.1(10 11.1(10 11.1(10) 
do — ae 10.85(7 10.85(7 10.85(7 10 elo} 
No. 2 f eooe 10. 6(10) 10.6(10) 10. pa 10.6(10 
do 10.35(6) 10.35(6) 10.35(6 10.35(6) 
Diesel oil, shore 
| eae 11(6) 11(6) 11(6) 11(6) 
- : hee Saini os $3.66(2) $3. 66(2) $3 .66(2) $3 .66(2) 
aS $3.36(5) $3.36(5) $3.36(5) $3.36(5) 
No. Hee no sulf. 
ee eee $2.63-2.68(7)  $2.63-2.68(7) eae $2.63-2.68(7) 
jo barges...... $2.60-2.65(5)  $2.60-2.65(5) $2.60-2.65(5 $2.60-2.65(5) 
No. 6 fuel, max. 
1% sulf...... $2.73-2.78(3)  $2.73-2.78(3) $2.73-2.78(3)  $2.73-2.78(3) 
ae $2.70-2.75(2) $2.70-2.75(2)  $2.70-2.75(2)  $2.70-$2.75(2) 
ight , 
bunkers. .... $4.47(4) $4.47(4) $4.47(4) $4.47(4) 
Heavy Diesel, 
unkers..... $4.12(3) $4.12(3) x$4.12(3) $4.07(4) 
BunkerC, bunkers 2. 60-2.65(6) Hy 60-2.65(6) $2.60-2.65(6) $2. 60-2.65(6) 
Pt. Everglades, Fla. 
Kerosine/No. 1... 11.8(5) 11.8(5) 11.8(5° 11.8(5) 
. 2 fuel 10.9(4) 10.9(4) 10.9(' 10.9(4) 
10.9(4) 10.9(4) 10.9(4) 10.9(4) 


$2.52(3) 
$2.49(4) 





























$2.52(3) 
$2. 49(4) 





$2.52(3) 
$2.49(4) 








$2.52(3) 
$2.49(4) 











bunkers..... $4.578(4) $4.578(4) $4.578(4) $4.578(4) 
BunkerC, bunkers $2.49(4) $2.49(4) $2.49(4) $2.49(4) 
Pertiand, Me. 
Kerosine/No. 1... 11.3(9) 11.3(9) 11.3(9) 11.3(9) 
No. 3 fuel....... 10.8(9) 10.8(9) 10.8(9) 10. 8(9) 
Diesel oil, shore 
Ee 11.2(4) 11,2(4) 11,2(4) 11.2(4) 
No. B fuel, no suif. 
ea eak $2.72(2) $2.72(2) $2. ad $2 .72(2) 
do barges ee $2.69 $2.69 $2. $2.69 
BunkerC, bunkers $2.60 $2.69 $2. * $2.69 
Providence, R. 1. 
Kerosine/No. 1... 11.2(10) 11.2(10) 11,2(10) 11.2(10) 
10.7(9) 10.7(9) 10.7(9) 10.7(9) 
es aes arr 11.1(4) 
$3.64(3 $3.64(3 $3.64(3 $3.64(3) 
$2. pry $2.69(4) $2.69(4) $2. a8 
$2.66(4 $2 .66(4) $2.66(4) $2.66(4 
$2.84-2.09 $2.84-2.99 $2.84-2,99 $2.84-2,99 


$2.81(2) 


























$2.81(2) 













$2.81(2) 


$2.81(2) 


$4.51 $4.51 $4.51 $4.51 

$2.66(3) $2.66(3) $2.66(3) $2. 66(3) 
11.8(7 11.8(7 11.8(7 11.8(7) 
10.9(7 10.9(7, 10.9(7, 10.9(7) 
10. 9(5) 10.9(5) 10.9(5) 10.9(5) 
$3.13 $3.13 $3.13 $3.13 

$2.59(5 $2.59(5) $e $2.59(5 
$2.566(6 $2.56(6) $2.56(6 $2.56(6 
$4.678(5) $4.578(5) $4.578(5 $4.578(5) 
2.56(8) $2.56(5) $2.56(5) $2.66(5) 










11.7(8) 11.7(8) 11.7(8) 11.7(8) 
No. 2 fuel....... 10.8(6) 10.8(6) 10.8(6) 10.8(6) 
Senlenio 19.8(6) 10. 8(6) 10,8(6) 10,8(6) 
fuck, no sulf. 
Leacubare $2.47(5) $2.47(5) $2. ie $2.47(5 
) C8 eer $2.45(5) $2.45(5) $2, 45(5) $2.45(5 
Light Diesel, 
oe sae $4.536(5) $4.536(5) $4.536(5) $4.536(5) 
$2.45(5) $2.45(5) $2.45(5) $2. 45(5) 








Toledo, Ohio Feb, 13 Feb. 6 Jan. 30 Jan, 23 
Kerosine Laeecies 12.2 12.2 12.2 12.2 
Diesel oil........ 11.65 11.65 11.65 x11.65 
No. 1 fuel....... 11.95-12.65 11.95-12.65 11.95-12.65 11.95-12. 65x 
No. 2 fuel. ...... 10.95-11.65 10.95-11.65 10.95-11.65 10.95-11.65x 
No. 5 fuel....... 3 9(3 9(3) x9(3) 
No. 6 fuel....... 8-8. 25(3) 8-8 .25(3) 8-8. 25(3) 8-8.25(3) 
Wilmington, N. C. 
Kerosine/No. 1... 11.1(7) re ae 11.1(7) 
No. 2 fuel....... 10.7(7) 10.7(7 10.7(7 10.7(7) 
Diesel oil, shore 
CO ae 10.8(3) 10.8(3) 10.8(3) 10.8(3) 
Light Diesel, 
bunkers... .. $4.39(3) $4.39(3) $4.39(3) $4.39(3) 
Okia. (Okla. shpt.) 
42-44 w.w. kero. . 10.125-10.75 x10.125-10.75x (3)10-10.5(2) (3)10-10.5(2) 
58 € a —-. di. 
Neneue's 9.5-10.5 9.5-10.5x (3)9.5-10.25(2) (3)9.5-10.25(2) 
No. 1 Pfeel 1 ae (3)9.875- x(3)9.875- 4)9.625- 5)9.625- 
10.375(2) 10.375(2)x 10. 125(2) he ae 
No. 2 fuel....... (3)9.25-9.75  x(3)9.25-9.75x  (3)9-9.5/3) (3) 5(2) 
No. 6 fuel....... (2)$2.00-2.35  (2)$2.00-2.35  (2)$2.00-2.35x x(2$2. 0. 30 


DISTILLATES & FUELS 


Okla. Group 3 (Northern shpt.) 












> w Se a a. r (6)10.25-10.5(2) x(6)10.25-10.5(2) (4)10-10.5 (4)10-10.5 

a 

Diesel....... 9.25-10.5 x9. 25-10 0.25 9-10.25 
No. Pfc. heawece (6)9.875- x(6)9. cia (oe. a8. (5)9.625- 

10. 125(4) 10.125(4 125x 9. 

ek ee (5)9.25-9.5(3) x(5)9. 25-9. 5(3)x (4)9-9. 375(2)x SH 25(3) 
No. 6 fuel....... (2)$2.00-2.35  (2)$2.00-2.35  (2)$2.00-2.35x x(2)$2.00-2.30 
N. Tex. (Tex. & N(w Mex. shpt.) 
42-44 w.w. kero. . 9.2-10 9.2-10 9.2-10 9.2-10 
58 & abv. 

ae 9-10.375 9-10.375x 9-10.125 9-10. 125 
No. 6 fuel....... $2.00-2.05 $2.00-2.05 $2.00-2.05 $2.00-2.05 
W. Tex. (Tex. & New Mex. shpt.) 
42-44 w.w. kero. . 9.75-10.75 9.75-10.75 9.75-10.75 9.75-10.75 
No. 1 fuel ..  9.75-10.25 9.75-10.25 9.75-10.25 9.75-10.25 
No. 2 fuel ae 9.125-9.5 9.125-9.5 9.125-9.5 9.125-9.5 
No. 6fuel....... $2. 10(2) $2. 10(2) $2. 10(2) $2. 10(2) 


E. Tex. (Truck transport lots) 


42-44 w.w. kero. . 9.5-10.5x = (2)9.5-9 

58 & abv. di. 
Diesel....... 8.75-9.75 8.75- 
No. 6 fuel....... (2)$2.00-2.25x  (3)$2.00- 
Cent. W. Tex. (Truck transport lots) 
42-44 w.w.kero.. 9.25 9.25 
58 & abr, ai. 
eae 9 

No. 6 fuel....... $2.10 $2.10 


Kans. (For Kans. destinations only) 


42-44 w.w. mm,» 


68 & abv. di. 

Diesel....... - 126-10.5 9.875-10.5x (2)9.875-10(2) (2 -y oe 
No. 1 fuel....... 0-10.25x x9.875-10.125(4) (2 - — 125 (239 625-10. 
> ee 7 yr if as 25-9.5(4) (2 2)9-9.5 
No. 5 fuel....... $2.5 2. 55-2.60 42.552. 60 $2.55-2.60 
No. 6 fuel....... $2. Hey 1) 3 05-2.40 $2.05-2.40 x$2.05-2.40 


x10.375-10.625x x10.25-10.5(4) 


10-10.5 








.75(2)  (2)9.5-9.75(2) — (2)9.5-9.75(2) 
9.75 8.75-9.75 8.75-9.7 
2.05  (3)$2.00-2.05  (3)$2.00-2. 08 

9.25 9.25 

9 9 

$2.10 $2.10 


10-10.5 


























AVAILABLE 


REPUBLIC OIL REFINING COMPANY 


Hopewell, Va. 


Charleston, $. 
Savannah, 









Now | Tampa. Fla. 





SOUTHERN TERMIN ALS 


Wilmington, ¥. 


6a. 
Port Everglades, Fla. 


Panama City, Fla. 
¢. _ Birmingham, Ala. 
Montgomery, Ala. 
Columbus, 6a. 
Greenville, Miss. 
Knoxville, Tenn. 


Belton, S. C. 











Highest uae 


Petroleum Products 


e Gasoline 
e Kerosene 
e Diesel Fuel 


e Heating Oils 











5 EE RR REE 


ATLANTA, GA. 


1401 Peachtree Street 
PITTSBURGH, PA. 
Benedum-Trees Bidg. 

TEXAS CITY, TEXAS 


Refinery 
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REFINERY AND TERMINAL 


DISTILLATES & FUELS DISTILLATES & FUELS 
Feb. 13 Feb. 6 Jan, 30 Jan. 23 Feb, 13 Fab. 6 Jan, 30 Jan, 23 

Ark. (For shpt. to om, 2 + Diesel fuet— 

42-44 w.w. kero... x10.5 10.25 10.25 PS 200........ 12.5 12.5 12.5 12.5 

Tractor fuel... .. x10.5 10.25 10.25 Light fuel— 

52 & bel. d.i. Diesel 625 x9.625 9.375 9.375 PS 300........ x$2.65 $2.55 $2.55 $2.55 

68 & abv. di. Heavy fuel— 

Diesel....... 10 x10 9.75 9.7 PS 400....... x$2.30 $2.20 $2.20 $2.20 

Me SO cccces 9.625 x9.625 9.375 9.37 Tank Truck (400 gals. or more): 

No. 4 fuel....... $2.75 $2.75 $2.75 x$2.75 40-43 w.w. kero.. 17.6 17.6 17.6 17.6 

No. 5 fuel....... $2.55 $2.55 $2.55 x$2.55 Stove dist— 

No. 6 fuel....... $2.40 $2.40 $2.40 x$2.40 PS 100...... ao Se 14.5 14.5 14.5 
Diesel fuel— 

Western Penna. ee 13 13 13 13 

oe Pacific Coast 
Kerosine........ 11.5-12 11.5-12 11.5-12 11.5-12 hina? 
85 eatane Dice. 11 5(2) 115(2) 11502) x11 5(2) enueaamae or deep tank lots 
PE 2)11-11.25(2) x(2)11-11.25(2 10.95-11.25 10.95-11.25 

30-40 govt fod “a 5(2) ae 5(2) ” 10.52) —*10.5(2) Diesel—PS 200... $4.33(5) $4.33(5) $4.33(5) $4.33(5) 
Bunker C—PS 400(3)$1.95-2.20  (4)$1.95-2.20  (4)$1.95-2.20  (4)$1.95-2.20x 

Olt City: ~ eee Calif. 

ae 12(¢ 1203 12(2 12(4 Diesel—PS 200...  $4.54(4) $4.54(4) $4.54(4) $4.54(4) 

50 cetane Diesel.. 10 ray 10 B11 10 5-11 a are Bunker C—PS 400(2)$2.00-2.25  (3)$2.00-2.25  (3)$2.00-2.25  (3)$2.00-2.25x 

No. 1 fuel....... 10.75-11.55 10.75-11.55 10.75-11.55 10.75-11.55x Seattle, Wash. 

No. 2 fuel. ...... 10.5-11.3 10.5-11.3 10.5-11.3 10.5-11.3x Diesel—PS 200. $4.75(4) $4.75(4) $4.75(4) $4.75(4) 

36-40 gravity fuel 10.5 10.5 10.5 10.5 Bunker C—PS 400(2)$2.25-2.50  (3)$2.25-2.50  (3)$2.25-2.50 (3)$2.25-2.50x 
Portland, Ore. 

me. © (2)11.9-12.25 — (2)11.9-12.25  (2)11.9-12.25 — (2)11.9-12.25 icine annie ana $4.80 

60 cetane Diesel. 11.55-11.8 11.55-11.8 11.55-11.8 11.55-11.8 cain = * (3)63.25-3.50 — (8)63.26-3.50  (3)68.25-2. 00m 

o. 1 fuel....... 11.8212.1 11.8-12.1 11.8-12.1 11.8-12.1 Mexic ? 

No. 2 fuel ...... 11.35-11.55 11.35-11.55 11.35-11.55 11.35-11.55 Ships’ bunkers; U. 8. dollars per bbl. of 159 liters. 

36 -40 gravity fuel 11.25 x11,25 11. 1-11.25 11. 1-11.25 Guaymas 
cs cx pace $5.65 $5.65 $5.65 $5.65 
Bunker C....... $2.90 $2.90 x$2.90 $2.75 


Central Michigan 
-13.8 Manzanillo 








46-49 w.w. kero. . (2)13-13.8 2)13-13.8 2)13-13.8 2)13-1 e F 
Range oil........ 13. 1-13.3(3) 13. 1-13.3(3) 13.1-13.3 13.1-13.: Diesel... . $4.75 $4.75 $4.75 $4.75 
P. W. distillate... (2)13.05-13.6  (2)13.05-13.6 — (2)13.05-13.6 — (2)13 05-13, 6 Bunker C. $2.90 $2.90 $2.90 $2.75 
No. 2 fuel... (2)12.05-12.6 (2)12.05-12.6 (2)12.05-12.6 (2)12.05-12.6 Minatitian 
U. G. I. gas oil... 10 10 10 10 Diesel $4.15 $4.15 $4.15 $4.15 
No. 5 fuel. ...... 9(2) 9(2) 9(2) 9(2) $2.20 $2.20 $2.20 $2.20 
No. 6 fuel....... 8. 45(2) 8.45(2) 8. 45(2) 8.45(2) 
$4.75 $4.75 $4.75 $4.75 
Ohlo—Quotations of 8. 0. Ohio for delivery to Ohio points. je $2.90 $2.90 x$2.90 $2.75 
Kerosine........ 13.1 13.1 13.1 13.1 ampico 
No. 1 fuel....... 12.9 12.9 12.9 12.9 Diesel..........- $4.15 $4.15 $4.15 $4.15 
No. 2 fuel..... 11.9 11.9 11.9 11.9 Bunker C....... $2.20 $2.20 $2.20 $2.20 
Veracruz 
California - Los Angeles District: Bunker C....... $2.20 $2.20 $2.20 $2.20 
Rack: 
Stove dist.— wn 
phobies.. 9.25-10(2) 9.25-10(2) 9, 25-10(2) 9.25-10(2) NATURAL GASOLINE 
we... weees (2)9-9.3 (2)9-9.3 (2)9-9.3 (2)9-9.3 Prices are to blenders on freight basis shown; shipments may originate in any Mid-Con- 
a $2.50(2) $2.50(2) $2.50(2) $2.50(2) neat nnutnetaring Clsteiet. 
Heavy fuel— Feb. 13 Feb. 6 Jan. 30 Jan. 23 
PS 400 ........ $2..00(3) $2..00(3) $2.00(3) $2.00(3) FOB Group 3 
bw Ye n 4 -_ ~ on Grade 26-70..... 5.5 (Quotations) 5.5 (Quotations) 5.5 (Quotations)5.5 (Quotations) 
w.w. kero. . 13.6 “13. 4 
Stove dist— FOB Breckenridge, Tex. 
ene vee 9,25-13.5 9.25-13.5 9.25-13.5 9.25-13.£ Grade 26-70,.... 5 (Quotations) 5 (Quotations) 5 (Quotations) 5 (Quotations) 
co eee (2)9-12 (2)9-12 (2)9-12 (2)9-12 
Light fuel— 
_ Fe (2)$2.50-2. 60x $2.50(3) $2_50(3) $2.50(3) 
Hesy fee LP-GAS 
PS 400........ (3)$2.00-2.25x (3)$2.00-2.15  (3)$2.00-2.15 (3)$2.00-2.15 p 
Tank Truck (400 gals. or more): roducers’ contract prices, tank cars. 
} —. 17.1 17.1 17.1 17.1 ‘i Feb. 13 Feb. 6 Jan. 30 Jan. 23 
PS 100........ 14 14 14 14 ae en ‘ ; 
Diesel fuel — Piiladeiphia’ Par 8°83) $83) 883) 880). 
i) eee 12.5 12.5 12.5 12.5 elpala, Fa.. \s c . 
Toledo, Ohio... .. x8 7.8 7.8 8 
—e 75(2 4.75(2 75(3 ™ ; 
San Francisco District: oe. 4.5-4.75(2) 4.5-4 ) 4.5-4.75(2) 4.5-4.75(2) 
Tank Car: (Group 3)..... 4.5(9) 4.5(9) x4.5(9) 4.3-4.5(8) 
i kero. . 14.1 14.1 14.1 14.1 — soap ba. 4.675-4.875(2) 4 on) 875(2) 4 — 4.675-4.875(2) 
Stove dist— Shreveport, : 4.75(3) 4.753 4.75(3 x4.75(3) 
Pee “4 14 14 14 New Orleans, La. 4.875(2) 4.875(2) 4.875(2) x4.875(2) 








aragon 


ETROLEUM 


additive 


Petroleum 


RODUCTS 


. 40 St., N.Y.C. EV 8-4100 


PATENT CHEMICALS, 


NCORPORATED 


Paterson 4, New Jersey 


HARTOL 


PETROLEUM CORPORATION 


INDEPENDENT 
MARKETERS 


























Marketer of Petroleum Products 


NEW ENGLAND PETROLEUM CORPORATION ee 


New York Boston NEW YORK 20.N Y 


Maine to South Carolina 
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LUBRICATING OILS 








LUBRICATING OILS 


Feb. 13 Feb. 6 Jan. 30 Jan, 23 
Western Penna. Feb. 13 Feb. 6 Jan, 30 Jan, 23 
Vi N * N e 1 Vi 0° “4 7 Neutral Olis—Vis. at 100°; 95 v.1.; 0-10 p.t.: 
won Neutrals—No. 3 col. Vis at 7 = ee eee 31 KS) a ne » ty 
ona VIB... cevces 21. ‘ 21.5( x21. 
8 ot td 300 vie... 2.2.2. 22:55) (22.58) 22.8 x22.5(5) 
25 pt (3)20-21(2) (3)20-21(2) » 500 vis......... (3)23.5-24(2) — (3)23.5-24(2) —(3)23.5-24(2) _x(8)23.5-24(2) 
° ™ South Texas 
wo (143 at 100 —- fi. oi 1 a1 Vis. at 100° F FOB 8. Tex. refineries for domestic and/or export shipment 
MMB. ciceeses 20 20 20 20 Pale Olis: 
ee 18.5-19(3) 18. 5-19(3) 18.5-19(3) 18. 5-19(3) 100 vis. No. 134 
Bright Stock son’! —— “er 12.25(6) 12.25(6) 12.25(6) 12.25(6) 
145-155 vis, at 210°, No. 8 col. ‘ vis. No. 
cocaine iinet 13.75(6) 13.75(6) 13.75(6) 13.75(6) 
10 p.t... 25 25 25 24 300 vis. No. 2-3 
15 p.t.... 24 24 24 23 rE ee 14.25(6) 14. 25(6) 14. 25(6) 14. 25(6) 
ft ore 4)23-24x (2)22-23(4) 3)22-23(3) 5)22-23 500 vis. No. 24 
Cylinder Stocks 3% col........ 14.75(6) 14.75(6) 14.75(6) 14.75(6) 
. ht i y arek . 9)1— R-1R 750 vis. No. 3-4 
600 s.rfilterable.. (2)16-17x 16(3) x16(3 (2)15.5-16 Sia ee 15(6) 15(6) 15(6) 15(6) 
00 fash "7... (3)18.8-10.x 18.54 x18 5(4) OyiT S18, 5(2) =e 56) 15.618) 15.50) 15.5(6) 
orden ee Ban a sits ria 2000 vis. No. 4col.  16(6) 16(6) 16(6) 16(6) 
Mid-Continent : Red Oils: 
FOB Tulsa basis, for domestic shipment only, bright stock, vie. at 210° neutrals, vis 100 a No 6 
at 100° 0-10 p.p 12, 25(5) 12. 25(5) 12. 25(5) 12,25(6) 
Bright k— | 
ue ane 13.75(6) 13.75(6) 13.75(6) 13.75(6) 
0- as 23 s 23 
Pe 4 D: , as - 14.25(6) 14. 25(6) 14.25(6) 14. 25(6) 
0-10 p.p. 21(2) x21(2) 20-21 20-21 
10-35 pp 20.5 20.5 20.5 20.5 14.75(6) 14.75(6) 14.75(6) 14.75(6) 
vis. > 
0 10 pp. 20 20 20 20 15(6) 15(6) 15(6) 15(6) 
Bright Stock Solvent 15.5(6) 15.5(6) 15. 5(6) 15.5(6) 
150-160 vis., 
0-10 aon 95v.i. (5)23-25 (5)23-25x (4)23-24 (4)23-24x 16(6) 16(6) 16(6) 16(6) 
Neutral Olls— Conventional Pale Oils 
= vis. AVIATION GASOLINE 
0. 2 col... 13.75 13.75 13.75 13.75 s 
86-110 vis. (MIL-F-5572) 
No. 2 col... 14 14 14 14 Gulf Coast Cargoes Feb. 13 Feb. 6 Jan. 30 Jan. 23 
eo vis. ont fee 15.75 15.75 15.75 15.75 Cargoes 
vis. No. 3 co 16 16 16 16 7 QR 
200 vis. No.3col. — 16.25(2 16. 25(2) 16. 25(2) 16. 25(2) Gente ie a » 
250 vis. No. 3 col 16.5 16.5 165 16.5 Grade 91/96 Sct 15.5 
Le vis. : - 16 75 16 75 16.75 16 75 Baltimore Md. 7: : 
300 vis. No. 3 co! 17 17 17 17 Grade 106/130... 9.1 19.1 19.1 19.1 
Neutral Olls—Solvent— 95 v.l. jrade 91/96..... . . . 
370-180 vis. (3)18.5-19.5 3)18.5-20.5 (2)18.5-19.5(3) (2)18.5-19-5(3) cant a w.1 W.1 17.1 17.4 
200-210 vis. (3)18.75-19.75 (3)18.75-20.75 (3)18.75-19.75(3) (3)18.75-19.75(3) . 
100 vis...... (2)19.25-20.25(2) (2)19.25-20.25(2) (2)19.25-20.25(2) (2)19.25-20.25(2) Grade 100/180... 19.3 19.2 19.2 19.2 
Cylinder Stocks Grede 80000172 72 73 Wa 
“wey 7 > 7 Charleston, S. C. 
olive green... 17.5 17.5 17.5 17.5 Grade 100/180... 19 19 8 1 
G ol Refi Oils f id-Conti , ; 3 rade 91/96..... ‘ 17. . : 
Pe nl Solvent Refined Oils from Mid-Continent grade crude; FOB ship at Gulf as 7 17 7 7 
Houston, Tex. 
Bright Stock vis. ar 210° Grade 100/130... 18 18 18 18 
150-160 via.: Grade 91/96..... 16.5 16.5 16.5 16.5 
0-10 p.t., 95 vi. 2565 25(5) 25(5) x25(5 Grade 80........ 16 16 16 16 











accurate, complete DAILY PRICES 
Platt's OILGRAM Price Service 


Daily Oil Prices Direct from 
the World’s Leading Oil Centers 


XK Timely, reliable market information delivered to your desk 
by fastest mail — every morning! 


Accurate daily reporting of more than 800 prices of re- 
fined petroleum products. 


PLUS up-to-the-minute news of events affecting oil prices 
and markets. 


SPECIAL! Try the OILGRAM Price Service for two weeks 
at our expense. Learn first-hand how valuable it can be. 


Platt’s OILGRAM Price Service 
McGraw-Hill Publishing Company, 330 W. 42nd St., N.Y. 36, N.Y. 
Yes—I! want to try the OILGRAM Price Service. Please 
send me a two-week subscription without obligation. 





This Is Your 
Market Placel 


Write today for Advertising 
Space Rates. 
NATIONAL PETROLEUM NEWS 


330 West 42nd St., 
New York 36, N. Y. 














Dependable Supply 
LAL MULCLCLLELLLL 


DEEP ROCK 


OIL COMPANY 
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REFINERY AND TERMINAL 


AVIATION GASOLINE 
(MIL-F-5572) 


Feb. 13 Feb. 6 Jan. e 
line Gian, tn. lan. 30 Jan, 23 
Grade 100/130. . 18 18 18 18 
Grade 91/96 .... 165 16.5 16.5 16.5 
Grade 80,,...... 16 16 16 16 
New York, N. Y 
Grade 100/130. . . 19.12) 19. 1(2) 19.1(2) 19. 1(2) 
Grade 91/96..... 17.6(2) 17.6(2) 17.6(2) 17,6(2) 
Grade 80........ 17.1(2) 17.1(2) 17. 1(2) 17.1(2) 
Norfolk, Va. 
Grade 100/130. . 19.1 19.1 19.1 19.1 
Grade 91/96. .... 17.6 17.6 17.6 17.6 
Grade 80........ 17.1 17.1 17.1 a 
Toledo, Ohic 
Grade 100/130... 18.85 18.85 18.85 18,85 
) ae 9 > shag ae 17.35 17.35 17.35 17.35 
Penson 17.35 17.35 17.35 17,35 
JET FUEL 
(MIL-F-5624) 
Gulf Coast Cargoes Feb. 13 Feb. 6 Jan. 30 Jan. 23 
Grade JP-4...... 9-9. 25(2 9-9. 25(2) 9-9. 25(2) 9-9 ,25(2) 
NAPHTHAS & SOLVENTS 
Feb. 13 Feb. 6 Jan, 30 Jan, 23 
Baltimore, Md. 
Mineral spirits. . . 16. 5(4) 16.5(4) 16.5(4) 16,5(4) 
Boston, Mass. 
Vv. M. & P. 
naphtha....... 18.5(4) 18.5(4) 18.5(4) 18.5(4) 
Mineral spirits .. ‘17.5 (5) 17.5(5) 17.5(5) 17.5(5) 
New York Harbor 
Vv. M.& P. 
naphtha....... 18(4) 18(4) 18(4) 18(4) 
Mineral spirits. . . 17(5) 17(5) 17(5) 17(5) 
Philadelphia, Pa. 
V.M. & P. 
naphtha Deltaaces 17.5(4) 17.5(4) 17.5(4) 17.5(4) 
Mineral spirits... 16.5(5) 16.5(5) 16.8(5) 16.5(5) 
Providence, R. |. 
V.M. & P. 
naphtha ...... 19.5 19.5 19.5 19.5 
Mineral spirits. . . 17.5(5) 17.5(5) 17.5(5) 17.5(5) 
FOB Group 3 
8toddard solvent . 12.375(4) 12.375(4) 12.375(4) 12,375/4) 
a a — 12.875(3) 12.875)3) 12.875(3) 12,875(3) 
‘naphtha....... 12.875(4) 12.875(4) 12. 875(4) 12.875¢4) 
Mineral spirits .. 11. 875(4) 11.875(4) 11. 875(4) . = 
Ruhber solvent.. 12.875(4) 12.875(4) 12.875(4 875(4) 
Lacquer diluent. . > (2)13 125-13.375 (2)13.125-13.375 (2)13.125-13.375 (is 125-13.375 
Benzol diluent... (2)14.125-14.625 (2)14.125-14.625 (2)14.125-14.625 (2)14.125-14,625 
Western Penna. 
Oil City: 
Stoddard solvent . 16.5 16.5 16.5 16.5 
Pittsburgh: 
Stoddard solvent . 16.5(3) 16.5(3) 16.5(3) x16.5(3) 
Ohio— Quotations of 8. 0. Ohio for delivery to Ohio points. 
Vv. M. & P. 
naphtha....... 18 18 18 18 
Mineral spirits... 18 17 17 17 
Stoddard solvent 17 17 17 17 
Rubber solvent... 15.875 15.975 15.875 15.875 
E. Tex. (Truck transport lots) 
Stoddard solvent 12 25 12.25 12.25 12.25 
Cent. W. Tex. (Truck transport lots, 
Stoddard sotvent 11.5 156 11.5 11.5 
PARAFFIN WAX 
Feb. 13 Feb. 6 Jan. 30 Jan, 23 
Western Penna. (t.c. in bulk) 
124-6 AMP white 
crude scale....  6(3) 6(3) 6(3) x6(3) 
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Atlantic Seaboard 


Melting points are AMP, 3° 
FOB refinery; scale in 
bags or bbis.; fully refi 


Feb “y eee 6 
New York Domestic 
124- , white crude 
waccuntea x8. 1(3) 8.1(3) 
123- ‘ ‘fully refined 7.95-8.45 7.95-8.45 
125-7 fully refined 8. 45(3) 8. 45(3) 
a oe fully 
refined ........ 8. 45(3) 8. 45(3) 
133- Sfully refined 8.55(3) 8.55(3) 
135-7 fully refined 8.55(3) 8.55(3) 
a? Pde fully 
8.55(3) 8.55/3) 
143 Stall ‘refined 8.55(2) 8.55(2) 
= , ‘aly 
Renwawe 10.55 10.55 
New York Export 
124-6 white crude 
a x7.1(3) 7.1(3) 
123- 5 fully refined 8-8.25 8-8.2 
125-7 full —, (2)8-8.45 (2)8-8.45 
sap 
refined........ (2)8-8.45 (2)8-8.45 
130-32 fully 
refined (2)8-8. (2)8-8.45 
133- -5 fully refined (2) $8.88 (2)8-8.55 
135-7 fully refined 8. 25-8.55(2) 8. 25-8 .55(2) 
138-49 fully 
refined 8.25-8.55(2) 8. 25-8 55(2) 
143-5 fully refined 8.25-8.55(2) 8. 25-8 .55(2) 
PETROLATUMS 
Feb. 13 Feb. 6 


Western Penna. 


ot: 


PARAFFIN WAX 


Bbls.; carloads; tank cars, 2¢ less. 


Snow white cwnaee (2)7.75-8.125 





Lily white....... (2)7.25-7.625 (2)7.25-7.625 
Cream. .......00 (2)6.25-7.125(2) (2)6.25-7.125(2) 
Soft yellow. ..... (2)5.875-6.125 — (2)5.875-6.125 
Light amber. .... (2)5.875-6.25  (2)5.875-6.25 
AMD, .0 ccccese (3)5.625-6 (3)5.625-6 
Red........--c0 SFOS 5.375-5.75 


++ QNSIS-T. 75(2) 


(2)7.75-8.125 


(2)7.375-7.75(2) 


¢ than EMP. Prices for carload lots. Domestic prices 
—— refined, slabs loose. Export prices FAS; scale in 


Jan, 30 Jan. 23 
8.1(3) 8.1(3) 
7.95-8.45 7.95-8.45 
8. 45(3) 8. 45(3) 

8. 45(3) 8. 45(3) 
8.55(3) 8.55(3) 
8.55(3) 8. 55(3) 
8.55(3) 8.55(3) 
8.55(2) 8.55(2) 
10.55 10.55 
7.1(3) 7.1(3) 
8-8.2 e-8.25 
(2)8-8.45 (2)8-8.45 
(2)8-8.45 (2)8-8.45 
(2)8-8.45 (2)8-8.45 
(2)8-8. 55 (2)8-8 . 55 
8. 25-8 .55(2) 8. 25-8 .55(2) 
8. 25-8 .55(2) 8 25-8. 55(2) 
8.25-8 55(2) 8.25- 8 55(2) 
Jan. 30 Jan. 23 
(2)7.76-8.125 (2)7.75-8.125 
(2)7.375-7.75(2) (2)7.375-7.75(2) 


(2)7.25-7.625 
(2)6.25-7.125(2) 
(2)5.875-6.125 
(2)5.875-6.25x 
(3)5.526-6x 
5.375-5.75 


(2)7.25-7.625 
(2)6.25-7.125(2) 
(2)5.875-6.125 
(2)5.875-6.125 
(2)5.625-5.75 
5.375-5.75 


Oil Marketing Equipment and 
TBA Manufacturers Be sure to get 





the FAC 


a 4-page, tell-all 
piece about the 
National Petroleum 
News mid-May 
FACTBOOK issue 
and the sales- 
making opportun- 
ities in it for you. 


For your copy, write 


National 
Petroleum 


News 
330 West 42nd Street 


\ 


CTS ABOUT 












National 
Petroleum 
News 


FACTBOOK jssue 
513th issue 


(Re nly entre or penal nome of Memenet Pewretemm Mees, 
Ne Gree Hell magne of ot mortem g neem = 





-~ ee 
a 





New York 36, New York 
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aC | prices TANK WAGON 





Prices for gasoline do not include taxes; they do, however, include Inspection fees per gal., included in both gasoline and kerosine prices 
inspection fees as shown in next column. Gasoline taxes, shown in separate unless otherwise specified, are as follows: 
column include 2¢ federal and state taxes; also city and county taxes Ala. 1/40c on gasoline; Ark. 1/20c; Fla, 1/8c; I yg Ind. 2/25c; 
as indicated in footnotes. Kerosine tank wagon prices also do not include Kan. 1/100c; La. 1/32c; Minn, 5/200c; Mo. 1 28 ; Neb. 2/100c; Nev. 
taxes; kerosine taxes where levied are indicated in footnotes, Discounts 1/20c; N.C. 1/4e; N. D. 1/20c; Okla. 2/25c; S.C. 1/8¢; S. D, 1/40; 
if any, are shown in footnotes. These prices in effect February 15, 1956, Tenn. 3/5c; and Wisc. 3/100c, : 
as posted by principal marketing companies at their headquarters’ offices, Kerosine inspection fees only: Ala. 1/2c; Fla. 1/8¢; LTowa 1/50c; 
but subject to later correction. Mich, 1/5c 
Socony Mobil 
Mobilgas Aircraft Mobilgas s/v Ss/V 
Grade Grade Grade (Regular Grade) *Mobilfuel *Mobilheat No.4 No. 
Gasoline 80 91 100 ms. Dir. *Mobil Kerosine Diesel (No, 2 Fuel) — Fuel Fuel 
Taxes T.V. T.W. £7. TC. TW. TW. F.C. Yard T.W. T.C. T.W. T.C. Yard Tr.W. T.W. T.W. 
me York City: 
_ eee 0 inal Oe 16.0 aa ica” Se aeGis x15.3 icin ..e. 14.6 2%12.84 x7.29 
— iia ass 0 5a6.0r ee 16.0 =e 11.5 15.5 son x15.3 cla x11.0 x14.7 12.34 = x7.29 
Kings....... 6.0 wees = «16.0 = 16.0) 12.2) xdd.4 = x15.8 0.15.8 0.7) 10.9) x14.6 = x12.84 = x7.29 
Queens.... C:0 Ses =e rr 16.0 16.0 Bonus sae x15.3 areal x15.3 sic Ae x14.6 12.34 x7.29 
Richmond. Bae: cat. scoteth ery 16.0 11.1 11.4 15.3 11.0 14.9 10.6 10.9 14.5 12.1 7.05 
Albany, N. Y.. 6.0 22.5 23.5 15.0 16.0 16.0 11.4 11.6 meee 11.3 14.6 10.9 11.1 14.2 11.16 7 69 
= Peeen.«. BF Ls, ee ive SBS 4 16.4 11.9 11.9 15.45 11.8 15.0 11.4 11.4 14.6 adieed Seen 
uffalo........ 6.0 22.6 28.6 25.6 15.6 16.5 16.5 12.4 12.6 16.16 12.3 16.0 11.9 12.1 15.6 baie 10.9 
Jamestown.... 6.0 .... aes ‘ag ae 16.8 33.06 13.05 = ace. ey. ae 12.3 12.5 15.2 eh ae 
Mt. Vernon.... 6.0  .... ere ee 16.0 rr 11.5 15.2 aaa 15.1 a 11.0 14.7 12.18 
Plattsburg..... ane nore TG 17.4 12.4 12.6 ere 12.3 15.6 11.9 12.1 mithace alo 
oo" .0 22.5 28.5 15.4 16.5 16.5 12.2 12.4 16.75 12.1 15.3 11.7 11.9 14.9 
dene . ae wens 15.4 16.4 16.4 12.1 12.1 esate 12.0 15.1 11.6 11.6 alain 
Bridgeport, Conn.8.0 .... bs sive - Sau 15.8 11.1 st oe afta 15.1 10.6 10.6 14,2 
Danbury...... | ee re ee 16.3 ee Bees views eas aie cieeia SF ease 
Hartford. ..... Be aces ams 14.6 15.8 14.9 11.45 11.45 cae 11.85 14.9 10.95 10.95 14.5 
New Haven.... 8.0 .... re 14.5 15.8 15.8 j | cite 11.0 14.6 10.6 10.6 14.2 
Bangor, Me.... 9.0 .... Pee caov SE F352 a.3 11.9 re 16.3 11.8 15.4 11.4 eles 15.0 
Portiand...... 1 ae — eae ae eS 15.9 11.3 15.6 11.2 15.0 10.8 14.6 
Boston, Mass.. 7.0 20.8 21.8 28.8 14.6 15.8 14.9 11.2 15.5 11.1 15.0 10.7 14.6 
Concord, N.H. 7.0... Sie oe joe x. Lae 16.7 ore eee ae ® 15.6 oe ales 
neaster..... 7.0 18.5 18.5 ree 16.5 16.1 
Manchester.... 7.0 eee <es. oe 16.4 cee se er 15.6 - 15.2 
Bortsmouth.... 7.0 22.5 23.6 |... 16.4 16.8 16.3 11.3 Siete naires 11.2 15.0 10.8 joes 14.6 
Rrovidence, R. 1.6.0 21.8 22.8 24.8 14.6 15.8 14.9 11.2 Pere 15.8 11.1 14.9 10.7 TF 14.5 
Purlington, Vt. 7.5 ane ee | ee | 17.1 12.7 12.7 12.6 15.6 12.2 12.2 15.2 
Putend......- 7M. deen 17.8 17.8 ; 13.1 : 16.0 ; 12.6 15.6 


Taxes: N.Y.C. prices are ex 8% aw sien fone. ‘Dicasens prices ex 2% dis sales tax, egpiteahle ‘+ price of gasoline (ex tax). 

Discounts: Mobile Kerosine—New York City (all boroughs) and Mt. Vernon, tank wagon less 0.5¢ for deliveries of 300 gals. or more. 
Mobilfuel Diesel—All points, tank wagon less 0.5c for deliveries of 800 gals. or more. 
Mobilheat—New York City (all boroughs) and Mt. Vernon, tank wagon less 0.5¢ for deliveries of 300 gals. or more. 

Notes: Premium-grade gasoline t.w. prices 2.5¢ above regular. "Jamestown t.c prices are delivered prices, all other t.c. prices are FOB bulk terminals. 


xEffective Feb. 13. 


Indiana Standard 


*Commercial Consumer TC prices 15¢ higher. 


‘ank wagon prices listed below were obtained by NPN correspondents who visited Standard 


T 
of Indiana bulk plants where the company’s 


Red Crown 
(Reg. Grade) Gaso- Kero- 


prices are publicly posted. 


Standard Furnace Oil 


100 100- 100- 175- 350 850 
tons. Dir. line sine 1-99 gals. 174 349 849 als. gals. 
T.W. T.W. Taxes T.W. gals. &over gals. gals. gals. over & over 
Chicago, II... 18.8 16.8 7.0 {17.1 eee ee 
South Bend, Ind.... 19 5 17.7* 6.0 18.1 16.8 15.8 
Detroit, Mich...... 18.8 17.8 8.0 17.1 16.2 15.2 Race ae . noes 
Mpls.-St. Paul, Minn. 17.8 ee 7.0 17.5 16.0 15.0 14.3 13.8 
Des Moines, Ia..... 17.5 10.9% 8.0 17.1 415.5 414.5 
St. Loufs, Mo....... 17.9 16.4 6.0 17.0 15.4 14.4 
Wichita, Kans...... 16.1% 14.9% 7.0 14.4 18.6 12.6 
Omaha, Nebr....... 17.8 15.8 8.0 16.8 14.4 13.4 
Fargo, N. D........ 17.7 16.1% 8.@ 18.4 16.2% 15.1% 
aren. GD... ..< 18.7 17.2 7.0 18.8 16.6 %14.4* ee = ene 
Milwaukee, Wise.... 18.8 17.8 8.0 18.0 17.0. .... 16.0 15.5 
Effective dates: *Dec. 28; “Dec. 30; Jan. 9; {Jan. 10; xJan. 17. 
Ohio Standard 
Sohio X-Tane Gasoline 
Aviation Gas.-Cons. T.W. (Regular Grade) 
Sohio Sohio Sohio Con- Re- Kerosine No.1 No. 2 
Gasoline Avia. Avia. Avia. sumer sell- oh Sohio- Sohio- 
‘axes 80 91 100 T.W. ers S.S. Heat Heat 
ee 7.0 23.75 24.75 27.75 19.3 15.8 19.9 15.6 15.6 14.6 
Canton...... 7.0 23.75 24.75 27.75 19.3 15.8 19.9 15.6 15.6 14.6 
Cincinnati... 7.0 23.75 24.75 27.75 19.8 16.3 20.9 15.6 15.6 14.6 
Cleveland.... 7.0 23.75 24.75 27.75 19.8 16.3 20.9 15.6 15.6 14.6 . 
Columbus.... 7.0 23.75 23.75 27.75 19.8 16.3 20.9 15.6 15.6 14.6 
Dayton...... 7.0 23.75 24.75 27.75 19.8 15.8 19.9 15.6 15.6 14.6 
TE csive'soe 7.0 23.75 24.75 27.75 19.8 16.3 20.9 15.6 15.6 14.6 
Mansfield 7.0 23.75 24.75 27.75 19.8 16.3 20.9 15.6 15.6 14.6 
Marion...... 7.0 23.75 24.75 27.75 19.8 16.3 20.9 15.6 15.6 14.6 
Portsmouth 7.0 23.75 24.75 27.75 19.8 16.3 20.9 15.6 15.6 14.6 
Toledo...... 7.0 23.75 23.75 27.75 19.8 16.3 20.9 15.6 15.6 14.6 
Youngstown.. 7.0 23.75 24.75 27.75 19.8 16.3 20.9 15.6 15.6 14.6 
Zanesville.... 7.0 23.75 24.75 27.75 19.8 16.3 20.9 15.6 15.6 14.6 


Taxes: Meson operators can purchase aviation gasoline less 5¢ per gal. 
State Tax Exemption Form A-10 to supplier. 


purchase wit 


State Road Tax by supporting 


Discounts: Sohio Aviation—on contract to hangar operators and resellers, 2c off consumer t.w. 


Notes: Kerosine, Nos. 1 & 2 Fuels—Prices are for 100 gal. or more; for 50-99 gal., 


add 1¢; 1-49 gal., add 2¢. 


Naphthas & Solvents—Prices are for t.w. and drum deliveries of 500 gal. or more. 
Premium-grade gasoline prices: consumer t.w. & s.s. 3¢ above regular, resellers 2.5¢ above regular. S.s. prices 


are at company operated stations. 
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Fuel Oils—T.W.—Chieago, II. 
Standard Standard 
Heater Oil Furnace Oil 








1-99 gals........ 57.1 16.1 
100-149 gals. . 16.1 Aree 
150 gals. & over. 15.6 ant 
100-899 gals.......... re 15.1 
400 gals. & over...... 14.6 

St 1 St I 
Fuel A Fuel C 

ee x11.4 x10.25 
750 gals. & over... x10.65 x9.5 
Taxes: St. Louis, Mo., line tax includes lc 





city tax. Des Moines, la. kerosine and furnace 
oil prices do not include 7c state tax. State 
sales, occupation, consumer and use taxes to be 
added, where applicable. 

Discounts: Red Crown—CTW prices at some 
points subject to varying discounts for quan- 
tity deliveries. 

Note: Premium-grade gasoline t.w. prices gen- 
erally 2c above regular. 

*“Temporary” price. 








Clay & Bailey 
QUICK OPENING PRESSURE DOME 





No. 1197 


Designed for use on transport tanks 
for Casing Head gasoline or similar 
products being handled under pres- 
sures up to 45 pounds. Can be 


furnished installed on a 16” or 18” 
round manhole made from 14” steel. 
This is a quality product. Write for 
drawing and prices. 


CLAY “5 BAILEY se co. 


ept. 
6408 East Fortieth St. 
Kansas City 29, Missouri 
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CHEVRON 
—— of (Haguiae? a a —_ 
whe oie Ine 
meonedaeaes 400 Gale. & over Taxes 
San Fran., Cal...... 16.7 19.9 8.0 
Los Angeles........ 16.2 19.4 8.0 
BI 6 cys eee 17.8 21.0 8.0 
Phoenix, Ariz....... 19.4 22.6 7.0 
Reno, Nev.......... 9.1 22.3 8.0 
Portland, Ore....... 17.2 20.4 8.0 
Seattle, Was 17.3 20.5 8.5 
Spokane........... 19.5 23.2 8.5 
y See e 7.3 20.5 8.5 
Boise, Idaho 19.0 24.6 8.0 
eee 17.5 21.3 7.0 
Honolulu, T. H.. 17.8 21.0 10.5 
Fairbanks, Alaska... 28.8 $2.0 7.0 
Juneau.... . 18.9 22.1 7.0 
Standard Standard 
Diesel Standard Stove 
Kerosine Fuel Furnace Oil 
Bele T.T. O@T.3. TF. 
(400 gals. & over) (ex all taxes) 
San Fran..... 17.6 13.0 18.0 14.5 
Los Angeles 17.1 12.5 12.5 14.0 
FYGENO..... 6 9.6 13.8 13.8 15.3 
Phoenix...... 20.3 16.4 16.4 17.9 
er 20.0 15.5 oce's one 
Portland..... 19.6 13.6 ad ae 
Seattle....... 19.6 18.7 cla adi 
Spokane..... 22.4 16.1 tue tes 
Tacoma...... 19.6 13.7 er aiacii 
Boise........ 29.6 15.3 15. 16.8 
Salt Lake.... 18.5 13.8 11.8* 14.3 
Honolulu.... 18.7 13.8 13.8 sae 
Fairbanks 33.7 Hees cee 
Juneau...... 25.6 
Taxes: 


Boise—8e gas tax applies to motor fuel only; 
avgas taxes are 2c federal, 2.5c¢ state. 

Salt Lake—7c gas tax applies to motor fuel 
only; avgas taxes are 2c federal, 4c state. 

Honolulu—10.5 gas tax applies to motor fuel 
only; avgas taxes are 2c federal, 3.5c terri- 
torial. Standard Diesel/furnace oil price is ex 
le territorial liquid fuels tax. All wy 3 
are ex Hawa'‘ian gross income tax of 1% to 
reseller, 2.5% to consumers. 

Alaska—T7c gas tax applies to motor fuel only 
avgas taxes are 2c federal, 3c_ territorial. 
Standard Diesel/furnace oil prices are ex 5c 
territorial. 


Notes: 

Gasoline—For other deliveries of Chevron 
(Regular) and Chevron Aviation 80/87, add to 
400-gals.-and-over price 1.0c for 40-199 gals; 
0.5¢ for 200-399 gals., except for deliveries to 
Marine trade in Alaska (excluding Chevron 
Aviation 80/87) where 0.5¢ differential applies 
to 40-399 gal. deliveries; for less than 40 gals. 
add 5.0c gal.; except at Honolulu add 5.0c¢ for 
less than 40° gals. to Marine trade and less 
than 100 gals. to Shoreside trade. Prices for 
Chevron Aviation 80/87 at Salt Lake City ap- 
ply to all quantities in excess of 40 gals. 
Prices for Chevron Supreme (Premium) are 
3¢ a gal. higher than Chevron (Regular) for 
quantity delivered, except at Boise and Salt 
Lake, which are 2.5¢ higher, and Honolulu, 
Fairbanks and Juneau which are 2.7¢ higher. 
For less than 40 gal. deliveries, and 5.5¢ gal. 
to 400-gal-and-over price, except at Honolulu, 
add 5.0¢ gal. for less than 40 gals. (Marine) 
and less than 100 gal. (Shoreside). Add to 
Chevron Aviation 80/87 quantity delivered 
prices, 2.0¢ for 91/98, 5.0¢ for 100/180 and 
8.0¢ for 115/145. 

Kerosine—T.T. prices apply to deliveries of 
400 gals. and over. For other deliveries: less 
than 40 gals., and llc. 200-399 gals., add 3c 
40-199 gals., add 6c; tank car/truck trailer, 
deduct 3.5c. 

Standard Diesel/Furnace Oil and Standard 
Stove Oil—T.T. prices are for deliveries of 400 
gals. or more. For other deliveries: 40-199 gals., 
add 1c; 200-399 gals., add 0.5c; less than 40 
gals., add 5e. 

*Standard No. 2 Burner Oil. 


Fire-Chief Gasoline 
Texas (Regular Grade) Kerosine 
Co. Dealer Gasoline Dealer 
T.W. Taxes T.W 
Dallas, Tex... ... x15.3 7.0 13.3 
Ft. Worth....... x15.3 7.0 13.3 
—— Falls. . x15.5 7.0 13.3 
See x15.5 7.0 13.3 
t _ ee x15.5 7.0 13.3 
El! Paso. . x17.3 7.0 14.35 
= Angelo Reins x15.5 7.0 13.3 
Passe x15.4 7.0 13.3 
Austin ne Gowan ee x15.4 7.0 13.3 
Houston........ x15.2 7.0 13.3 
San Antonfo..... x15.5 7.0 13.3 
Port Arthur..... x15.2 7.0 13.3 
Notes: Dealer t.w. prices apply also to all 


classes of consumers with minimum delivery 
of 50 gals. 

Premium-grade gasoline t.w. 
above regular. 


xEffective Feb. 9. 


prices 2.5¢ 





H (Prices are per imperial gal. ; 
imperial arrive at price per U. S. ix 
Oil subtract 1/6th.) 


(Esso Gasoline 
Regular Grade) Kero- 
Dealer Gasoline ap 


T.W. axes T 

St. John’s, Nflid....... 25.7 17.0 25.7 
ee eee 21.7 17.0 24.7 
St. John, N. B........ 21.7 15.0 24.7 
Charlottetown, P. E.I. 23.7 13.0 27.2 
Montreal, Que.. ee 13.0 25.6 
Toronto, 4. cs. ice ae 11.0 25.6 
Hamilton, Ont........ 22.6 11.0 25.6 
Winnipeg, Man....... 22.4 9.0 27.8 
Brandon, Man...... . 25.0 9.0 27.8 

et” eS 21.7 11.0 24.5 
Saskatoon, Sask... .... 24.6 11.0 27.2 
Calgary, Alta......... 21.4 10.0 24.2 
Edmonton, Alta...... 20.4 10 0 23.2 
Vancouver, B.C...... 22.4 10.0 25.2 


Taxes: Gasoline taxes are provincial taxes. 
Notes: 

Premium-grade gasoline t.w. prices 3c above 
regular. 

* Price is for premium grade. 


Humble Humble 


- Gasoline Gaso- Kerosine 

Oil Regular line Tank Re- 

T.W. Retail Taxes Wagon tail 
Dallas, Tex...x15.8 x21.1 7.0 18.8 17.5 
Ft. Worth....x15.3 x.21.1 7.0 18.8 17.5 
Houston.....x15.2 x20.5 7.0 18.8 17.5 
San Antonio..x15.5 x20.8 7.0 18.3 17.5 
Notes: 


T.W. prices are to all classes of dealers and 
consumers. 

Premium-grade 
above regular. 


xEffective Feb. 8 


gasoline t.w. price 2.5¢ 





Service Means... 


packaging 
research 


I 

I 

[ 

I 
Vulcan’s modern 
research facilities { 
are constantly at i 
work developing i 
and improving | 
protective interior i 
linings for all 1 
types of products... | 
It's your answer to I 
positive protection I 
whether product is l 
used immediately or | 
stored indefinitely. | 
! 

| 

I 

I 

I 

| 

| 

| 

! 

! 

I 

I 

I 

I 


Complete 





‘completeness’ 
of the line 





Vulcan makes top 
quality steel open 
head pails, closed 
head drums. Sizes; 
1, 1%, 2, 2%, 3, 
3%, 4, 5, 6, 6%, 
10, 12 gallons with 
all types nozzles 
and pouring spouts. 


lithography facilities 
available. Wide 
color selection for 
plain containers. 


® 


ready 
availability 


Vulcan’s constant 
inventory of all 
Standard pails 
speeds your order. 
Modern railroad and 
truck docks mean 
quick loading, 
immediate dispatch. 
From carton to 
carload or truckload 
—when delivery is 
important—call 
VULCAN! 





OVER 40 YEARS CONTAINER EXPERIENCE 





VULCAN CONTAINERS .... 


Bellwood, Illinois (Chicago Suburb) Phone: Linden 4-5000 
In Toronto, Canada—Vulcan Containers Limited. 


Representatives in all Principal Cities 
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i oe . : ‘ : y 44 (N.B. Prices are Continental’s tank- 
er ~ ~aeee. Kemmine — BeeF Cont Wagon “prices. Current selling. price 
Refining r.W. T.W. 7 ES _—e Fuel T.W. T.W. Oil may vary form those shown because 

? int geld ae ‘ of local conditions.) 
2 Sg ee os 014.5 x15.0 x19.0 8.0 14.65 14.0 
een so 2.4 15.9 20.0 8.0 15.25 14.6 Conoco Demand 
oceans Oe ~« 46.4 15.9 20.0 8.0 15.25 14.6 N-Tane (3rd  Gaso- Kero- 
ere 15.4 15.9 20.0 8.0 15.25 14.6 (regular) Grade) line sine 
Meee PATTO. 5. os cen 15.4 15.9 20.0 8.0 15.55 14.9 ‘ank Wagon Taxes T.W. 
et. » maaes 15.4 15.9 20.0 8.0 15.55 14.9 Denver, Colo.... 16.7 15.9 8.0 x16.3 
Pittsburgh. . ee OF 16.4 20.5 8.0 15.8 14.95 Grand June...... 19.8 18.3 8.0 x18.9 
Altoona Sete oad bade dhe 16.4 20.5 8.0 15.8 14.95 | * Sige 1.4 16.4 8.0 x17.0 
Erie hetiate oun des 6 iced teas 15.9 16.4 20.5 8.0 15.8 14.95 Casper, | Wyo Se 17.5 16.5 8.0 x16.5 
III is ass o's 5i0 Fee's 15.9 16.4 20.5 8.0 15.8 14.95 Cheyenne....... 1.5 16.5 8.0 x17.1 
Wilmington, Del........... 15.9 15.9 x20.5 7.0 14.65 14.2 Billings, aes” ‘3 aery 90 19.3 
Hartford, Conn............ 13.4 15.8 8.0 wos ve = eee < eee ma 
POO MEOOR ow oc cvcscecce 15.8 15.8 8.0 Sa 14.2 p nome Falls...... 8 os 9.0 21.1 
Boston, Mass. 14.9 15.8 7.0 ; = ee cca, Re ED 
Springfield. 14.9 15.8 7.0 . 15.1 Sait taee, U...<c80e.. .....- FOr Te 
Providence, R.I........ a. a 15.8 6.0 3 14.5 Twin Falls, Ida. 21.5 we 8.0 19.3 
Camden, N. J...........0. 13.5 15.0 6.0 14.5 14.1 Albuquer, N. M.. 17.9 16.9 8.5 16.8 
DN i SW sc cen eene 13.5 15.0 6.0 14.5 14.1 Roswell......... 16.6 te 8.5 15.5 
REDON, De Rises ven adnas 16.0 16.0 6.0 15.1 14.1 Santa Fe........ 18.0 ae 9.0 16.5 
ee SI Se 16.4 16.4 6.0 15.4 14.6 Muskogee, Okla.. 16.2 15.2 8.5 ‘14.8 
on eS eee ae 16.5 16.5 6.0 16.1 15.6 Oklahoma City.. 15.8 14.8 8.5 15.0 
ee ee 16.4 16.4 6.0 15.6 15.1 ee 15.7 14.7 8.5 14.3 
ae ee 16.5 16.5 6.0 15.7 14.9 
Sarr pea ee 16.4 16.4 6.0 15.5 14,7 Effective dates: xJan. 7; Jan. 9; “Jan. 12. 
Lo, eee 17.5 17.5 6.0 16.8 15.6 
Baltimore, Md............. 15.4 15.4 8.0 Le 14.15 Taxes: 
Richmond, Va............. 15.5 15.5 8.0 14.95 14.2 Gasoline tax column includes these city 
Charlotte, aa eae 15.4 16.2 9.0 15.1 14.3 taxes: Albuquerque & Roswell, 0.5c; Santa 
Jacksonville, Fla...... sions S6c% 15.1 9.0 ace wees Fe, le. Cheyenne, 1c; Casper, Ic. 
IE Kivaswee vacua. Se ee 15.4 9.0 
Discounts: 
Effective dates: xJan. 11; "Feb. 15. Salt Lake City and Twin Falls gasoline and 
kerosine prices apply for deliveries of less than 
Heavy Fuel Oils—T.W. No. 5 Fuel No. 6 Fuel 200 gals. ; 200-399 gals., deduct 0.5c.; 400 gals 
Philadelphia, Pa... . ecvadiadd occa ae eee = 7.38 and over, deduct le. 
Notes: Notes: . 
Premium-grade gasoline t.w. prices 2.5¢ above regular, except Florida 2.25¢. T.W. prices are to consumers and dealers 
Kerosine—Thru Pa. & Del., add 1¢ per gal. for t.w. deliveries of less than 100 gal. at one time. Camden Premium-grade gasoline t.w. prices 2.5¢ 
—Add 1¢ for deliveries of 100-299 gal., 2¢ for less than 100 gal. above regular. 
E oS. 
sso egular Grade : eo 
Standard Gasoline Kero- = Hickory... .. .... 16.5 16.5 9.0 15.4 viesesiccabentiaiaols 
Cons. Dir. sine Mt. Alty...... 6.000 16.7 16.7 "9.0 16.7 No.1 No.2 No.4 No.6 
T.W. T.W. Taxes T.W. Oo = See eds 16.6 16.5 9.0 15.8 7* 
Atlantic City, N.J.. 15.0 413.5 6.0 14.5 Salisbury S.2 12 8:6 6.1 Atlantic City, N.J.14.5 14.10 .... 0 «ee. 
se aR mers 2» a — ee 14.5 Pec Ss. C 15 : as 7 cnee a 14.5 14.1 $4.184 $3.236 
altimore, os : ‘ secs ae ; ? : ape 
Cumberland........ 16.6 16.6 8.0 16.05 Spartanburg........ 15.7 15.2 3 .,.>. Baltimore, Md..... .... 14.15 4.42 8.38 
Washington, D.C... 15.9 15.9 8.0... ew Orleans, La.... 15.0 15.0 9.0 18.6 Washington, D.C.. .... 14.65 4.50 3.38 
ede Va.. . —s ~ .. 15.5 —— — Ss, ty Sole 14.8 14.8 4 13.4 ae 14.9 ‘ 
, OES ‘ E ; x15.4 Alexandria......... 16.1 16.1 0 14.5 
Norfolk............ 15.1 16.1 8.0 x15.2 Lake Charles... .. 14.7 14.7 9.0 18.8 Petersburg. ....... 4 
Richmond.......... 15.5 15.5 8.0 x15.0 Shreveport......... 16.8 16.8 9.0 15.4 Norfolk...........x15.2 13.8 
Roanoke........... A ate a ke eC New Iberia......... 15.2 15.2 9.0 138.8 Richmond........ x15.0 14.2 
Charleston, W. Va... 16.3 16.8 8.0 15.0 Knoxville, Tenn..... 15.8 15.8 9.0 14.9 Roanoke ; 15.6 
Fairmont.......... 16.9 16.9 8.0 16.15 Memphis.......... 3.0 MS BS 8. OO Sige ee ea 3 
Parkersburg........ 16.3 16.8 8.0 15.5 Chattanooga... 15.7 15.7 9.0 14.8 Charlotte, N.C.... 15.1 14. 
Wheeling.......... 16.7 16.7 8.0 15.8 Nashville.......... 15.5 15.5 9.0 14.9 Miekory.........: 15.4 14.6 
Charlotte, N.C..... 16.2 16.2 9.0 165.1 Little Rock, Ark.... 15.3 15.8 8.5 15.3 Bi Mies. 2S: aS. 14.9 
Ds 6x 1s eines 15.8 15.1 
Salisbury......... 15.1 14.3 
Charleston, S.C... .... 13.9 
Columbia......... ; 15.1 
Spartanburg....... . 14.0 


Effective dates: “Jan. 4; "Jan. 6; xJan. 12. 


Taxes: Louisiana kerosine prices do not in- 

clude ic state tax. 

Notes: Kerosine No. 1—Atlantic City pricex 

are for deliveries of 300 gals. or more; add Ic 

for 100-299 gals., 2c for less than 100 gals. 
Premium-grade gasoline t.w. prices 2.5¢ 

above regular 














Kentucky Coue og Sie 
et ne sine 
Standard Dealer Taxes T.W. 
Povtuaten, ee 16.1 9.0 15.2 
ON ETP re F 9.0 15.9 
Louisville PEE Te 4 ; 32 He | 
° 9 : ae ae é ; : 
Saves from 15% to 30% on delivery Jackson, Mies. .-. 2... 16.5 9.0 16.1 
costs, Assures safety and cleanliness, too! Vicksburg............ 16.0 9.0 14.6 
VENTALARM Signals are Underwriter’s | : Birmingiain, — Mess Be ee ee 
Laboratories Listed, and approved by | © 2 es Sotomery ekekhses 4 ue Se 
. . +4: ee = eas : i re : .6 15. 
Leading Fire and Safety Authorities. wee a Lig Augusta ela tee 17:3 8.5 16.5 
. * ere -6 5. 
A full variety of models to satisfy every ; ne lal 16.3 85 186 
tank condition, new or old. e Jacksonville, Fla. 16.1 9.0 15.6 
5a a _ =r rr 16.1 9.0 15.6 
FULL PATENT PROTECTION Pensacola............ 15.9 10.0 14.6 
NS 406s Fecsexaes 16.0 9.0 15.5 





Taxes: 


SCULLY SIGNAL COMPANY [ail | 2. ccc cen semis mee cw « 


county taxes: Mobile, 2c city; Birmingham, Ic 





174 Green Street, Melrose 76, Mass. county ;, Mentoomery,, le city & le county : 

ensacola, le city. Other taxes not included in 

Canadian Branch: SCULLY SIGNAL LTD., wed Beir &. Bea weeat, hancontne prices: Georgia, kerosine, 1c; Montgomery, 
ree tare é : ‘ kerosine, lc; Mississippi, kerosine 0.5c. 
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CRUDE OIL Domestic—in $ per bbl. of 42 U. S. gals. at the well. 





FIELDS EAST OF CALIFORNIA 

SCHEDULE A AA B Cc D E F G H I J kK L M N Oo r y kK 
Gravity 
ae: 2.48 -.. 2.60 2.86 2.41 2.81 2.68 2.78 2.88 2.78 2.71 a eee «32 B.S 68. BS acc 
20-20.9. 2.50 2.20 2.62 2.87 2.48 2.88 2.70 2.80 2.85 2.75 2.78 2.07 2.07 2.40 2.55 2.60 2.65 1.93 1.83 
pee S. 2 er —e Me. wads acs -- 2.80 ae 7 ee a ne cai aces eae | ii aa 
aa... Son ©. £56 2 £6. 82 3.73 2.28 3.89 3.70 8.4 2.09 2. 2.42 2.57 2.62 2.67 1.95 1.89 
22-22.9 2.54 2.26 2.56 2.41 2.47 2.87 2.74 2.84 2.89 2.79 2.77 2.11 2.11 2.44 2.59 2.64 2.69 1.97 1.95 
23-23.9.... 2.66 2.29 2.68 2.48 2.49 2.89 2.76 2.86 2.91 2.81 2.79 2.18 2.1 2.46 2.61 2.66 2.71 1.99 2.01 
Below 24... 2.56 .... “ek are .--- 8.89 2.76 2.86 23.91 2.81 32.79 ae Pee 2.61 ea 2.71 i ‘ea 
24-24.9.... 2.68 2.82 2.60 2.45 2.61 2.91 2.78 2.88 2.98 2.838 2.81 2.15 2.15 2.48 2.638 2.68 2.73 2.01 2.07 
mows... £58 .... 20 .«... Sa atic ee ee eats i aed as ane per wean we eae FC 
25-25.9.... 2.60 2.85 2.62 2.47 2.58 2.98 2.80 2.90 2.95 2.85 2.8 2.17 2.17 2.60 2.70 2.75 2.038 2.13 
26-26 .9 2.62 2.88 2.64 2.49 2.55 2.95 2.82 2.92 2.97 2.87 2.86 2.19 2.19 2.62 2.67 2.72 2.77 2.06 2.19 
27-27.9.... 2.64 2.41 2.66 2.61 2.657 2.97 2.84 2.94 2.99 2.89 2.87 2.21 221 2.64 2.69 2.74 2.79 2.07 2.24 
28-28.9.... 2.66 2.44 2.68 2.58 2.59 2.99 2.86 2.96 3.01 2.91 2.89 2.28 2.23 2.56 2.76 2.81 2.09 2.29 
Below 29 cae ue ey = Srey con rr Perr xs oe aati aac és ae acaaed — pee 
29-29 .9 2.68 2.47 2.70 2.65 2.61 38.01 2.88 2.98 38.03 2.93 91 2.25 2.25 2.68 2.78 2.78 2.88 2.11 2.34 
80-30.9.... 2.70 2.60 2.72 2.57 2.68 3.08 2.90 8.00 3.05 2.95 2.93 2.27 --- 2.60 2.75 2.80 2.85 2.18 2.389 
31-81.9.... 2.72 2.58 2.74 2.69 2.656 3.05 2.92 38.02 8.07 2.97 -95 2.29 3.4 3.7 &.ae Fe «en 2.44 
Below 32 <~ ar as ieies sia re a ane none nua eee “en «sae ii aa 
82-82.9.... 2.74 2.56 2.76 2.61 2.67 8.07 2.94 8.04 3.09 2.99 2.97 2.31 2.64 2.79 2.84 2.89 2.48 
33-33 .9 76 2.59 2.78 2.68 2.69 3.09 2.96 $8.06 38.11 38.01 2.99 .... 2.66 2.81 2.86 2.91 2.52 
34-34.9.... 2.78 2.62 2.80 2.65 2.71 3.11 2.98 3.08 3.13 3.03 3.01 2.68 2.88 2.88 2.93 2.56 
35-85.9.... 2.80 2.65 2.82 2.67 2.73 3.13 3.00 38.10 3.15 3.05 3.03 2.70 2.85 2.90 2.95 2.60 
36-36.9.... 2.82 2.68 2.84 2.69 2.75 3.15 3.02 8.12 3.17 3.07 3.05 (xy we? mek oe ek 2.64 
37-87.9.... 2.84 2.71 2.86 2.71 2.77 8.17 8.04 8.14 8.19 3.09 38.07 2.74 2.89 2.94 2.99 2.66 
38-38.9.... 2.86 2.74 2.88 2.78 2.79 3.19 3.06 $3.16 3.21 3.11 3.09 2.7% 2.91 2.96 38.01 2.68 
89-39.9.... 2.88 2.77 2.90 2.75 2.81 3.21 3.08 38.18 8.23 $3.13 3.11 2.78 2.93 2.98 3.03 2.70 
40 & above 2.90 2.80 2.92 2.77 2.83 3.28 3.10 3.20 3.25 3.15 3.13 2.80 2.95 3.00 3.05 2 72 

Prices are shown by states and by general MISSISSIPPI—Fayette & Other Fields TEXAS—North, North Central 
areas in most states. Details of fields where Schedule O: Esso, Pure. Schedule A: Continental, Gulf, Magnolia. 


each company posts and exceptions to gravity 
schedule as shown above will be furnished on 
request to NPN 


GRAVITY SCHEDULES 


ARKANSAS—Sweet Crude 


Schedule A: Arkansas Fuel, Esso, Gulf, Mag- 
nolia. 


ARKANSAS—Sour & Other Grades 
Schedule M: Ark. Fuel, Esso, Ohio Oil. 


COLORADO—Sweet Crude 


Schedule A: Continental, Phillips, Pure, Sin- 
clair, Texaco. 


COLORADO—Denver-Julesberg Basin 
Schedule D: Pure, Sinclair, Stanolind. 


KANSAS—AIl fields 
Schedule A: Carter, 
nental, Gulf, Phillips, 
Stanolind, Texaco. 
2¢ below Schedule C: Sohio. 


Cities Service, Conti- 
Pure, Shell, Sinclair, 


LOUISIAN A—Central 
Catahoula Lake & Other Fields: 


Schedule N: Ess 
Hamphill & Other. Fields : 


Schedule O: Esso, Gulf, Stanolind. 
Olla & Other Fields: 


Schedule P: Ark. Fuel. Esso. 


LOUISIANA—Coastal 
Edgerly & Other Fields: 


Schedule F: Gulf. 
Eunice & Other Fields: 


Schedule E (24-29 gravity): 
Sun. 


Cities Service, 


LOUISIAN A—East 


Delhi & Other Fields : 


Schedule N: Esso, Sun. 
Fairview & Other Fields: 


Schedule O: Esso. 


LOUISIANA—North 
Athens-Petit & Other Fields: 


Schedule M: Esso, Gulf. 
Caddo, Homer & Other Fields: 


Schedule A: Ark. Fuel, Esso, Gulf, Magnolia. 


LOUISIANA—South 


Schedule P: Cities Service, Continental, Esso, 
Gulf, Magnolia, Pure, Shell, Stanolind, Sun, 
Texaco. 


MISSISSIPPI—Eucutta & Other Fields 


Schedule Q: _ Gulf (schedule extends 
down to below 18). 
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MISSISSIPPI—Overton & Other Fields 
Schedule N: Esso. 


MONTANA—Sweet Crude 

Schedule A: Carter, Phillips, Ohio Oil, Stan- 
olind, Texaco. 
MONTAN A—Sour Crude 


Schedule R: Carter, Continental, 
Stanolind. 


NEBRASKA—Denver-Julesberg Basin 
Schedule D: Pure, Sinclair, Stanolind. 


Ohio Oil, 


NEW MEXICO—Intermediate Crude 

Schedule D: Atlantic, Cities Service, Conti- 
nental, Gulf, Humble, Magnolia, Phillips, Pure, 
Shell, Sinclair, Stanolind, Texaco. 


NEW MEXICO—Sour Crude 

Schedule C: Atlantic Cities Service, Conti- 
nental, Gulf, Humble, Magnolia, Shell, Sinclair, 
Stanolind, Texaco. 


NORTH DAKOTA—AII fields 
Schedule A: Stanolind, Pure. 


OKLAHOMA—Sweet Crude 

Schedule A: Carter, Cities Service, Conti- 
nental, Gulf, Magnolia, Phillips, Pure, Shell, 
Sinclair, Stanolind, Sun, Texaco. 


OKLAHOMA— Sour Crude 
Schedule AA: Carter, Cities Service, Mag- 
nolia, Pure, Shell, Sinclair, Stanolind, Texaco 
(schedule extends down to below 15). 


TEXAS—East Texas Field 

$2.90 Flat Price: Ark. Fuel, Atlantic, Cities 
Service, Gulf, Humble, Magnolia, Ohio Oil, Pan 
American Phillips, Shell, Sinclair, Stanolind, 
Sun, Texaco. 


TEXAS—East Central 
Schedule B: Humble, Sinclair. 


TEXAS—Gulf Coast 
Aldine & Other Fields: 

Schedule P: Pan American, Phillips, Stano- 
lind. 

Anahuac & Other Fields: 

Schedule F: Cities Service, Gulf, 
Magnolia, Pan American, Phillips, 
public Shell, Sinclair, Sun, Texaco. 
Arcola & Other Fields: 

Schedule J: Atlantic, Phillips, Pure, Sinclair, 
Texaco. 
Goose Creek & Other Low Cold Test Fields: 


Humble, 
Pure, Re- 


Schedule E (24-30 Gravity): Humble, Pan 
American, Stanolind, Sun, Texaco. 
Hastings & Other Fields: 

Schedule E (24-40 Gravity): Atlantic, Gulf, 


Humble, Pan American, Stanolind. 


NEWS 
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Sinclair, Stanolind, Texaco. 


TEXAS—Northeast 
(Asphalt Crudes) 


Cayuga & Other Fields: 
Schedule K: Pan American (schedule extends 


down to below 12). 
Taleo & Other Fields: 


Schedule L: Humble, 
tends down to below 15). 


Texaco (schedule ex- 


TEXAS—Panhandle 


Schedule A: Gulf, Humble, 
lips, Texaco. 


Magnolia, Phil- 


TEXAS—Southwest 
Bianconia & Other Fields: 
Schedule I: Cities Service, Continental, Hum- 
ble, Pure, Stanolind, Sun. 
Kelsey & Other Fields: 
Schedule H: Humble, Sun. 
Mirando & Other Crudes. 


Schedule G (24-29 Gravity): 
nolia, Sinclair, Sun, Texaco. 
Refugio & Other Crudes: 

Schedule G (20-40 Gravity): 


Humble, Mag- 


Atlantic, Cities 


Service, Humble, Phillips, Republic, Sinclair, 
Sun. 
TEXAS West Central 

Schedule A: Humble, Magnolia, Stanolind 


Texaco. 


TEX AS—West Texas Sweet 

Schedule A: Atlantic, Cities Service, Gulf, 
Humble, Magnolia, Phillips, Pure, Shell, Sin- 
clair, Stanolind, Texaco. 


TEXAS—West Texas Intermediate 

Schedule D: Atlantic, Cities Service, 
Humble, Magnolia, Phillips, Pure, Shell, 
clair, Stanolind, Texaco. 


Gulf, 
Sin- 


TEXAS—West Texas Sour 

Schedule C: Atlantic, Cities Service, 
Humble, Magnolia, Ohio Oil, Phillips, 
Shell, Sinclair, Stanolind, Texaco. 


Gulf, 
Pure, 


WYOMING—Sweet Crude 


Schedule A: Carter, Continental, 
Pure, Sinclair, Stanolind. 


Ohio Oil, 


WYOMING—Sour Crude 


Schedule R: Carter, Continental, 
Pure, Sinclair, Stanolind (schedule 
down to 15-15.9). 


Ohio Oil, 
extends 


FLAT PRICES 


ARKANSAS 
Smackover (Ark. Fuel, 


Gulf) . $2.33 
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ILLINOIS MICHIGAN PENNSYLVANIA—Penn. Grade 
Ill. Basin (Carter, Texaco, Ohio Oil, Shell, Only lowest and highest postings of each com- All Y : ; 
Magnolia, Pure, Ashl i It, hi : egany, N. Y. (Sinclair) ; 4.00 
u oe Seas, Ger, Sete) 6.00 pany are shown below. Bradford, Pa. (Seep, Tide Water) 4.00 
ieee “pe Bay Pipe Line: Eureka, W. Va. (Seep) 3.46 
Dudley field (Sohio) 2.69 Elmwood .. $2.50 oye giabtelaey nian : 
Plymouth (Ohio Oil) 2.67 Lake George, Stony Lake 2.98 Middle Penna. (Seep) 3.87 
Leonard Pipe Line: Southwest Penna. (Seep) 3.58 
salina wore by A rr a Zanesville, Ohio (Ashland) 2.97 
NDIANA orl other fields y 
Ind. (Sohi F Pure: 
a eee ome Adams & Deep River 2.80 
Coldwater .. 3.04 TEXAS 
KENTUCKY oo 2.48 Benedum Condensate (Shell) 2.90 
Butler Co. area (Owensboro-Ashland 3.00 Barryton-Sun Denslow 3.06 Cayuga Condensate (Pan American) 2.90 
Owensboro area (Ashland) 3.00 Sohio: Coe mt (Sinclair) ae 
Coldwate 3.08 ondensate (Sinclair , i 
Ragland Grade (Ashland) 2.47 old water Crude (Sinclair) ..  9'83 
Somerset Grade (Ashland) 2.87 Clay Creek (Sun) 2.65 
i MISSISSIPPI | fee . 
Western Ky., all fields & pools (Sohio) 3.00 ceienaddinlns Conroe (Humble, Sun, Texaco) 3.18 
Cond te (Gulf 2.75 Darst Creek (Humble, Magnolia, 
LOUISIANA Crude (Gulf) ‘2 : 1.50 J. rere Deataceees 2.79 
: . " Central Miss. Condensate: Quitman-Paluxy (Pan American) 2.75 
Bayou Pigeon (Republic) 2.95 Fayette (Esso 3.10 " 
Bear (Continental) 3.02 Ge teettte (Bozo) ; 3.00 Tomball (Humble, Magnolia, Stanolind) 3.13 
Bivens (Atlantic) 3.00 Van (Humble, Pure) . erecne. 
Haynesville-Smackover Lime: MISSOURI Willamar (Pan American) 2.70 
Condensate (Ark. Fuel, Gulf) 3.00 St. Charles (Sohio) 3.00 
Crude (Ark. Fuel, Gulf) 2.95 
Neale (Atlantic) .... 3.00 MONTANA 
North Louisiana Condensate: Darling (Carter) 2.60 bideseupee ; ; 
—— — (Esso) 3.00 di g Big Sand Draw Condensate (Sinclair) 2.90 
oyd (Esso) ... 2.95 Byron (Ohio Oil, Stanolind) . 1.80 
South Louisiana Condensate (Esso) 3.15 om Garland (Ohio Oil, Stanolind) 1.80 
Sweet Lake (P af : Cleveland & other fields (Sohio) 2.62 . : ; ' 
weet e (Pure) 2.81 Gevaler thsidand) 272 Hidden Dome (Ohio Oil) : 1.65 
Urania (Ark. Fuel) 2.89 Corning (Seep) 2.65 Oregon Basin (Ohio Oil, Stanolind, 
Ville Platte (Continental) 3.05 Lima (S.O. Ohio) 2.50 Texaco) - 1.95 
CALIFORNIA 
S. O. California prices. All gravities above those quoted take highest price offered for the field specified. 
SCHEDULE l 2 3 1 5 6 7 8 SCHEDULE 9 10 ll 12 13 14 15 16 
Gravity Gravity 
12-12.9 $1.83 $1.83 $1.57 $1.59 $1.71 ree ioaa baie 24-24.9 $2.5 — ee $2.58 Pree eee — 
13-13.9 1.87 1.87 1.64 1.6 1.78 ee —— ae 25-25.9 2.62 $2.72 $2.48 2.62 we eer cide 
14-14.9 1.92 1.92 1.70 1.72 1.85 $1.88 $2.06 $1.89 26-26 .9 2.67 2.76 2.58 2.65 Zh Pres aaes 
15-15.9 1.99 1.99 1.74 1.76 1.88 1.98 32.12 1.95 27-27.9 2.75 2.82 2.60 2.70 ore eee sare 
16-16.9 2.06 2.06 1.78 1.92 1.97 2.18 2.01 28-28 .9 2.82 2.88 2.67 2.75 = seis. ome nda’ 
17-17.9 2.13 2.13 1.83 1.96 2. 2.24 2.08 29-29 .9 2.89 2.94 2.74 nea F.O.B. 2.89 eA 
18-18 .9 2.19 2.19 1.87 1.99 2.06 2.30 2.14 30-30.9 2.95 2.99 2.80 SHIP 2.95 eoee 
19-19.9 ea 2.26 cane eee 2.02 2.11 2.36 2.20 31-31.9 3.02 8.06 2.87 $3.02 3.00 oak 
20-20.9 2.33 i ice ee 2.15 2.42 2.26 32-32 .9 8.09 8.12 2.95 3.09 3.05 wee 
21-21.9 2.40 ee, 2.19 2.48 2.32 33-33 ..9 8.17 38.18 3.02 3.17 8.11 eeee 
-22.9 ios eae 2.18 2.24 2.54 2.38 34-34.9 83.24 3.24 3.09 3.23 3.16 $8.14 
23-23 .9 2.23 2.29 2.60 2.45 35-35 .9 3.32 “a 3.15 3.30 8.21 3.20 
24-24.9 2.29 2.33 pata 2.51 36-36 .9 oars 3.20 8.84 3.27 8.24 
25-25 .9 2.34 2.38 2.57 37-37.9 3.24 ase 3.32 3.29 
26-26.9 2.39 eae 2.62 38-38 .9 3.28 3.87 3.33 
27-27.9 eee 2.70 39-39 .9 3.33 Pree * 
28-28 .9 2.78 40-40.9 3.37 3.41 
— LE 17 18 19 20 21 22 23 24 25 26 27 28 29 30 31 32 33 34 35 36 37 
ravity 
14-14.9 $o5>. sep CED veces Rime ORO Oe. fe COT Oe Oe Bae ns. ...- 1.98 2.02 2.05 1.92 1.97 $2.08 
15-15.9 vied Maen Gee See .... BO BG £28 5... 2 — 2 So... oe £2.06 3.06 3.12 1.0 3:06 2.33 
16-16 .9 32:05 23.00 3.35 3.08 .... 1.08 2.21 3.0 .... 3.16 2.48 32 8:24... coos RRL BLE SL. OM. B.2e 2a 
17-17.9 2:30 3.5 oo 2. ..... LO ta 2.2 .... Sak Be Se Se woe. B58 B10 Bae 2.00 2.32 Bee 
18-18.9 2.18 2.17 2.24 2.84 $2.22 2.05 2.82 2.84 .... 2.26 2.26 2.82 2.37 ... .... 2.24 2.26 2.27 2.16 3.24 2.86 
19-19 .9 2.25 2.28 2.80 2.389 2.27 2.11 2.87 2.89 .... 3.80 2.81 2.88 2.48 .... .... 2.81 3.81 2.88 3.31 3.31 3.48 
20-20.9 2.32 2.282.385 2.44 2.88 2.18 2.42 2.44 ... 2.84 2.388 2.48 2.49 .... $2.18 2.88 2.36 2.89 2.27 2.88 2.50 
21-21.9 2.39 2. 2.41 2.50 2.88 2.24 2.47 2.49 .... 2.88 2.44 2.49 2.55 .... 2.21 2.44 2.42 2.44 2.33 2.45 2.58 
22-22 .9 2.46 2. 2.47 2.55 1.43 2.80 2.52 2.54 $2.46 2.48 2.50 2.64 2.62 ... 2.28 2.50 2.48 2.49 2.39 2.52 2.65 
23-23 .9 2.58 2.45 2.52 2.60 2.48 2.86 2.58 2.60 2.58 2.48 2.56 2.60 2.68 $2.58 2.85 2.57 2.54 2.55 2.46 2.58 2.72 
24-24.9 2.60 2.50 2.58 2.66 2.54 2.42 2.63 2.65 2.59 2.52 2.62 2.65 2.74 2.58 2.48 2.63 2.59 61 2.52 2.65 2.78 
25-25 .9 2.67 2.55 2.64 2.71 2.59 2.48 2.68 2.70 2.65 2.57 2.68 2.71 2.80 2.68 2.50 2.70 2.65 2.66 2.56 2.72 2.84 
26-26 .9 2.73 2.60 2.69 2.76 2.64 2.58 2.72 2.74 2.70 2.61 2.78 2.76 2.86 2.68 2.67 2.76 2.70 2.71 2.69 2.78 2.89 
27-27.9 2.80 2.68 2.76 2.82 2.71 2.60 2.78 2.80 2.78 2.69 ... 2.82 2.92 2.74 2.65 2.84 2.76 2.77 2.65 2.85 2.98 
28-28 .9 2.87 2.75 2.83 2.89 2.78 2.67 2.84 2.85 2.87 2.76 .... 2.98 2.80 2.78 2.91 2.88 2.82 2.78 2.92 3.07 
29-29.9 2.94 2.82 2.91 2.95 2.84 2.74 2.90 2.91 2.95 .... 8.038 2.87 2.80 2.98 2.89 2.88 2.80 2.99 3.15 
30-30.9 3.00 2.88 2.97 8.01 2.90 2.82 2.95 2.96 3.04 8.07 2.92 2.87 8.04 2.94 2.98 2.87 38.04 3.23 
31-31.9 Sey Sse Se S.00 2.07 3... B8- B88. x... 8.12 2.98 2.94 8.11 8.00 2.99 2.94 8.10 .... 
32-32 .9 8.18 3.02 3.12 .... 3.08 Xe oie 3.17 3.05 3.01 38.16 3.05 3.05 8.01 38.17 
33-33 .9 3.20 3.09 3.20 3.10 3.10 3.22 3.11 3.08 $.20 8.11 3.11 8.08 3.22 
34-34 .9 3.26 3.16 3.27 3.17 saree 8.27 8.17 8.16 8.24 8.16 8.17 8.15 3.26 
35-35 .9 3.33 3.28 3.34 3.23 8.38 3.24 3.28 . 8.21 3.24 8.22 8.30 
36-36 .9 .--. 8.29 3.39 3.28 Pe, token --.. 8.28 3.27 8.88 
37-37 .9 :: Me. nes 3.32 3.41 . 8.81 3.81 3.36 
38-38 .9 . 8.89 3.37 3.45 . 8.85 38.85 3.39 
39-39 .9 3.44 3.41 3.49 . 8.89 3.40 8.48 
40-40.9 3.49 3.46 3.53 . 8.48 3.44 3.47 
Schedule Schedule Schedule Schedule Schedule 
Alliso Canyon.......... 37 I lt 35) oak ocne 14 Midway Sunset......... $2 PO ere te 21 Signa! Hill (Long Beach). 19 
RE SE ID iacsessccones 3 eae 25 Pleasant Valley......... 34 SS ee 17 
Buena Vista Hills....... 32 een Sd 5 ya ebay 11 Montalvo West (Colonia Race Track Hill........ 35 eS eT te 
Canfield Ranch......... 13 Guijarral Hills.......... 16 ore rns 22 Se 34 NLS 5.6 Cahn veaneke de ll 
a RIESE 34 Huntington Beach...... 23 Montalvo West (McGrath RS 27 West Cat Canyon—Los 
Coles Levee............ TT ee 24 PEE ckecvcccdtncests 21 Rosedale 11 Flores. ........- esses 
i, Serer ee eee 1 Montebello...... beanies SS eee a West Cat Canyon (Sis- 
tS” Sear ie Ue 1 Mountain View......... 31 Rosedale Ranch......... 2 quoe Zone)....... cone Oe 
ae ero = pate Se peseuein 2 i. a Seopa Round Mountain....... 1 West Coyote........... 30 
ae eview Area.......... ewport-Anaheim Sugar 
Elk Hills (Shallow)... | | $2 Leffingwoll. 00000... 15 ieS---ccsecac,--. 6 cme Peaee........ 0 Rite Bee......«:.. = 
Elk Hills (Stevens Zone). 11 — Lost Hills.............. 33 Newport—Other Than Santa Maria Valley. .... 5 Whittier............... 28 
ee eee 8 eee 1 Anaheim Sugar Area... 7 UN NE 66 65.6 t5.0 ses es 9 Wilmington............ 20 
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CRUDE OIL Foreign—in § per bbl. of 42 U. S. gals., except as noted 








Ven Gravity CG it 
ps ezuelan Crude Prices Crade API Price (BbI.) Crude AP Price (BbI.) 
ces per bbl. for cargo-lot quantities, FOB FOB rae La Cruz 
vessels at ports shown; effective at time vessel San Joaquin......... 41.0-41.9 . 3.04 Tucipita eee 8 | $1.70°t 
tenders for loadin ; subject to change without COMM os oo vias 35.0-35.9 2.80 ahscnhgitemn ee? 

, an availa y and other terms stat ND. ck aa! opine 31.0-31.9 2.55 Differential per 4 d av.: 92¢ bbl. *2.5¢ bbl. 
below; 2¢ per bbl. differential y oe of aaay RG gaa du vaciecwns 24.5-24.9 2.25 “*3¢ bbl. *3.5 ¢ bbl te xDifferential applies for each 
applies for gravities below and above those shown, full 1 deg. grav. pe. 41.0 and for each full 4% 
except as noted. Prices for crude oil sold at points 7 Myx ipito deg. grav. below 41.4. tShallow draft only. **Fiat. 
other than those c OS eee .0-36.9 2.82tt 

indicated subject to variation 
from prices shown below to reflect any change in Jusepin.........+.+. 32. 0-82.9 2.82tt {alee avaliable a6 Le Galtnn 26 34 —'—, 
transportation and terminalling requirements. Quiriquire........... 16.5-16.9 2.21° ttAlso available FOB Puerto La Crus. 
Colon Development Co. Ltd. FOB — de Segawa 
FOB Cardon santas Neste cesus 5-20 2.05* 
er Gravity : eetieee Capare (Pedermals) _— Canadian Crude Prices 
oaas API ~:~ yg cdi Sap Postings of Imperial Oil Ltd. Prices are in Cana- 
ta tenet ste eees 40.0-40.9 $3.05 Mene Grande ge Sacen dian dollars per bbl. of 35 Imp. gal. 
Los Manueles. . . . . 30.0-30.4 2.50* Santa Rosa Stabilized Kin Anevte eer ania 
Condensate....... Flat 3.10 cheson/Stony In D6, Wd, Lede. +s : 
Comepenie Stel Go Vensancin hae —- a OR 41.0-41 9 3.04x fruit et magussocdenesssnsnanatenins we 
CE fox rece oie as 36 .0-36.4 2.848 BME! D2, DG. eee eee ewe renee . 
Se sawm......... Dae G $.04, Raat sasenss <a 30.0-30.4 2.57% EN sedis nawarse<cvicOvedwncel 2.46 
Steet eee eeeee o lane... , SS Ome d 2.27* Fenn-Big Valley D-2, D-3................ 2.185 
FOB Cardon ee ee 18.0-18.4 1.954 Golden D-2, D-3 
ee 83 .5-33.9 2.708 rou, Culghte oa 9 
>see aoa 2.658 Temblador.......... 0.9 2.30* Joffre Vikin, 
Cabimas.... 1! 2! ! a2 0-22. 4 2.15% FOB Las Piedras pees bey 
ieee RS ox. 15 2.05** Bachaquero......... -14.9 1.76° Malmo D- 
Bolivar Dist. Heavy..12-5-12.9 1.70° Taparito............ 16.5-16.9 1_80° Maime DS. ia 
Creole Petroleum Corp. og chek hates shes gy 4 >. New Norway D-3 see Be 
FOB Las Piedras or Amuay Yigg tt Sires eas 29 5-299 2 40* Pembina Cardium . 
| ppowone og, ee 16.5-16.9 Se ry ea ee ore ; NG abide ceicuccetdxasxcarcam 2.49 
Lagunillas Heavy... .Flat 2.05% Stnaiele oe & Retains Co, Manitoba 
uerto La Cruz Daly NN. nian scan ccenve cesta 2.34 
La Rosa......... ba teere, 2.25%4 Santa Barbara... .. .32.0-32.9 2.74 se fmmteny =. She 2:20 
Tia Juana Medium. . .26.5-26.9 2 30* Guere (Crude Wax- Virden area-Mississippian...............+. 2.34 
Tis Juana 102 L. P...25.0-25.4 2.52* rr 41.0-41.9 3.04 Woodnorth-Mississippian................- 2.25 
a Juana Light. .... 31.0-31.9 2.65 Socony-Mobil Oil Co. Ontario 
y-Mobil Oi . de Venezuela 
wile Sue amen FOB Puerto La Cruz Oil Springs Retin Gani dvdivcwwuss 3.00 
tie 210-21 4 1.90*t San Joaquin......... 42.0-42.9 3.06 Sarnia by ¢. w. or t. €...... 2... 622s eeeeees 3.30 
. Gael”... cc 84.0-34.9 2°76 12th Line Gentes Station eve cdenreeawes 3.20 
FOB La <x T P 1 Cc Saskatchewan 
Tia Juana Heavy... .18.5-18 2.08° ae FARRER NBe rrr 2.38 
FOB Las Piedras Smiley-Vikin 2.26 
FOB S Tucupide MGR icc ceccenece 29 .5-29.9 2.40* di _ aah oe By ate age te - 
Cumarebo........... 8.0-48.9 3.40 FOB P I c ba a AG ‘3 Pe — 
“ae a Cruz ucers tank: in grav. at 
FOB Palmarejo Dy wah stoucdn sd 82.0-32.4 2.67* $2) 665 with r differential per deg. of grav. to 
ena 29 .5-29.9 $ 2.28*t ME a. vie uetenees 41.0-41.9 3.04 64 & over at $3.285. 
Middle East Crude Prices a Sea ae Gravity Price Eastern Mediterranean 
ranian Light (ex Abadan)....... 34-34.9 1.86 Crude Gravity Price 
Prices are per bbl. of 42 U. S. gals., exclusive of BP Trading, Esso Export, CFP (Iranian Arabian (ex"Sidon, Lebanon) 
local port or other governmental charges, sales Branch), Shell Pet., Gulf Int'l, Iran Calif., Export, Mobil Overseas. ..36-36.9 2.46 
taxes, etc., if any; FOB loading port a pom for Mobil Overseas,€Texaco (Iran), fran Atlantic, M. E. Crude Sales 34-34.9 2.35 
gravities shown: 2¢ per bbl. differential per degree Richfield Iran, Sohio-Iran, Tide Water-Iran, eles stig te ‘ 
of gravity applies for below and above those shown. Hancock Int'l, Pac. Western-Iran, San Jacinto a ‘= a Lebanon /Banias, be 
ides teil Eastern, Signal Int’l, Am. Independent. Se caceuchacacnded 36. : 2.49 
Crude ee Gravity Price Iranian — (ex Abadan)...... 31-31.9 1.67 Ewe Export Stebel Overseas. . 36-86.9 9 ig 
BP Trading, eos Con re er ee j , 
Arabian (ex Rast: ) rseas, 
[rn Ex, ae Muabil Overse 36-36.9 $1.97 Iran Calif., bil Ove: Tide Water-Iran, 
ME. me os Sale 4 as. 34-34.9 “1. 93 Pac. pe Ma a Texaco (Iran), Iran Atlantic, e 
eSales............ Basia ans i Signal Int'l, Am. Independent, Far East Crude Prices 
Basrah (ex Fao, Iraq) ichfleld iran. 
Mobil Overseas............... 36-36.9 1.87 Iraq (ex Fao, Iraq) 
ime Mapert..............0.-- 32-32.9 1.79 BP Tradiee. Prices are in U. S. dollars bbl. of 42 
Bivceccesscccccecce 36-36.9 1.87 U. S. gals., ex local port or other government 
Iranian (ex Bandar Mashur)..... 84-84.9 1.91 Shell Pet......sseeeeeseeeeees 35-35.9 1.90 charges, for crude within gravity range stated, 
BP Trading, Esso Export, Shell Pet., CFP Kuwait (ex Mina-al-Ahmadi).....81-81.9 1.72 loaded in full cargo lots, B port indicated. 
— Branch), Iran Calif., Gulf Int'l, Mobil BP Trading, Gulf Explor., Mobil Overseas. — 
rseas, Texaco (Iran), Am. Independent, Iran a Cf EOPPT COE CETTE Ce Seria Light 
Atlantic. Richfield Iran, Signal¢Int’l, Sohio- Qatar (ex Umm Said) RE eee Sarawak Oilfields Ltd. 
Iran, Tide Water-Iran, Hancock -Int’l, Pac. Be Ed cen caee aces snwnn 40-40.9 2.08 Gravity API Punttidneaanedessachebandese 37-38 
Western-Iran, San Jacinto Eastern, Am Shell Pet., Mobil Overseas. .... 39-39.9 2.06 ec kiteeatsacescknteeete eens $2. “0 
Independent. Pe PR ov wececndesnwes Se Re . Wi iwccicdcewsancensavens Lutong, Sarawak 














Crude-Products Index Rises 1.6% 
BLS figures, with petroleum indexes based on Platt’s OILGRAM quotations, NPN Gasoline Index 
follow (1947-49 equals 100) : Change Change Dealer T.W. Tank Car 
Jan.* Dec. Jan. Jan. vs. Jan. vs. February 15 a y - ee 
1956 1955 1955 Dec. 1955 Jan. 1955 Month Ago 16.18 12.53 
Crude 120.7 120.7r 120.3 + 0.4 Year Ago 15.91 12.14 
Crude and products 117.2 115.6 DY By \-1.6 +. §5 
Gasoline 117.6 117.6 112.7 1. 49 Dealer index is an average of dealer 
Kerosine 122.7 115.3 119.9 474 ae 28 tank wagon prices ex oti 50 cities. , 
a a i ‘ eat ini Tank car index is weighted average o 
Distillate fuels 127.0 120.8 124.4 +6.2 + 2.6 Sdisinn, ehalenain sonia tot tea 
Residual fuels 114.3 112.0 98.8 +2.3 +15.5 grade gasoline, FOB refineries or ter- 
Lubricating oils 80.8 80.1 69.7 +0.7 411.1 bien Pos, Waa Fe 
Natural gasoline .. 87.5 87.5 79.5 + 8.0 venia, California, New, York Harbor, 
iti e a, Jacksonville, oston n 
All commodities 111.8 111.3 110.1 +0.5 + 1.7 Gulf Const CasOnve a 
(*) Preliminary (r) Revised 
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STATISTICS 
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Gasoline Consumption by States, October, 1955* 


(American Petroleum Institute figures) a 
be 








Tax Ratet _—_—_——————- Month of - a = —-10 Months Ending With —. a 
October September 1955 October 1955 October 1954 October 1955 October 1954 4 
Cents Gallons Gallons Gallons Gallons Gallons 

Alabama. 7 69,795,000 70,369 , 000 64,415,000 681,192,000 632,092,000 
Arizona. .. 5 29 ,294 ,000 30,031,000 27,642,000 294 823 , 000 268 ,377 ,000 
Arkansas... . 6% 43,007,000 45,280,000 41,059,000 424’ 428,000 401,485,000 
California. . . . 6 469/877 000 467 758,000 430/340, 000 4,696 299,000 4,340,202 /000 
Colorado...... 6 55,890,000 53,780 000 49 200,000 514/047, 000 481,155,000 
Connecticut 6 58,768 ,000 56 , 422 000 54,779 ,000 556 , 058, 000 526 300,000 
Delaware. . 5 12/363 /000 12'207:000 11,020,000 118/899 ,000 107,708 000 
District of Columbia 6 16,948 ,000 17,308 ,000 16,618,000 170,614,000 165,703,000 
Florida 7 102,729,000 108021 000 95 /742,000 1,128,005 000 1,014'307,000 
Georgia 6% 91,140,000 93 | 424/000 84,722,000 914:118,000 846,768 , 000 
Idaho. . 6 23 445.000 22'363 ,000 21,596,000 215,663,000 203 ,863 000 
Illinois. 5 237,773,000 237 521,000 225 | 327 000 2,309,708 000 2,197,676 000 
Indiana........ 1 140,370,000 139/911, 000 127,904,000 1/372,783 ,000 1,276 253,000 
lowa.. 6 95,334,000 102,041,000 90 460,000 944,900,000 893 ,840 ,000 
Kansas... . .. 5 83886 .000 92: 127/000 82,894,000 865,798,000 812,727,000 
Kentucky...... 7 67 ,636 , 000 65,516,000 61,738 ,000 644,547,000 693 , 404 ,000 
Louisiana 7 70 ,348 ,000 72,027 ,000 64,685 ,000 680,137,000 610 , 223 ,000 
gine... ....... 7 27,099,000 24,733 ,000 24,193,000 245 ,803 ,000 230 ,923 ,000 
Maryland....... 6 66 , 085 ,000 65,821,000 60,744,000 635.178 .000 587,520,000 
Massachusetts 5 106 , 480,000 101,524,000 97,164,000 998 ,978 ,000 929,047,000 
Michigan... . 6 211,107,000 205 801,000 186 |053 , 000 2,038 ,522,000 1,884,679 ,000 
Minnesota... 5 105 ,356 ,000 108 ,945 ,000 86 ,358 ,000 981,726 ,000 909 ,202 ,000 
Mississippi. 7 46 , 706,000 49 ,058 ,000 45,377 ,000 482 ,093 ,000 456 , 866 ,000 
Missouri. . 3 128/972; 000 132/140 | 000 122/958 ,000 1,301,220 000 1,219 691,000 
Montana. . 7 26,069,000 21,732,000 21,954,000 239 '213 | 000 229 |848 . 000 
Nebraska...... 6 48 ' 326,000 48 988,000 46/743 000 483 |337.000 464/216 .000 
Nevada....... 6 11,299 ,000 10,995 ,000 9,804,000 106 ,590 ,000 94,612,000 
New Hampshire 5 16,043,000 14,191,000 13,875 ,000 144287 /000 135 738,000 
New Jersey...... 4 157,819,000 154,168,000 142/077 .000 1,494,777 .000 1,391,953 000 
New Mexico..... 6 28 563,000 27: 077,000 26,132,000 279,569,000 258 ,092 000 
New York... ... 4 311,670,000 296 822,000 282,297,000 2,920,219 000 2,734,917 ,000 
North Carolina. .. 7 104'173;000 112172/000 95/702 ,000 1,037:376 /000 950,160,000 
SMR ioc Soicsoanneeysnuee whem oes 6 33,194,000 29315000 27 (087,000 268 ,286 ,000 259 670,000 
ROM at itin h RG STs pn oie ck 9 es ew cede Sas cd ne ea 5 246 ,885 000 248 | 181,000 223 /937 000 2,421,237 ,000 2,249,566, 000 
Oklahoma. .... 6% 77,841,000 80,660,000 69 , 558,000 766 ,913 ,000 689 , 129 000 
Oregon... 6 56,181,000 53,617,000 51,753,000 521,189,000 491,352,000 
Pennsylvania 6 252,020,000 243,976,000 228 958,000 2,362,549 000 2,209,198 000 
Rhode Island... .. { 20,450,000 19,507,000 21,844,000 1921406 ,000 181,092,000 
South Carolina... 7 51,904,000 58,1780000 49348000 519, 107,000 490,762,000 
South Dakota 5 32,276,000 28,394,000 28 569,000 283,159,000 274 , 263 ,000 
Tennessee 7 90 341.000 81,011,000 77,047,000 807,271,000 762,003 , 000 
Cn RR ie ag 5 355,977 000 357,646,000 380 663,000 3,699 610,000 3,705,555 ,000 
Utah.. 5 26 888 000 26,169,000 23639 000 248 ,076 , 000 5,865,000 
Vermont 5% 11, 052, 000 10,196 000 10/094; 000 100,338,000 96,527,000 
Virginia. 6 99 , 766,000 99,741,000 89,578,000 954,399 ,000 878 224,000 
Washington ; 6% 79'114,000 77/221 '000 79 614,000 725,410 000 675.847 .000 
West Virginia... ... ; 37,113,000 39,975,000 36,396 ,000 381,076,000 358,952,000 
Wisconsin....... 6 105.345 ,000 99 166 ,000 93 547,000 1,008 , 137,000 962,732,000 
Wyoming 5 17,788,000 12,979 ,000 13 042,000 142,615,000 136 ,878 ,000 
‘Total 48 States and D. of C..... . oo ccce ccc ccwass 4,658 505,000 4,621,205 ,000 4,307 ,246 ,000 45 ,322 585 000 42 507,112,000 
Daily Average....... 155,284,000 149,071,000 138 943,000 149 , 087 , 000 139 826 , 000 


Change from previous year: 
Total change... fou 


Percentage change in Daily Average..... eae oon oe 


*In general, these figures include all gasoline sold or consumed within the confines of the 


+313 ,959 ,000 
+7 .29% 


tThese are State tax rates per gallon. In addition there is the Federal tax of two cents (2¢) per gallon. 


-+2,815,473 ,000 
+6.62% 


state, regardless of whether for taxable or nontaxable purpose. 





. . e,@ 1 be . : 2.40 
Gasoline Prices for E 7 Vicksburg, Miss. 16.00 23.40 9.00 32. 
f 50 UG S Cities Memphis, Tenn. 15.30 20.90 9.00 29.90 
Averages of prices for regular-grade gasoline on February 1, as Lexington, Ky. 16.00 20.90 9.00 29.90 
reported by The Texas Co. to American Petroleum Institute. Figures Youngstown, Ohio 16.30 20.90 7.00 27.90 
in ¢ per gal.; (i) and (d) indicate increase or decrease as compared South ‘ead Ind 17.70 22.90 6.00 28.90 
with January 1. Chicago, III. 16.80 22.74 7.00 29.74 
Posted Gasoline Detroit, Mich. 17.30 23.27 8.00 31.27 
Dealer Service Tax Service Milwaukee, Wisc. 17.30 22.90 8.00 30.90 
t/w price Station (incl. 2¢ Station Twin Cities, Minn. i-13.40 i-17.90 7.00 i-24.90 
(ex tax) (ex tax) federal) (incl. tax) Fargo, N. D. 16.10 21.70 8.00 29.70 
H , S. D. 17.20 22.60 7.00 29.60 
Average U. S. d-16.24 — d-21.44 7.80  -29.24 mica ea, 15.80 50.90 8.00 28.90 
Portland, Me. 15.90 20.90 9.00 29.90 Des Moines, Ia. d-10.90 — d-14.90 8.00  d-22.90 
Manchester, N. H. 16.40 20.90 7.00 27.90 St. Louis, Mo. 16.40 21.90 6.00* 27.90 
Burlington, Vt. 17.10 i-23.30 7.50 i-30.80 Wichita, Kan 14.90 19.90 7.00 26.90 
Boston, Mass. 14,90 20.80 7.00 27.80 Tulsa Okla j 15.70 21.40 8.50 29.90 
Providence, R. I. 14.90 18.90 6.00 24.90 Little Rock, Ark. 15.30 19.40 8.50 27.90 
Hartford, Conn. 14.90 d-17.90 8.00 d-25.90 New Ovinane La: 15.00 20.50 9.00 29.50 
Buffalo, N. Y. 16.50 23.50 6.00 29.50 Sensten. “Site. 14.70 20.00 7.00 27.00 
New York, N. Y. 16.00 23.90 6.00 29.90 Albuquerque, N. M., 17.90 24.00 8.50** 32.50 
Newark, N J. d-13.50 16.90 6.00 22.90 Denver, Colo. 16.60 18.50 8.00 26.50 
Philadelphia, Pa. d-14.50 19.90 8.00 27.90 Casper, Wyo. 17.50 25.00 8.00* 33.00 
Dover, Del. 15.90 21.90 7.00 28.90 Butte, Mont. 19.90 26.50 9.00 35.50 
Baltimore, Md. 15.40 19.90 8.00 27.90 Boise, Ida. 19.00 25.10 8.00 33.10 
Washington, D. C. 15.90 21.50 8.00 29.50 Salt Lake City, Utah 17.50 — i-23.90 7.00 —_i-30.90 
Charleston, W. Va. 16.30 21.90 8.00 29.90 Reno, Nev. 19.10 25.20 8.00 33.20 
Norfolk, Va. 15.10 20.90 8.00 28.90 Phoenix, Ariz. 19.40 22.90 7.00 29.90 
Charlotte, N. C. 16.20 d-19.90 9.00 4-28.90 San Francisco, Calif. 16.70 22.50 8.00 30.50 
Charleston, S. C. 15.10 21.50 9.00 30.50 Portland, Ore. 17.20 d-19.90 8.00 _d-27.90 
Atlanta, Ga. 16.60 22.80 8.50 31.30 Spokane, Wash. 19.50 25.50 8.50 34.00 
Jacksonville, Fla. 16.10 19.90 9.00 28.90 (*) Includes 1¢ city tax. - 
Birmingham, Ala. 16.40 d-16.90 10.00*  d-26.90 (**) Includes 0.5¢ city tax. 
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Question Box 
1. ARE YOU having trouble keep- 


ing costs down as octane ratings 
go up? 
The new Du Pont service de- 
scribed at right can help you 
with this problem. 


2. DO FOULED heat exchangers 
plague you with costly downtime 
and spoiled product? 

Du Pont FOA-2 may help 
solve this problem. 

8. IS THERE A DANGER of ad- 


ditive extraction when fuel oils 
pass through dehydrators? 
The next page has an article 
on this subject. 
4. WHO can help you get the high- 
est octane at the lowest refining 
cost? 


See next page. 











FOA-2 reduces heat exchanger 
fouling—helps keep process 
unit on stream longer 


Fouled heat exchangers cost time and 
money and premature process unit 
shutdowns. 

Du Pont Fuel Oil Additive No. 
(FOA-2) promises relief from this fre- 
quent and troublesome problem. 


A little does a lot 


Fouling due to unstable stocks such as 
coker distillates can be minimized by 
adding FOA-2 in concentrations of as 
little as 20 to 30 Ibs. per 1,000 barrels. 
It should be added at the beginning of 
the processing run. 

In cases where the heat exchanger 
fouling is severe enough to cause shut- 
downs as often as every few days, this 
treatment will generally extend, to as 
much as a month or two, the period 
between shutdowns. And during this 
extended operating time, FOA-2, as a 
result, will help to reduce the loss in 
heat transfer coefficient. 

Useful in pipelines, too 
Another effective application for FOA-2 
is for cleaning pipelines. In concentra- 
tions of 50 Ibs./ 1,000 barrels, in No. 2 
distillate, it does an excellent job of 
keeping the contamination in suspen- 
sion and removing it in advance of the 
new product. 

Why not try it? Its rapid, thorough 
cleaning will mean lines that are free 





THIS DU PONT TECHNICAL SERVICE MEANS... 


More octane numbers per dollar 


Octane requirements are increasing so fast that many refiners are facing 


the choice of either a squeeze on their profits or an advance in their gasoline 
price. This predicament is brought about by the pyramiding costs of each 
octane number increase in the 90 to 100 range. In this connection, there are 


times when a refinery technologist experienced in this specialized field may 
be of considerable help in the control of costs. 





Jack S. Bellah, a Du Pont refinery technologist, is shown here dis- 
cussing a more economical method of obtaining octane numbers. 


The Du Pont Petroleum Chemicals Di- 
vision is glad to offer you the services 
of such specialists. The value of their 
services has been proven in a number 
of refineries during the past year. 


Based on market requirements 
Unfortunately, most refiners are forced 
to do a certain amount of uneconomical 


processing in order to balance their 
particular market requirements. But 
this does not mean that substantial sav- 
ings in processing cannot be realized — 
by carefully analyzing and adjusting all 
the factors influencing octane costs. 
These factors include the particular 


gasoline blend, the octane lev- 
> 7 OVER 
el under consideration, and 








of contamination and ready for clean 
product service immediately. 
Other uses 

Du Pont Fuel Oil Additive No. 2 was 
originally developed as a stabilizer and 
dispersant for home heating oils. As 
such, it does a highly efficient job of 
preventing and dispersing sludge for- 
mations that cause screen and filter 


clogging. 


In addition — being a nonmetallic 





ashless additive — it does not leave a 
metallic ash deposit which can foul the 
operation of the electrical system. 
Thus, it helps to prevent ignition fail- 
ures that cause customer dissatisfaction 
and wasteful service calls. 

In diesel fuels, the excellent dispers- 
ant action of FOA-2 improves filter- 
ability. In this way, it helps to elimi- 
nate most injector-sticking and filter- 
plugging problems. 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. |. du Pont de Nemours & Company [Inc.) 
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Octane Economy 


the method of achieving this desired 
level. These factors, and their relation 
to each other, will vary with each indi- 
vidual refining operation. Also affecting 
the octane cost are the spread in value 
between intermediate fuels immediate- 
ly adjacent to the gasoline fraction, and 
the flexibility of the market between 
these fuels and gasolines. 


Tailored to your operations 

For these reasons, the Du Pont octane 
economy service also takes into con- 
sideration all the market factors which 
influence your refining operations. 
Then a thorough study of the actual 
processing operations is made to deter- 
mine the most economical course for 
reaching your desired octane require- 
ments. 


How it’s done 
Assuming that catalytic reforming is to- 
day the principal processing variable in 
gasoline quality control, then the meth- 
od of operating the reformer deter- 
mines to a large extent the cost of 
achieving a desired octane level. 


For maximum economy 

At all octane levels, the most economi- 
cal cost results when the optimum com- 
bination of catalytic reforming opera- 
tions and tetraethyl lead dosages is 
used. In some instances the maximum 
usage of TEL, 3.0 ce per gallon might 
be more economical than increasing 
the severity of the reforming operation. 
But this is by no means always true. 
Generally a combination of moderately 
severe reforming conditions, commen- 
surate with the octane requirements of 
the existing market situation, and inter- 
mediate TEL dosages result in the low- 
est possible costs. 


Valuable aid 
By determining the most economical 
processing steps and reforming severi- 
ty, in relation to your own individual 
stocks and market requirements, the 
Du Pont octane economy service can 
provide a most valuable aid to your 
own process engineering. 

If you would like more information 
about this service and how it can help 
you maintain your profit margins, just 
drop us a line. 





HEADS DU PONT OCTANE ECONOMY SERVICE 


Jack §S. Bellah joined the Petroleum 
Chemicals Division as Refinery Tech- 
nologist in 1953. A graduate of the 
University of Tennessee with a B.S. de- 





gree in chemical engineering, he com- 
pleted a year of study under a T.V.A. 
chemical engineering scholarship. 

For six years, he was employed by 
the Socony-Vacuum Oil Company. His 
activities ranged from routine control 
testing through heavy oils blending, 
conservation engineering, operations 
control and equipment testing, unit 
yields and economic studies, process 
engineering and product development. 

He then joined Mathieson Alkali 
where he was engaged in chemical en- 
gineering development work. 

In 1946, he became a process-project 
engineer at Stanolind Oil and Gas 
Company in Tulsa. After working on 
two of the large joint venture gasoline 
plant projects in West Texas, he joined 
the Refinery Engineering Company in 
Tulsa in 1950. There he coordinated all 
the company’s process activities and 
economic studies. 











Do dehydrators remove Du Pont FOA-2 
from distillate fuels? 


Laboratory and field tests prove the ab- 
sorption rate is less than 1%. And the 
negligible amount absorbed does not 
interfere with the water removal effi- 
ciency of the bauxite dehydrators. 
For example 

In a field test, 74,000 barrels of a No. 2 
distillate fuel oil were treated with 18.8 
pounds of Du Pont Fuel Oil Additive 
No. 2 per 1,000 barrels. This stabilizer 
and dispersant was injected into the 
circulating line of the storage tank 
while the fuel was being recirculated. 
The storage tank contained 8 inches of 
water. Since the fuel was destined for 
shipment through a pipeline, a dry fuel 
was desired. 

The treated fuel was pumped from 
the storage tank through two 100-bar- 
rel capacity bauxite dryers operating in 
parallel, then into the pipeline. Each 
dryer contained sixteen tons of bauxite. 


Petroleum ( 





The test fuel was sampled before and 
after the dryers... and at regular inter- 
vals throughout the 31-hour shipment. 

Results 
The fuel was bright and dry when it 
left the dehydrators. The FOA-2 con- 
tent of fuel entering and leaving the 
dryers was equal. It remained uniform 
throughout shipment. 

When the fuel was checked in at 
destination, no loss in stability was 
noted and in this respect the fuel 
proved to be superior to the base fuel 
without additive. 








REG us Pat OFF 


Better Things for Better Living 
... through Chemistry 


hemicalls 




















E. 1. DU PONT DE NEMOURS & COMPANY (INC.) Petroleum Chemicals Division © 


Sales Offices: 
CHICAGO, ILL.—8 So. Michigan Ave. 


HOUSTON, TEXAS—705 Bank of Commerce Bldg. 


LOS ANGELES, CALIF.—612 So. Flower St. 


NEW YORK, N. Y.—1270 Ave. of the Americas 


PHILADELPHIA, PA.—3 Penn Center Plaza 


Phone RAndolph 6-8630 
Phone CApitol 5-115] 
Phone MAdison 5-1691 

Phone COlumbus 5-2342 

Phone LOcust 8-3531 


PITTSBURGH, PA.—Room 510, Alcoa Bidg. 
SAN FRANCISCO, CAL.—Room 626, 111 Sutter St. Phone EXbrook 2-6230 
SEATTLE, WASH.—Room 215, 4003 Aurora Ave. 
TULSA, OKLA.—P. O. Box 730 


Wilmington 98, Delaware 


Phone ATlantic 1-2933 


Phone MElrose 6977 
Phone LUther 5-5578 


IN CANADA: Du Pont Company of Canada Limited—Petroleum Chemicals Division—80 Richmond Street West—Toronto 1, Ontario 
OTHER COUNTRIES: Petroleum Chemicals Division—Export Sales—Nemours Bidg. 7496—Wilmington 98, Delaware 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. 1. du Pont nt de Nemours & Company (Inc.) 


Printed in U. S. A. 











Station Building Permits, 3rd 3Mos. 1955* 


(Valuation in thousands) 


Division § Total third quarter July Aug. Sept. 
and State No. Val. No. Val. No. Val. No. Val. 
United States Total 2,637 $38,550 826 $11,344 945 $14,536 866 $12,670 
New England 84 1,067 30 ook. Sh 387 23 329 
Connecticut 20 258 4 37 8 103 8 118 
Maine 8 98 3 44 4 53 1 1 
Massachusetts 36 484 16 197 10 109 10 178 
New Hampshire 9 91 3 26 5 64 l l 
Rhode Island 9 96 2 7 4 58 3 31 
Vermont 2 40 2 40 Tt T 7 T 
Middle Atlantic 268 4,349 81 1,171 94 1,621 93 1,557 
New Jersey 55 7174 +16 215 13 193 26 366 
New York 127 1,823 38 517 47 683 42 623 
Pennsylvania 8 £752- 27 439 34 145 2S 568 
East North Central 539 8,719 181 2,763 188 3,066 170 2,890 
Illinois 119 1,885 40 604 40 596 §=639 655 
Indiana 84 1,346 30 384 28 520 26 442 
Michigan 142 2,332 44 868 46 655 52 809 
Ohio 115 2,060 39 598 40 721 36 741 
Wisconsin TS i226 Ze 309 = 34 574 17 243 
West North Central 246 3,889 55 859 109 1,661 82 1,369 
Iowa 61 822 17 302 31 340 13 180 
Kansas 28 440 7 100 11 176 §610 164 
Minnesota 64 =1,161 11 163 19 370 §8634 628 
Missouri 44 785 8 139 25 458 11 188 
Nebraska 23 285 4 55 12 147 y 83 
North Dakota 14 181 3 32 8 111 3 38 
South Dakota 12 215 5 68 3 59 4 88 
South Atlantic 453 6,820 147 2,243 172 2,698 134 1,879 
Delaware 13 198 4 50 7 107 3 41 
District of Col. i, 100 1 14 l 12 5 714 
Florida 112 1,735 38 618 40 604 34 513 
Georgia 71 1G? = 2 229 26 289 24 249 
Maryland 39 678 15 251 14 265 10 162 
North Carolina 63 902 18 280 oH 431 18 191 
South Carolina 28 a20 «2&2 125 13 155 3 40 
Virginia 96 1,828 28 560 35 721 33 547 
West Virginia 24 292 11 116 9 114 4 62 
East South Central 162 2,217 56 646 53 7132 0 |O53 819 
Alabama 67 7154 23 250 25 272 19 232 
Kentucky 25 430 12 159 2 68 11 203 
Mississippi 27 359 8 6}. ¥3 169 6 123 
Tennessee 43 674 $13 170 13 243 17 261 
West South Central 323 4,194 103 1,249 97 1,411 123 = 1,534 
Arkansas 15 125 8 66 2 18 5 41 
Louisiana 45 733 15 201 14 268 16 264 
Oklahoma 47 559 12 148 19 209 16 202 
Texas 216 2777 6 834 62 916 86 1,027 
Mountain 189 3,179 55 860 70 1,391 64 928 
Arizona 31 475 12 195 11 189 8 91 
Colorado 47 725 14 200 18 307 15 218 
Idaho 19 322 3 po 6 135 10 132 
Montana 17 370 6 116 4 106 7 148 
Nevada 11 199 1 20 7 154 3 25 
New Mexico 11 122 4 42 4 54 3 26 
Utah 39 770 7 122 15 379 «617 269 
Wyoming 14 196 8 110 5 67 | 19 
Pacific 373. «64,116 118 1,202 131 £1,549 124 = 1,365 
California 267 2,588 80 677 88 900 99 1,011 
Oregon 39 489 16 246 16 184 7 59 
Washington 67 1,039 22 219 27 465 18 295 


* Data shown in this tabulation have been developed to represent all areas which require 
building permits, rural as well as urban. These places, which number approximately 7,200, 
include about 80 percent of the nation’s nonfarm ee according to the 1950 Census. 
These figures do not represent the volume of building actually started during each month 
since no adjustment has been made for lapsed building permits nor for the time lag between 
permit issuance and the start of construction. 

+ None reported. 
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BOWERS BATTERY & SPARK PLUG CO., READING, PA 








ADVERTISING 
CLOSING 
DATE 


for the 
NPN 


FACTBOOK 
April 
16th 


561 





Mr. Distributor: 


There’s a good reason for 
the 1000 new Cities Service 
September 1953! 


outlets since 


With the addition of 1000 new outlets since 
1953, Cities Service is moving ahead faster than ever! 

These new dealers and distributors didn’t just 
happen to choose Cities Service . . . they joined 
forces because they could see the trend of events in 
the gasolene industry. 

They were confident when Cities Service New 
5-D Premium Gasolene was announced in Septem- 
ber 1953, that with its heavy promotional backing, 
it would result in sales increases far above the 
general rate of the industry's increase. 

And they were right. Those dealers and dis- 
tributors who teamed up with Cities Service since 


1953 enjoyed a phenomenal increase in premium 


gasolene sales, a better than average sales increase 
in all petroleum products . . . plus a continual in- 
crease in promotional backing! 

They have flourished in an atmosphere of co- 
operation, not domination, by Cities Service... and 
if you talk with any of them, you'll find they expect 
1956 to be their biggest year ever with 5-D Premium 
Gasolene sales hitting a new high. 

Yes, Cities Service is still on the move, as its 
competitors will admit, and because of this market- 
ing expansion, there are now some fine opportunities 
for dealerships and distributorships, perhaps in your 
area. For information write: Cities Service Oil 
Company, Sixty Wall Tower, New York 5, N. Y. 





HERE IS THE AREA 

—38 STATES EAST OF 
THE ROCKIES—IN WHICH 
1000 NEW OUTLETS 
JOINED THE GREAT 





CITIES SERVICE FAMILY 
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Easy “Pay as you Profit’ plan lets an Alemite 
on-the-car wheel balancer go to work for you! 














Now you can own a new Alemite On-the-car Wheel 
Balancer the easy way. A small down payment, and 
then the wheel balancer is on your pay roll! Just one 
job a week meets the easy payments! 

8 out of 10 of your customers’ cars need wheel bal- 
ancing. And you get a big bonus because you make 
more tire sales, too! 


Only the Alemite On-the-car Wheel Balancer bal- 
ances everything from hub cap to casing all at once — 
up, down and even dynamically (side-to-side) ! No com- 
plicated attachments! 

—AND LOOK AT THE PROMOTIONAL 


Exclusive Vue-Scale Meter shows BACKING ALEMITE GIVES YOU! 


your customers the need for wheel 


balancing — proves wheels are bal- =F ALEMITE 
anced once the job is done. - 
Zt Elechionte—~| 


FREE demonstration proves it! Your Alemite repre- 
sentative will show you just how easy WHEEL BALANCING 
it is to take advantage of this money- ON THE CAR 

making opportunity. And he’ll see 


»/ ° o 
to it that you get the big promotion : while You wat 


kit that puts you in the wheel bal- 


ancing business—ties you in with “~ Colorful Alemite Dealer Sign! This sign is domi- 
Alemite national advertising in /, Vem ei nantly shown in Alemite national magazine ad- 

vertising. Motorists are told to look for it as the 
sign of wheel balancing safety! It identifies 
Call him TODAY! ao —_— = your service ... attracts your prospects! 


ALEMITE 


newspaper ad mats, ‘postcards and advertising 
1826 Diversey Parkway, Chicago 14, Illinois 























the Saturday Evening Post. 





hand bills! 








STEWART 
WARKER 
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Can you guess the year? 








It was the year... 

when the trans-Atlantic wire-photo was 
first demonstrated in New York... 
when two Army airplanes completed 


the first flight around the world... 








when the dirigible “Los Angeles” was 
delivered to the United States by 


Germany. 


We have another reason for remembering 
this particular year. It was the year Gulf 
introduced the use of a seismograph in 


searching for oil—and discovered with it 





the unsuspected Orchard Dome oil pool in 
Texas. 


If your guess is 1924 — you're right 


That year it took 61 billion gallons of 
gasoline to power the 15.4 million cars on 
the road. Just thirty years later, five times as 


much gasoline was needed. More than 33 




















- billion gallons were used to keep America’s 


Wire-Photo sent London to New York—President Calvin Coolidge Pe ea an Eg 


Future estimates indicate there will soon 
be 60 million cars on the country’s high- 
ways. Already Gulf and the oil industry are 
preparing to meet this increased demand; 
to keep abreast of America’s growing need 


for more and better petroleum products. 


GULF OIL CORPORATION e GULF REFINING COMPANY ¢ PITTSBURGH, PA. 
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U.S. Rubber announces another major advancement in OIL DOCK HOSE! 


eS 





a 
rae Se 


NEW U.S. AMAZON H-1818 Lighter Weight Suction & — 
hear pn bone ising -up, Cuts Dock-Side Time! 


TWICE AS FLEXIBLE... visible proof that the new H-1818 (left) 
—with the same 200 Ib. operating pressure rating as conven- 
tional hose (right)—is twice as flexible! In addition, H-1818 
weighs one-third less per foot, has 50% lighter ends, and pro- 
vides the greatest hydrostatic values ever! 


GET HOSE SUCTION LINES flowing quicker with this far more 
flexible, lighter-to-handle hose. The 8” i.d., for instance, has 
a bending radius of 3 feet, weighs but 18% Ibs. per foot 


Mechanical ya Division 


(instead of 30 Ibs.) and comes with metal connections weigh- 
ing only 85% Ibs. (rather than 175 Ibs.!) 


The new U.S. AMAZON H-1818 Lighter Weight Suction 

& Discharge Hose provides— 
Easy Handling—lighter weight and ready flexibility. 
Ultimate Hydrostatic Values—up to 75% higher than con- 
ventional dock hose. 
Greatest Safety—harmless seepage, rather than sudden 
burst, when hose has served its time. 
Positive Static Connection Through Body Wires—eliminates 
possibility of static bond failure. 
Highest Crush Resistance—with greatest flexibility. 
Smooth or Corrugated Covers—smooth for repeated rough 
moving; corrugated for more permanent installations. 
Lightweight Steel Nipples— with forged aluminum, bronze, 
steel, or cast iron flanges—as ordered. 

U.S. Amazon H-1818 is obtainable through any of our 27 


District Sales Offices or write to us at Rockefeller Center, 
New York 20, New York. 
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package 
porcelain enamel service stations 


Above are four actual “‘package’”’ service stations built of Avoncraft 
Porcelain Enamel for four major oil companies. These stations represent 
a trend in modern marketing methods . . . Avoncraft Porcelain Enamel 
Service Stations are completely pre-fabricated, delivered to the site, and 
assembled and erected in the field. For durable sales appeal, inside and out 


. .. for economy, and for simplicity of maintenance, Avoncraft ‘‘package’’ 
service stations are outstanding. 


Our Avoncraft Engineers are at your service . . . write: 


architectural products 


a division of 


AVONDALE MARINE WAYS, INC. 
P.O. Box 1030, New Orleans 8, La. 
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THE RIGHT 


TRUCK TANK 
for you 


Take a good look at the six truck tanks illus- 
trated here. Five are stock models, one is a 
de luxe, custom-made job. They all have a 
number of important things in common— 
things you want in your truck tanks. 

Each one was engineered to the exact re- 
quirements of the work it has to do. Each one 
is constructed of the highest quality mate- 
rials, with strength to spare wherever strength 
is required. Each fitting and accessory is 
specifically designed for its particular purpose. 
All fittings are steel, malleable iron, or high- 
grade bronze. Each weld is expertly made 
and with no skimping. The tank of each one 
was tested at least twice after mounting. 

Of every 4 Quaker City truck tanks we 
build, 3 are repeat orders. Whatever your 
requirements—an inexpensive stock tank or 
a de luxe streamlined unit—Quaker City is 
your best buy. Write for full information. 


QUAKER CITY 
IRON WORKS 


3400 Gaul Street * Philadelphia 34, Pa. 


ONE OF AMERICA’S LEADING TRUCK TANK BUILDERS 
FOR OVER 25 YEARS 
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“The Betsy Ross” —1,200 gal., 3 compartment stock truck 
tank mounted on model F6 Ford. CA 84”. 


TJ 


“The William Penn” —1,500 gal., 3 compartment stock unit 
mounted on model KB 7 International. CA 102”. 


a 


“The Ben Franklin” —2,000 gal., 4 compartment stock truck 
tank mounted on model U70 Autocar. CA 103%”. 


“The William Penn” —1,200 gal., 3 compartment stock unit 
mounted on model 6403 Chevrolet. CA 84”. 


“The Quaker Maid’”—2,300 gal., 4 compartment tank 
mounted on model 755 GMC. CA 120”. 


2,500 gal., 5 compartment de luxe unit mounted on model 
U70 Autocar. CA between front tandem axle and cab 120%”. 



















AROLUBE | 


UBRICATING EQUIPMENT 






seeeeennentaneennnstttn OTS 





AaB? 





This great new AROLUBE line is a born money- 
maker—the key to better profits for dealer, 
garage, or service station. Here’s brilliant 
styling that attracts new customers, keeps 
old ones coming back—whether units are 
grouped for all essential services or used 
individually! As for performance, this line 
is a world-beater! It’s ARO-engineered and 
built for extra years of usage, big savings 
in time and operating costs. See your 
Automotive Wholesaler now for all the 
facts! 
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* PROVED IN THE SANDS OF NEW MEXICO 


f 


* PROVED IN THE HEAT OF ARIZONA 





Perfected after three years of research and development! Nota 
single failure in 12,260 grease jobs during tests ranging 
from the torrid heat of Arizona to the frigid cold of 
northern Canada. Uses /ess air and fewer strokes to pump ° 
more lubricant! Instant pressure recovery on both up / Fe 
and down strokes—no time loss between piston / /) 


cycles, no wait for pressure build-up! Completely 


WARRANTED FOR 3 YEARS 
OR 10,000 LUBE JOBS! 


The Aro Equipment Corporation war- 
rants the AL-207 Air Motor to be free 
from defects in workmanship and ma- 


sealed, no lubrication needed! 


THE ARO EQUIPMENT CORPORATION 
Bryan and Cleveland, Ohio 


Aro of mepery m Los Angeles 7, —_ : lai “ff / terials for 10,000 lube jobs or 3 years, 
Aro Equipment oO Canada, itd, Toronto , Ontario > % whichever occurs first, from date of 
Offices in All Principal Cities 


purchase! 
® 
LUBE EQUIPMENT 
Also ... Air Tools .. . 
Aircraft Products . . . 
Grease Fittings 
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| a] 


oat THE 


» BRIGHTEST — 


NEWS IN SERVICE STATION LIGHTING 


... and if can cut your 
TL 30% 


PATENT 







NO. 167558 





APL SERIES by ELECTRIC LIGHTING SALES, INC. 


No other high-mounted luminaire lights your way 

to better service station illumination. First, 

the APL means fewer units . . . four single-unit APL’s 
instead of 8 ordinary luminaires. 

Secondly, these new APL’s mean vastly increased 
visability — a blanket of white, glare-free light that 
reaches driveways and parking areas. 


Its unique angled feature sets your station or parking 
area distinctively apart. Oncoming traffic sees your 
station first — from greater distances. 





INNS W 
And notice that the APL series has a pre-adjusted angle WIDE ANGLE COVERAGE 
for maximum lighting efficiency. Just mount it and 
forget it. Naturally, this means lower maintenance and q INNSW 





operating cost than conventional lighting. i A YEARS-AHEAD DESIGN — 
An all aluminum area light — sealed in. With or = SINGLE OR DOUBLE-WING 
without easily removable, snap-on plexiglas covers. deceit 
tte NEW 
Furnished complete with steel mounting bracket, 4 RAPID-START LAMPS (400- 
wired and ready for installation. 600 WATTS PER UNIT) 
See how the new APL Series builds night sales — cuts ) mI, 
operating costs 30%. Write for details — today! INE W 


NO-GLARE BRIGHTNESS 
Electric Lighting Sales, inc. NSW 
P.O. BOX 1907 STOCKTON, CALIFORNIA HINGED-POLE STYLING 


24 N. Wabash Ave. Chicago 2, Illinois 
927 Gaiennies New Orleans 13, Louisiana 
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andNPN sellsTBA 


With every tick of the clock, motorists buy ap- 
proximately $95.00 worth of tires, batteries and 
accessories from the oil industry. That amounts 
to $5700 a minute, $8,208,000 a day, three 
billion dollars worth a year! 


As each second ticks, another tire is sold. 
Every two seconds, it’s a new battery. Since you 
started to read this ad, 200 motorists have 
bought other accessories, too, at their neighbor- 
hood service stations. 


Can you hear those cash registers chiming a 
chorus of sales? Whose tires, whose batteries, 
whose accessories are being sold—YOURS? 
Are you getting your share of this oil company 
TBA* business? Know how to get it? Where to 
start? Whom to see? 


*TBA is the oil industry's designation for tires, batteries and accessories. 


ational 
etroleum 


ews 


NATIONAL PETROLEUM NEWS 


There is a particularly effective method of 


soliciting this business; an inside track to the oil 
jobbers and major oil company marketing men 
who decide what TBA items shall be sold. It’s 
advertising in National Petroleum News. 


National Petroleum News reaches market- 
ing management men in oil jobber organizations 
and major oil companies—the men who direct 
the packaging, storage, transportation and sales 
of petroleum products, PLUS the purchase and 
resale of tires, batteries and accessories. 


If you want TBA business, the first logical 
step is an advertising campaign in National 


Petroleum News. 





Available free: Reprint of the TBA Directory and Buyers’ 
Guide in the 1955 NPN Factbook — 40 pages. 











THE McGRAW-HILL MAGAZINE OF OIL MARKETING 


Established 1909 * Published monthly 


@ All-paid audited circulation 


NPN Factbook published as a 13th issue in May 


330 West 42nd Street, New York 36, N.Y. LOngacre 4-3000 
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Important information 
for 274 key oil company executives about 


The Du Pont Plan For 


Any one of the Plan’s exclusive benefits can make more 
anti-freeze profits for your company. It will pay you 
and your associates to learn about all of them now. 


More profits through proven distribution efficiency. For ex- 
ample, Du Pont delivered 85°% of one major oil company’s entire year’s anti- 
freeze needs at the peak of the selling season .. . cut their carryover to less 
than 12%. This is typical of how Du Pont’s warehousing-shipping service 
can help keep your distribution costs down...increase your anti-freeze profits. 


More profits through leadership in both standard and pre- 
mium markets. The Du Pont Zerone®-Zerex® anti-freeze team leads all 
others in public acceptance . . . is more widely used by motorists than any 
other methanol and ethylene glycol brands. 


More profits through a personalized field service. Du Pont gives 
you the year-round assistance of 48 full-time Anti-Freeze Specialists who 
provide the technical and promotional aids needed to help you increase 
sales in your marketing areas. 


More profits through sound sales policies. Du Pont’s anti-freeze 
line has consistently been a top money maker for service station operators the 
country over. Among the reasons: Du Pont’s streamlined procedure for 
fast enforcement of Fair Trade in states having such laws, as well as a firm 
stand against sales to employees at less than retail price. 
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Anti-Kreeze Profits 


More profits through resultful advertising and product pro- 
motion. Anti-Freeze Week is just one of the exclusive Du Pont national 
promotions which have increased dealer profits every year. In addition, 
Du Pont has an extensive program of advertising that includes the industry’s 
only nation-wide television show specifically tailored to meet individual 
market requirements. 


More profits through quality products—made and backed 
by Du Pont. Most customers know from experience that Du Pont prod- 
ucts offer the ultimate in quality, satisfaction and dependability. That is 
one reason why “Zerone” and ‘‘Zerex’’ anti-freezes are so much easier to 
sell, resulting in more profits for you. 


These are only the highlights of how Du Pont's Anti-Freeze Profit Plan can 
help your company make more profits more ways. Certainly you and 
your associates will want to hear the full details of this Plan. Your Du Pont 
Anti-Freeze Specialist will be happy to confer with you at your convenience 
and outline the Plan in full. To reach him, phone or write E. |. du Pont de 
Nemours & Co. (Inc.), Polychemicals Department, “Zerone’’-‘‘Zerex” Anti- 
Freeze Section, Wilmington 98, Delaware. 


REG. U.S. PaT. OFF. 


BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 
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Get your 
bulk plant, build with 


vice staoe aT Poe 


roliifex-mme]mmer-Ue-lel— 
Panl-Frame buildings 





built 
faster, at 
less cost 


Here’s the line of steel utility buildings with features you want 
and need for your bulk plant, warehouse, office, pump house, tool 
shed or garage. All-steel Panl-Frame construction insures fire- 
safety and durability. Die-formed panels and pre-engineered 
frames make a neat, efficient-appearing building that’s perma- 
nent and weather-tight. 


Yet you pay less to build, less to expand, less to maintain your 
Butler Panl-Frame building. Panl-Frames give you all of the cost- 
cutting advantages of mass production prices and fast erection. 


Panl-Frame buildings go up in hours—not days. An inexperi- 
enced field crew can do the job using only wrenches and screw- 
drivers. Panels can be pre-assembled into large sections and 
simply tilted into place on any type of foundation. All sections, 
Side panels can be pre-assembled for faster erection. Roof, frames and roof panels are bolted together for maximum rigidity. 
frame and side panels bolt together. Expansion or relocation at another site is easy with 100% salvage 
of materials. 


There are so many sizes to choose from that you can get a Panl- 

L Frame building that exactly meets your needs. Widths vary from 

S764, prove” 4 to 24 feet, sidewalls are 8 to 10 feet high, and you can get any 
length you want in 2 foot increments. 


Consult the yellow pages of your telephone directory You get the same Butler quality in Panl-Frames that has made 


Butler Ist choice in the steel building field. Galvanized high rib 
BUTLER MANUFACTURING COMPANY panels add strength. One-piece roof ridge and snug overlap of 


7454 East 13th Street, Kansas City 26, Missouri panels insures weather-tightness. Write for details. 


for name of your nearest Butler Builder 


Manufacturers of Steel Buildings + Oil Equipment + Farm Eq 





ip t+ Dry Cl s Equipment + Outdoor Advertising Equipment + Special Products 
Sales offices in Los Angeles, Richmond, Calif. * Houston, Tex. * Birmingham, Ala. * Minneapolis, Minn. * Chicago, III. ¢ Detroit, Mich. * New York, N. Y. © Burlington, Ont., Can. 


174 NATIONAL PETROLEUM NEWS * March, 1956 











Maren, £7IJU ” NALIVNAL FEPQVuesvem Naw 











FASTER LUBRICATION 


Wheels and suspensions 
hang free; and every lube point 
is within easy reach, permitting 
service men to work faster, 
easier, without obstruction. 








SERVICE STATIONS ACROSS THE NATION 


INCREASE PROFITS AND VOLUME 


WITH GLOBE Frame-Kontact’ HOISTS 


These increases are reported by a dealer 
in Norfolk, Va., who recently changed to 
a Globe “Frame-Kontact” Hoist. And 
dealers everywhere find that nearly all 
service jobs are more efficiently handled 


on these revolutionary time-saving Hoists. 


From lubrications and tire changes to 
replacing mufflers and tail pipes . . . profits 
are going up and up as the volume and 


quality of these services are raised. 








The principle of ‘’Frame-Kontact” lifting was in- 
vented, pioneered, patented and licensed by Globe 
Hoist Company under the following U.S. Patents: 
2458986 — 2593630 — 2593635 — 2612344 — 2612355 — 
2654443. Other U.S. & Foreign Patents issued and 
pending. 











(al | 






“BEST LUBE HOIST IN U.S....” 
“| think it is the best lubrication 
Hoist in the U.S. It is faster, easy 
to drive onto, and the suspen- 

sion is free.” 
St. Cloud, Minn., dealer 


“NEAT APPEARING...” 

“It is a very efficient and neat 
appearing piece of equipment 
...much easier to work around 
on the grease rack than the con- 
ventional type.” 

Philadelphia, Pa., dealer 


“BEST FOR CHANGING TIRES...” 
“It's the best Hoist | have ever 
used for changing tires, putting 
on chains, packing wheels, and 
adjusting brakes. Very easy to 
work under.” 
Yorkville, N.Y., dealer 
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“HELPS SELL MERCHANDISE...” 
“We find 'Frame-Kontact’ Hoists -_ ne 
save 25% on labor operations, ! GLOBE HOIST COMPANY NPN-706-FKH 
besides it helps us sell additional § fast Mssenetd Rene of Guaen Street 
eae sla ctl t Philadelphia 18, Pennsylvania 
GON, NO, Gealer ' ney A send me complete data on Globe ‘‘Frame-Kon- 
tact’’ Hoists including information on thei ior | 
“BEST ON MARKET—BAR NONE...” : bearing construction, polished cgitnte, loc at ae 
“We think our 'Frame-Kontact’ : and other advanced features found only in Globe. 
— Hoist is the best on the market— | Name 
bar none. We can install the aver- $ Company 
age muffler in 15 minutes.” 1 
Grand Rapids, Mich., garage H nani 
City 
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Whose Job Is It? 


nen 





Whose job is it to see that the oil business has @ better 
understanding at the hands of the public? Is it just the job 
of the American Petroleum Institute and its committees? 
Is it just the job of the company executive who may be a 
heavy stockholder—or who may not be but who has an 
interest in keeping a good job? 

No, the responsibility goes far deeper than that. It goes 
to every individual who works in the oil business whether 
he works out in the oil fields, in a refinery, on 4 pipe line or 
works at a pump ina filling station. 

If he intends to stay in the oil business then he had better 
do everything he can to help the oil industry get and main- 
tain a good name at the hands of the public. His job is likely 
to be just about as stable as is the reputation of his industry 

How can you or anyone employed in the oil industry help 
it to secure and maintain a good name? 

The answer to that is easy: 

® So conduct yourself in all of your operations as an oil 
man in contact with the public so that the public will feel 
“that’s a good oil company to do business with.” 

If you hear somebody making @ statement about the oil 
industry which your own information tells you is untrue, 
correct it ina friendly manner. 

It is just as simple as that. If the several million employes 
of the oil industry in the U. S. will do just these two things, 
the results will be far greater than could be expected from 
a multi-million dollar advertising campaign. 

And just as an editorial writer in one of our publications 
said last month, “this is not a job for just a week in the year 
_it is an every-day job, 365 (leap year 366) days in the 
year.” 


“Ray LQ Me 


Current Outlook Section ” 43 
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“To the men I was still a secretary. 
All of a sudden I was the boss” 








“When I took on this job, I worked 18 
hours a day, six days a week. . .” 





“I don’t have much time for romance, 
unless I find it in the oil business” 


This Gal Jobber Does a Man-Sized Job 


5 nenertonine like to think they 
know more about running a bus- 
iness than the boss does. Most of them 
only think about it. Lois Van Wesep 
(pictures) got a chance to try and prove 
it. 

It happened when Edward Bur- 
lingame, fuel oil jobber in Grand 
Rapids, Mich., died three years ago. 
After a parade of managers failed to 
fill his shoes, the company’s new own- 
ers decided the best possible boss had 
been in the office all along. So Miss 
Van Wesep rose from secretary to gen- 
eral manager. 

“It wasn’t easy,” she recalls. “To the 
men, I was still a secretary—Mr. Bur- 
lingame’s secretary. All of a sudden 
I was the boss. At least one of the 
drivers was old enough to be my father. 
I didn’t blame them at all for not be- 
ing overly happy.” 

Cinderella Trick—Lois Van Wesep 
is 31, tall, slim, and attractive. Except 
for an air of competence and a know- 
ing way of talking about the business 
she’s in, you’d never take her for a 
fuel oil jobber. Yet for more than two 
years, she’s been running her Bur- 
lingame Oil Co. (2 million gal. a year) 
with the efficiency and drive usually 
found only in much larger operations. 

Edward Burlingame was Miss Van 
Wesep’s first boss when she started her 
secretarial career at Heat Equipment 
Co. of Grand Rapids. When Bur- 
lingame formed his own company 


three years later, he took some of the 
Heat Equipment people with him. Miss 
Van Wesep was among them. Bur- 
lingame made her secretary-treasurer 
of the new firm, but she had barely 
set up the books when he died. 

Mrs. Burlingame inherited the com- 
pany and kept it in business. But one 
manager after another flunked the test 
of guiding a fast-growing jobbership. 
Mrs. Burlingame finally sold the com- 
pany’s 1,000 shares of stock to Mid- 
west Refining Co. Midwest named a 
board of directors, but left the com- 
pany otherwise independent. 

The new board took a long look at 
the business—and a longer look at the 
person who had kept it going through 
the series of unfortunate managerships. 
Miss Van Wesep was the board’s 
choice. After backstopping other new 
managers, she was to run the show 
herself. 

She spent her first summer reorga- 
nizing the business and setting up a 
new cost and record procedure that 
would keep a close daily check on de- 
livery costs. She enrolled in a 12-week 
oil-heating course sponsored by the 
Michigan Petroleum Assn., and fol- 
lowed up with a session at the New 
Jersey Advanced Oil Heat Course put 
on by the Oil Heat Institute at Trenton, 
N. J. By the time Leonard Refineries 
absorbed Midwest—and Burlingame 
last fall, she had acquired an impres- 
sive amount of management know- 
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how. The Leonard executives asked her 
to continue running the business just 
as she had been doing. 

Sense and Sympathy—Miss Van 
Wesep runs Burlingame the way she 
thinks any competent fuel oil man 
would do it. As an ex-secretary who 
also acted as office manager, she has a 
high sense of orderliness. As a woman, 
she has a little extra sympathy to cus- 
tomers’ troubles. 

“She seems to take furnace trouble 
a lot more seriously than I think a 
man manager would,” says a Bur- 
lingame customer. “If I’m at work and 
my wife calls her up and says the fur- 
nace is kicking up, she either has aman 
out there in nothing flat, or she shows 
up herself. She’s real savvy, you know. 
Maybe being a woman, she knows 
what a cold house can mean to a 
housewife, with kids feeling the cold. 
I’m very happy with the service she 
gives us. She’s good to do business 
with.” 

Although Burlingame Oil is a small 
company, competing with five major 
and 24 independents in the Grand 
Rapids fuel oil market, Miss Van 
Wesep operates it as if it had the ser- 
vice facilities of the nation’s largest. 

During the heating season, she 
keeps three trucks busy on a 10-hour 
day—trucks with capacities of 2,000, 
1,600, and 1,500 gal. A fourth truck 
of 1,000 gal. is held in reserve. There 

(Continued on p. 178) 
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(Continued from p. 177) 

are three drivers (one doubles as a ser- 
vice man), two full-time service mer 
and two office employees besides Miss 
Van Wesep. 

From the Shoulder—Miss Van 
Wesep is a “bug” on efficiency—both 
of her company and her customers’ 
equipment. She can talk the service 
man’s language, too. Often she puts 
coveralls over her tailored suit and 
goes out in the field to repair or adjust 
heating equipment. And she has some 
strong ideas on what she finds. 

“We manage, by hard work, to keep 
our customers’ oil burner efficiency at 
about 72%,” she says. “But, believe 
me, it’s hard work with some of the 
units we have to deal with. That’s the 
best we can do with the equipment sold 
today. It isn’t good enough—not in 
comparison with gas.” 

Miss Van Wesep comments ruefully 
that the gas industry requires 75% 
efficiency; for a burner to receive the 
AGA seal. ““My own experience is that 
oil burners—and I’m counting the pot 
burners in this—are less than 50% 
efficient,” she says. 

Woman’s Viewpoint — Miss Van 
Wesep admits she doesn’t get around 
much to oil men’s conventions or as- 
sociation meetings. “The sight of a 
woman in that sea of men,” she grins, 
“seems to upset speakers who are all 
primed to open their talks with a ripe 
story. Until more women get into this 
end of the business, I’ll have to put off 
being a wet blanket at all-male meet- 
ings.” 

As far as her own company’s rela- 
tionships are concerned, Lois Van 
Wesep thinks things have smoothed out. 

“Fuel oil drivers are rugged indi- 
vidualists,” she observes, “and they 
weren't too happy I took over, even 
though they had been consulted ahead 
of time. The situation has improved 
considerably. We have informal get- 
togethers three or four times a year, 
and I hope to increase that before 
long to at least six meetings a year.” 

Her own work-load has lightened, 
too. “When I first took on this job,” 
Miss Van Wesep remembers, “I 
worked 18 hours a day, six days a 
week.” Now she’s down to 10 or 11 
hours a day. On Sundays, she plays the 
organ in church. She is assistant or- 
ganist at the Christian Reformed 
Church in Grand Rapids and secretary 
of the local chapter of the American 
Guild of Organists. 

Romance? “I don’t have much time 
for romance,” she says, “unless I 
were to find it in the oil business—and 
the oil business seems to be full of 
married men!” a 
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HERB CLAY 
After tributes, a flourish 


Kentucky Strong Man 


A HOOSIER automobile man took a 
job early in the Great Depression as 
secretary of the struggling Kentucky 
Petroleum Marketers Assn. He stayed 
long enough to build one of the strong- 
est trade associations in the industry, 
and to receive a standing ovation and 
more than $1,100 worth of gifts in 
celebration of his recent silver anni- 
versary with KPMA. 

To many, Herbert L. Clay is the 
KPMA. As executive secretary, he 
runs the association with efficiency 
and tact. While Clay has seen officers 
come and go for a quarter of a cen- 
tury (the new president, Jack Bailey, 
was in high school when Clay took the 
job), he is careful not to impinge on 
the dignity of an officer through overt 
exercise of his greater experience— 
and, often, greater skill—in associa- 
tion affairs. 

But the jobbers recognize Herb’s 
position. During one session, Clay ex- 
cused himself to attend a committee 
meeting. When a resolution came up, 
the chairman commented — after a 
vain attempt to obtain action — “I 
guess we better wait until Herb gets 
back so he can explain it to us.” At 
the end of the banquet winding up the 
KPMA convention, an Officer ex- 
claimed in admiration, “This conven- 
tion is really a great one-man show 
that Herb Clay puts on.” 

When Clay was engaged as secre- 
tary August 1, 1930, the association 
had 12 active and five associate mem- 
bers. Today there are 90 active mem- 
bers (60 jobbers and 30 major com- 
pany representatives) and 42 associate 
members. 

From the beginning, Clay kept the 
association on a sound financial basis 
by adhering to a solid dues schedule 


(5.5¢ per 1,000 gal. of tax-paid gaso- 
line). Clay says the first problem was 
to build the organization. During the 
first year, he received job offers from 
three different oil companies. Said 
one, “That’s a very temporary thing 
you are doing.” 

“There wasn’t a damn bit of ques- 
tion where we were headed the first 
year,” says the dapper Herb Clay 
tartly. 

“We only got spilled once,” recalls 
Clay. “That was when Gov. Clements 
put over a 2¢ gasoline tax increase in 
1948 (from 5¢ to 7¢). I can say that’s 
the only legislative battle we have 
lost.” 

How does he do it? Clay philoso- 
phizes, “Our guiding star has been to 
keep things on as even a keel as pos- 
sible. Solve things on a friendly basis. 
Avoid conflicts whenever possible. 
That’s why we have had a satisfactory 
marketing position in Kentucky.” 

Just turned 64, Clay was born in 
Henderson, Ind., on Jan. 31, 1892. 
After graduating from Brazil High 
School in 1910, Clay spent three 
months at Indiana State Normal and 
then taught school seven years. Mean- 
while, he married his high school 
sweetheart, Grace E. Witty (“We had 
our first date on May 6, 1910,” rem- 
inisces Mrs. Clay. “It was the day 
King Edward of England died. That’s 
how I can remember the date”). 

In 1919, Clay entered the automo- 
bile business, going with the old Lex- 
ington Motor Co. (“It was a whiz for 
a while; but they built a new engine 
and priced themselves out of the mar- 
ket”). In 1924, Clay became a sales 
representative for Stutz which closed 
down after the 1929 stock market 
crash. After a stint with Marmon Mo- 
tors in 1930, Clay heard that KPMA 
was figuring on hiring a full-time sec- 
retary for the first time. Herb went to 
the KPMA meeting, took the job. 

Clay is also secretary of the Ken- 
tucky Petroleum Industries Commit- 
tee. 

The Clays have two children—Her- 
bert L. Clay, Jr., M.D., head of the 
cardiology department of the Univer- 
sity of Louisville School of Medicine; 
and Mrs. John L. Garst, Detroit—and 
four grandchildren. The Clay home 
is on Kenwood Hill, Louisville. 

Hobbies practiced by Clay include 
golf, bowling, fishing, boating and 
photography. 

Although Clay usually knows every- 
thing astir in Kentucky marketing, 
the anniversary plans were kept from 
him until the presentation. Choked 
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SPECIAL BEARINGS 
utilize surrounding 
gasoline as lubri- 
cant — require no 
further lubrication. 


VITAL ELECTRICAL 
PARTS protected 
by **encapsula- 
tion’’ in gasoline- 
resistant epoxy- 
resin. 


MYLAR* INSULA- 
TION provides 8 
times greater re- 
sistance to electri- 
cal breakdown than 
conventional paper 
insulation 


CADMIUM- 
PLATED SHELL re- 
sists corrosives and 
gasoline or other 
fuels. 


SMALL DIAMETER 
—fits standard 3 


in. storage tank | 


openings, simpli- 
fies conversion 











Solve 5 Pumping Problems 


with Submersible 
Units Powered by G.E. 


Submersible Gasoline Pumping is rapidly becoming “standard” for mul- 
tiple-pedestal stations because: 

1. Lower Initial Cost. One submersible pump serves up to 8 pedestals with 
substantial savings over individual pumps. Even four-pedestal stations 
realize cost savings. 

2. No Vapor-lock Problem. Submersible units provide dependable gasoline 
transfer regardless of the temperature, altitude or distance from the tank 
to pedestals. 

3. No Noise or Vibration. Because of their remote location, submersible 
pump units eliminate noise and vibration at the island. 

. .. AND G-E MOTORS ADD THESE BENEFITS: 

4. Lower Maintenance Cost. G-E submersible motor’s revolutionary fea- 
tures such as “‘encapsulation” and gasoline-lubricated bearings (left) are 
designed to provide virtually maintenance-free service. 

5. Save on Conversion. The G-E submersible motor will fit existing 3 1/2 
in. tank openings without expensive conversion necessary with larger 
motors. 

You Get All These Benefits only when you specify submersible pumps 
“powered by G.E.”’ General Electric Co., Schenectady, N. Y. 702-32 


*DuPont trademark for polyester film 


GENERAL @@) ELECTRIC 





100 years of Experience Back 


M-DONALD 


Service Station Equipment 


And the best costs no more 


Whether you’re replacing worn out equip- materials, carefully engineered and sturdily 
ment or building new stations, you can be constructed to give you many years of de- 
sure of the best equipment on the market at pendable performance. Follow the lead of 
no extra cost when you specify McDonald. leading service station designers everywhere, 
These quality items are made of the finest specify McDonald equipment. 


fa i 


Send a card today for catalog of McDonald’s complete line of 
service station and bulk oil equipment. Address your card to: 
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with emotion, Clay told the 300 ban- 
quet-goers, “This is the first time you 
have ever caught me like this—where 
I can’t talk.” 

Herb capped the occasion with a 
Clavian flourish. The next day, Friday 
the 13th, he slipped and broke an 
ankle. 





JACK BAILEY 
“The business seemed to come” 


Pluralist Prexy 


NEW PRESIDENT of the Kentucky 
Petroleum Marketers Assn. is Jack 
Bailey, a 42-year-old jobber who 
started out as a truck driver in the 
1930s, and now has his own 10 mil- 
lion-gal.-a-year business in Paducah, 
Ky. 

Tall, earnest and painstakingly po- 
lite, Bailey is devoted to his business 
and the oil industry to the exclusion 
of everything else, except his family 
and a little fishing in Lake Kentucky. 
His always-courteous attitude is ac- 
centuated by a self-effacing manner of 
using the first-person plural, “we,” 
when referring to himself. 

A lifelong resident of western Ken- 
tucky, the new president was born 
Ewing Milton Bailey on Route 6, Ben- 
ton—not far from Paducah—on Oct. 
25, 1913. After graduation from 
Sharpe High School in 1933, Bailey 
worked for U. S. Rubber, later drove 
a tank truck for Phillips in 1937-38. 

“We wanted to get in business for 
ourself,” explains Bailey, telling how 
he started. “We didn’t want a service 
station. A friend told us about an 
opening with a commission agent for 
the old Illinois Oil Co. We later went 
into a commission agency. When a 
New York investment company began 
liquidating the property, we bought a 
bulk plant in Paducah and went into 
a jobbership with Aetna Oil in 1945. 
We probably wouldn’t even have gone 
into that jobbership if we hadn’t been 


forced by the liquidation.” 

In the following decade, Bailey’s 
rapidly growing business made him 
the leading independent oil distributor 
in his marketing area—a strong third 
even competing against the direct op- 
erations (outvolumed by Standard of 
Kentucky and Gulf, respectively). 
Today the E. M. Bailey Distributing 
Co. consists of four bulk plants. The 
other three are in Mayfield, Benton 
and Murray. The marketing territory 
embraces five counties: McCracken, 
Ballard, Marshall, Calloway and 
Graves. They are operated by com- 
mission agents. 

How did he do it? “We seemed to 
ride along, and the business seemed 
to come,” Bailey replies modestly. 
“There didn’t seem to be any special 
effort on our part.” 

Bailey customarily observes a six- 
day work week. “We put all our time 
in the business,” he remarks. “Any- 
thing you like to do, you don’t mind 
putting time in.” 

He goes after business. “We supply 
everything from one barrel behind a 
privy to super service stations,” he 
says. 

Bailey is a community figure—As- 
sociation of Commerce, Kiwanis, the 
Shrine Club and Masonic Lodge. An 
oil industry booster, he is active in the 
Oil Industry Information Committee. 
And as a conscientious church-goer, 
he’s an elder in the Presbyterian 
Church. Bailey is also a supporter of 
Paducah’s best known citizen, Sen. 
Alben Barkley. (“We have met him 
several times and visited him in Wash- 
ington recently.”) 

Bailey adapts his business to condi- 
tions. To meet growing LPG competi- 
tion for house-heating business, he 
went into burner service and installa- 
tions this season. Because price has 
been so close, Bailey explains, he 
hasn’t gone after commercial account 
business. Service stations, heating oil 
accounts and TBA produce most of 
his income. He and his three commis- 
sion agents will gross between $60,000 
and $75,000 in TBA business this 
year. 

Last August, Bailey switched sup- 
pliers—from Aetna to Standard of 
Kentucky. The reason is complex, but 
part of it is noteworthy. Tourism is 
about to become the Number One in- 
dustry in Bailey’s marketing area. 
Bailey felt he should be in a position 
to attract out-of-state tourists who are 
familiar with the Standard brand but 
not with Aetna, a home-state brand. 

Bullish about the future, Bailey 
comments, “If we had a chance to pick 
a year to be president, we couldn’t pick 
better than 1956. We don’t really see 
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much for a president to accomplish.” 
With his wife, Evelyn, Bailey lives 


in nearby Sharpe with their four 
children (Karen, 17; E. M., Jr., 13; 
James Clayton, 9, and Christina, 5). 
A prospective successor, E. M., Jr. 
(“Jackie”) spends vacation days on a 
tank truck. 





BILL KISTLER 


Praying for rain... and NOJC 


A Family Matter 


A BALDING but youthful distributor 
and civic leader from Coffeyville, 
Kan., is the second member of his 
family to head the Kansas Oil Men’s 
Assn. 

William L. (Bill) Kistler of the 
Fred Kistler Oil Co., Sinclair distribu- 
tors since 1933, succeeds E. D. (Gene) 
Erickson of the Erickson Oil Co., 
Lindsborg, Kan. Bill’s uncle, the late 
Fred Kistler, headed the association 
in 1940. 

Born in Lincoln, Kan., Bill joined 
his uncle’s firm in 1938, determined 
to learn the oil business from the 
ground up. He started as a tank wagon 
driver, delivering products to the farm 


-customers. Later, he took over the op- 


eration of a Kistler service station. 

Then war interrupted his career. He 
served four years in the U.S. Army, 
three of them in the Aleutians. Fol- 
lowing his discharge in the fall of 
1945, he returned to the jobbing firm 
as Office manager, and became co-man- 
ager of the company on the death of 
his uncle. 

The company has two departments 
—petroleum and real estate. Bill di- 
rects the oil operation. It supplies 16 
retail outlets in a 25-mile radius of 
Coffeyville, and operates one country 
tank truck. 

Kistler was named the “Outstand- 
ing Young Man of Coffeyville” in 1951 
for his work in community activities. 
He had served as president of the 
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Junior Chamber of Commerce, had 
headed the Red Cross drive, and par- 
ticipated in other civic activities. He 
is a past president of the Lions Club 
and president of the Coffeyville 
Quarterback Club. 

He has been a director of KOMA 
since 1951, and served as vice presi- 
dent before his elevation to the presi- 
dency. 

An enthusiastic follower of most 
sports, Kistler concentrates his own 
outdoor activity on the golf course. 
He shoots a respectable game in the 
high 70s or low 80s. 

He and his wife, Katherine, have 
one son, William D., 13. 


Kistler feels that Kansas jobbers 
will prosper this year, especially if 
needed rains come this spring. “Our 
big problem is farm credits,” he ob- 
serves. “It’s a headache for everyone 
marketing in the country because we’ve 
had it so dry for so long. But I think 
everyone’ll make out, and show a 
profitable year.” 

Kistler is a pro-National Oil Job- 
bers Council man on a board of di- 
rectors that’s split wide open over 
NOIJC. “I feel that NOJC has done a 
good job, and can be of help to us,” 
he says. “In my mind, the only ques- 
tion is whether we can afford to be- 
long.” 


Here's the auaceee Gecret 


of every TOKHEIM VALVE! 


All working parts 
are cadmium 
plated steel 


Seat rounded 
to prevent 
valve sticking, 
follaame)il-lendlal-4 


Built-in screen 
—no suction 
stub strainer 
necessary 





VERTICAL CHECK 
VALVES in 142”, 2”. 


FOOT VALVES in 
1” and 142” sizes. 


OKHEIM 





Hook permits easy 
removal of poppet 
from body —with- 


roleh mel t-3a0laelial-m eli el-1-) 


Retainer holds 
poppet materi- 
al securely 
lalemmi-t-1.¢-1-4-mmela 
distortion 


O]Vi tel ar-lenalal a 
light tension 
— (5 oz.) spring 
—trouble-free 


ANGLE CHECK HORIZONTAL CHECK 
VALVES in 12”, 2”. 


VALVES in 14%”, 2”. 


General Products Division 


TOKHEIM CORPORATION 
Designers and Builders of Superior Equipment 
Wabash Ave. 
Factory Branch: 1309 Howard Street, San Francisco 3, Calif. 
In Canada: Tokheim-Reeder, 205 Yonge Street, Toronto, Ont. 


Since 1901 Fort Wayne 1, Ind. 





Marketer Between Wars 


A FIGHTING CAREER in the U. S. 
Army’s famous Yankee Division has 
left a strong imprint on Dwight 
T. Colley, vice president and general 
manager of marketing, Atlantic Re- 
fining Co. 

An oil marketer between wars, 
Colley acts and talks with a combat 
infantryman’s bluntness. It was in that 
spirit he undertook the Atlantic Plan to 
combat price wars (see page 34). 
Close-cropped, iron-gray hair accen- 
tuates the military bearing of Colley’s 
erect, stocky figure. 

Now 59, Colley’s marketing career 
dates back to June, 1919, when he 
became a salesman for Atlantic in 
Providence, R.I. “When I came back 
from World War I,” Colley recalls, 
“all I knew was how to fire a machine 
gun. Atlantic was preparing to develop 
in New England, and I liked the idea 
of an old company going into a new 
area.” 

Two years later, young Dwight be- 
came Providence district manager, a 
position he held 10 years. In 1933 he 
was made sales manager of the New 
England division. 

In 1942, Colley was recalled into 
the Army and was assigned to his old 
regiment—the 104th Infantry of the 
26th Division—serving under Gen. 
George S. Patton. In his book War As 
I Knew It, Patton cited Col. Colley for 
gallantry in leading his battalion in a 
frontal assault. In both wars, Colley 
received a Distinguished Service Cross. 
The second was awarded by Gen. 
Dwight D. Eisenhower, while Colley 
was in a field hospital recovering from 
shrapnel wounds. 

In March, 1948, Colley left his be- 
loved New England to become assist- 
ant general manager of domestic sales, 
headquartered in Philadelphia. The 
following year he was named vice 
president and general manager of do- 
mestic sales, and was appointed a 
director. In 1951 he became general 
manager of both foreign and domestic 
marketing. 

One of the four operating vice 
presidents of Atlantic, Colley is fre- 
quently addressed as “Colonel Colley” 
by his associates in Atlantic’s head- 
quarters and by marketers in the field. 
He salts his speech with military 
figures of speech. “Real generals usu- 
ally go up front and find out who is 
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getting killed and why,” observes 
Colley, urging a direct approach to 
the dealer problem. 

Born on the water’s edge (Barring- 
ton, R.I., May 1, 1896), Colley has 
been interested in boats all his life 
and enjoys outdoor recreation. His 
“egg harbor” fishing boat is harbored 
at Martha’s Vineyard. “I come from 
a family of either peasants or sailors,” 
says Colley, “and I’m a throwback.” 

Colley breaks his serious demeanor 
with friendly jibes about his role as 
a family man. “My wife is always 
irritated because I don’t know the chil- 
dren’s ages,” says Colley. They have 
three married children—two daugh- 
ters, Jeanne Elizabeth Tobin and 
Marcia Ann Melton; and a son, Major 
Gordon T. Colley. Each has three 
children. 

A graduate of Brown University, 
Colley is now a trustee. He married 
the former Elsie M. Kenyon in 1917. 
“Every man who has ever amounted 
to anything in the oil industry has had 
a wife who supported the struggle,” 
Colley says affectionately. 

Smiling, he adds, “She provides a 
pleasant place for me to collapse when 
I crawl home.” 

e 


J. G. Jimenez 
is marketing man- 
ager of Tide 
Water Associated 
Oil Co.’s eastern 

' division. 

In his new post, 

Jimenez will head 


the division’s do- 
mestic marketing 
operations and 


J. G. Jimenez will be responsi- 

ble for the co- 

ordination of all planning, marketing, 

operating and expansion programs. 

His headquarters will be in New York. 

Jimenez was formerly assistant divi- 

sional marketing manager at New 

York. He joined Tide Water in 1930 
as a tank truck salesman. 


Frank C. Ware, 
formerly regional 
sales manager for 
Ashland Oil and 
Refining Co., is 
now _ executive 
vice president of 
the Aetna Oil 
Co., a division of 
Ashland. He suc- 
ceeds Dr. Clive 
M. Alexander, 
who retired Feb. 

1 after 25 years with Aetna. 
Ware, a native of Kentucky, has 
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been with Ashland Oil since 1934. He 
was made division sales manager of 
Ashland in 1949 and in 1951 was pro- 
moted to regional sales manager. 
Ware will be in the company’s head- 
quarters at Ashland, Ky. 

e 


Longtime oil jobbers in Connecticut 
are getting together to form Connecti- 
cut Independent Oilmen’s 25 Year 
Club, setting it up as an all-fun club 
with no work and no dues. It looks as 
if there'll be no officers, either. All 


organization work is being handled by 
Larry Edwardson, executive secretary 
of Connecticut Petroleum Assn. 
Among charter members are Frank 
Kundahl and Samuel Wilkes of Crown 
Petroleum Corp., W. D. Roth of Dahl 
Oil Co., George Stetson of Valley Oil 
Co., Martin Ryan of Buckley Bros., 
Maurice and Sidney Hoffman of The 
Michael Hoffman Fuel Co., Harold 
Hoffman of Hoffman Fuel Co., Wil- 
liam R. Peterson of William R. Peter- 
son, Inc., Grover Lassen of Ballard 
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Try Vision-Aid Headlamps on your 
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Oil Co., Joseph Singer of Atlas Oil 
Co., A. J. Koziell of Bristol Oil Heat- 
ing Co., Edward Keller of E. J. Keller 
Co., James L. McIntyre, Sr., of Laurel 
Oil Co., Everett Smith of Rackliffe 
Oil Co., Morris Dolinsky of Standard 
Cycle & Auto Supply Co., and Wil- 
liam J. Mahoney of American Coal 
Co. 
* 

Gilbert B. Dickey, Jr., president of 
the Trans American Oil Co., Nash- 
ville, Tenn., has appointed James I. 
Ritchie as manager of the company’s 
newly formed sales, advertising and 
public relations department. 

Ritchie is former executive secretary 
of the Tennessee Oil Men’s Assn. 

e 

Mrs. Elizabeth Walker is the new 
executive secretary of the Tennessee 
Oil Men’s Assn., succeeding James I. 
Ritchie (see above). 

Since last August, Mrs. Walker has 
been assistant to the executive secre- 
tary. 

The Tennessee group also named 
Charles G. Neese general counsel. 
Neese replaces Alfred T. Levine, who 
retires after many years as counsel 
for the association. 

e 

Ben Halsell has been promoted to 
the newly-created position of mer- 
chandising manager for The Texas 
Co.’s domestic sales department. Hal- 
sell was formerly assistant manager of 
the Northern sales territory with head- 
quarters in New York. 

As merchandising manager, Halsell 
will coordinate advertising and sales 
promotion activities with merchandis- 
ing programs, and will assist in de- 
veloping and executing employee sales 
training and dealer training programs. 

e 

Woollen H. Walshe has been ap- 
pointed a vice president of California 
Commercial Co., succeeding E. M. 
Burnham, who retired. Walshe will 
assume direction of the firm’s Wash- 
ington, D. C., offices. California Com- 
mercial Co. is a wholly-owned sub- 
sidiary of Standard Oil Co. of Cali- 
fornia. 

* 

D-X Sunray Oil Co. has made a 
series of promotions in its southern 
sales division. H. L. Henshaw, for- 
mer sales promotion manager, has 
been appointed to the newly created 
job of retail specialist. W. J. Pettyjohn, 
former wholesale salesman, takes on a 
similar position as wholesale specialist. 

W. D. Harris, previously with the 
TBA sales force, succeeds Henshaw as 
sales promotion manager. 

Charles M. Dorrel, Jr., former 
salesman, is now territory wholesale 
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salesman. G. R. Ellis, former station 
auditor, is now chief station auditor, 
replacing T. J. Hill, who has retired. 


J. L. Lenker R. A. Hunter 

J. L. Lenker, formerly general man- 
ager of retail and jobber sales for Gulf 
Oil Corp.’s domestic marketing depart- 
ment, is now vice president of mar- 
keting for the British American Oil 
Co., Ltd., in Toronto. British Ameri- 
can is Canada’s second largest oil 
company. It operates from coast to 
coast. 

Lenker had been with Gulf since 
1934, when he joined the New York 
sales division. In 1939, he was made 
division manager of advertising and 
merchandising, and in 1941 was trans- 
ferred to the general office in Pitts- 
burgh as manager of merchandising 
and training. He returned to New 
York in 1947 as assistant division 
manager. 

A. E. Osborough, former Ontario 
regional manager for British Ameri- 
can, has been named general manager 
of marketing for the company. He has 
been with B-A since 1945. 

Robert A. Hunter succeeds Lenker 
at Gulf. He will be responsible for all 
Gulf’s domestic retail business, in- 
cluding sales to service stations, ma- 
rine, airport and farm outlets, home 
heating oil, tires, batteries and acces- 
sories, specialty products, and all job- 
ber sales. His headquarters will be in 
Gulf’s main office in Pittsburgh. 

A graduate of the University of 
Pennsylvania, Hunter joined Gulf in 
1933 as a clerk at the Upper Darby, 
Pa., bulk station. In 1952 he was made 
assistant to the vice president in 
charge of domestic marketing and 
was recently named coordinator for 
the marketing department. 

e 

New president of the Society of 
Automotive Engineers is George A. 
Delaney, chief engineer of General 
Motors’ Pontiac Motor division. 

* 

Lyle C. Simmons is now with 
Anderson-Prichard Oil Corp., as divi- 
sion sales manager at Minneapolis. 
Simmons was formerly branch man- 
ager of Skelly Oil Co.’s Twin Cities 





retail division. In his new job, Sim- 
mons succeeds the late Forrest J. 
Ellsworth. 
o 
John Wilbor takes the job of man- 
ager of supply and distribution for 
Socony Mobil Oil Co.’s central region. 
Wilbor was manager of the Chicago 
division and is succeeded in that job 
by Arthur C. Nelson, who was man- 
ager of the Detroit district of the 
White Star division. 
Other promotions include: Walter 
A. Guthrie from Pontiac, Mich., dis- 





about oil people fq 


trict manager to manager of the De- 
troit district of the White Star division; 
A. G. Epkar, from Toledo, Ohio, dis- 
trict manager, to Pontiac, Mich., dis- 
trict manager; John F. Fast, from 
assistant district manager, Toledo 
district, to Toledo district manager. 
e 

George L. Watters has been ap- 
pointed assistant secretary of the 
Nebraska Petroleum Marketers Assn. 
He was formerly with the Elgin Watch 
Co. Watters will spend the greater part 
of his time traveling throughout Ne- 
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braska, getting acquainted with asso- 
ciation members and their problems. 
6 

Conger Reynolds, who has been di- 
rector of public relations for Standard 
Oil Co. (Indiana) for the past 26 years, 
has retired ahead of schedule to be- 
come chief of the Office of Private 
Co-operation of the U. S. Information 
Agency in Washington, D. C. 

Reynolds began his career as a 
newspaperman in Des Moines, and 
founded the journalism department of 


the University of Iowa. In 1920 he 


ited space. 
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was managing editor of the Paris edi- 
tion of the Chicago Tribune. Because 
of his early association with the oil 
industry, Reynolds has been called the 
“dean” of oil industry public relations. 

Don Campbell, now assistant direc- 
tor of public relations, will succeed 
Reynolds as director. Campbell joined 
Indiana Standard in 1949. 

2 

W. J. Robinson has been elected a 
vice president and director of Subur- 
ban Gas Service, Inc., Upland, Calif. 
Suburban Gas has acquired the Colo- 
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rado Natural Gas Co. of Denver, of 
which Robinson is president. Colorado 
Natural Gas operates LP-gas distribu- 
tion plants in Denver and 11 other 
communities in Colorado. The acquisi- 
tion gives Suburban a total of 46 
plants for distribution of LP-gas for 
domestic and commercial use. 
e 

J. M. Torrance is the new assistant 
zone manager of Gulf Oil Corp.’s 
Denver, Colo., sales office. Torrance 
was formerly supervisor of merchan- 
dising and dealer training for Gulf’s 
domestic marketing department. 

C. K. Powers, former section head, 
service station operation, marketing 
department, succeeds Torrance as su- 
pervisor of merchandising and dealer 
training. 

e 

R. G. Chandler has been appointed 
wholesale district sales manager at 
Seattle for Union Oil Co. of Califor- 
nia. Chandler’s former job as Seattle 
resident manager has been taken over 
by G. C. Alexander, former resident 
manager at Salem, Oregon. 

e 

R. S. McLaughlin fills a new post at 
Tide Water Associated Oil Co. as ex- 
port manager. He will assume over-all 
direction of the company’s product 
sales abroad, and will maintain head- 
quarters in New York City. McLaugh- 
lin is former manager of the eastern 
division’s export department. 

o 

John H. Hall, Cleveland, Ohio, divi- 
sion manager, Shell Oil Co., is 1956 
president of the 400-member Petro- 
leum Club of the Cleveland Chamber 
of Commerce. Hall succeeds William 
J. Loufman, president of Fleet-Wing 
Corp. 

6 

Edward M. Roche has joined Bea- 
con Petroleum Co., Tulsa, Okla., as 
manager of supply and distribution. 

e 

John E. Wood is now general man- 
ager of the chemical products depart- 
ment of Esso Standard Oil Co. Wood 
was formerly assistant general man- 
ager of the department. He succeeds 
O. V. Tracy, who continues as a direc- 
tor of Esso and president of the Enjay 
Co., Inc., an Esso subsidiary. 

® 

Charles W. Snider, division man- 
ager of Pure Oil Co. in Toledo, Ohio, 
has been elected a trustee of the 
Toledo Chamber of Commerce. 

e 

Russell C. Bergemann, lubrication 
engineer with Theisen-Clemens Co., 
St. Joseph, Mich., has been appointed 
assistant general sales manager of the 
company. Bergemann has been with 
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Theisen-Clemens since 1950, when he 
became warehouse superintendent. He 
later became territory supervisor and 
lubrication engineer. Theisen-Clemens 
markets petroleum products through- 
out Michigan. 





W. A. Bourne E. L. Hemming 


W. A. Bourne has been named divi- 
sion general manager of Gulf Refining 
Co.’s Toledo sales division, succeeding 
Richard R. Johnston, who has retired. 
Promoted to Bourne’s former job as 
manager of the Toledo division’s retail 
and jobber sales is E. L. Hemming. 

As division manager, Bourne will be 
responsible for the sale of Gulf prod- 
ucts in Ohio, Kentucky, Indiana and 
Michigan through some 6,000 retail 
outlets and to farm, marine, trans- 
portation and industrial customers. 

Hemming, who has been special as- 
sistant to Bourne since last September, 
will handle retail and jobber sales for 
the division. 

* 

The National Petroleum Council 
has re-elected Walter S. Hallanan, 
president of Plymouth Oil Co., Pitts- 
burgh, as chairman. R. G. Follis, 
board chairman, Standard Oil Co. of 
California, was re-elected vice-chair- 
man, and James V. Brown was re- 
appointed secretary-treasurer. 

> 

Harrison B. Haney has been ap- 
pointed manager of transportation for 
Tide Water Associated Oil Co. Haney, 


Cuthbertson has been secretary of 
Cities Service Oil Co. (Pa.) for the 
past 12 years. He will be succeeded in 
that position by James W. Fry, former 
office manager of the Philadelphia 
region. 

2 

New general counsel for Gulf Oil 
Corp. is Archie D. Gray. Gray has 
been associate general counsel since 
January, 1955. In his new job he suc- 
ceeds David Proctor, who resigned as 
general counsel, but continues as di- 
rector and executive vice president. 

* 

L. H. Austin has been appointed 
director of business analysis and mar- 
ket research for Gulf Oil Corp.’s do- 
mestic marketing department. Austin 
will supervise market research, sales 
analysis and forecasting, cost and 
profit analysis, budgets and prices for 
the marketing department. Austin has 
been with Gulf since 1934, and was 
engaged in sales analysis before his 
latest appointment. 

e 

Dick Olson, safety director for Dan 
Dugan Oil Transport Co., Sioux Falls, 
S. D., has been elected executive com- 
mitteeman of the National Safety 
Council’s Commercial Vehicle section. 





Robert O. 
Goodykoontz has 
been appointed 
assistant general 
manager of mar- 
keting for Esso 
Standard Oil Co. 
Former southern 
region manager, 
Goody k oontz 
started with Esso 
in 1930 as a serv- 
ice station lube 
salesman. He is a graduate of Virginia 
Polytechnic Institute, and attended the 
University of Richmond and Harvard 
Business School. 

Succeeding Goodykoontz as south- 
ern region manager is Herbert R. 
Dowd, former manager of the North 
Carolina sales division. 

Alex A. Diffey, who has been on 
temporary assignment as _ assistant 
manager of the southern region, re- 
places Dowd as sales manager of the 
North Carolina division. 

* 

Phillips Petroleum Co. has appoint- 
ed F. L. Koopman assistant sales 
manager. He succeeds H. A. Gardner, 
who has retired. 

Koopman will be in charge of 


R. O. Goodykoontz 
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major oil companies. 
has been elected to a two-year term 
as chairman of the new Middle At- 
lantic District of the Oil Industry In- 


formation Committee. A | R = B 0 Y 


. Manufacturing Company 








Selected territories open 


Please send me information on the Air-Boy 
Automatic Dispenser. 
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The explosion-proof, motor-driven suc- 
tion and ether unit in a modern operat- 
ing room can’t fail. It must pump highly 
volatile ether to maintain anesthesia, 
and drain excess body fluids literally 
to prevent drowning! 

Leland engineers—working closely with 


the J. Sklar Manufacturing Company 
..-helped obtain the first and only U.L. 
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Approval ever given an electrically 
driven apparatus of this type! 


Electric motors? Leland knows how to 
make them. And to tailor them to your 
specific needs. For the answer to an 
unusual problem, or information on the 
complete line of quality motors from % 
to 5 hp—soon to 20 hp—in all standard 
types and enclosures, contact us today. 


THE LELAND ELECTRIC COMPANY 
Dayton 1, Ohio 
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Class 1, Group C Underwriters’ 
Approved explosion-proof Leland 
Motor dependably powers this 
dual-purpose Sklar hospital unit. 
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wholesale sales. Since 1950 he has 
been assistant to the assistant sales 
manager. 

o 

Eugene Holman, board chairman, 
Standard Oil Co. (New Jersey) is new 
chairman of the Commerce Depart- 
ment’s Business Advisory Council. 

e 

Charles F. Hofmann is now man- 
ager of retail sales for Sun Oil Co.'s 
New England region, with offices in 
Boston. 

Frank W. Rutter succeeds Hofmann 
as district manager at Boston and 
Howard G. Carlson, formerly motor 
products manager at Providence, R. I., 
succeeds Rutter as district manager at 
Portland, Me. 

e 

Paul G. Jameson, former commer- 
cial manager for Shell Oil Co.’s St. 
Louis division, has been promoted to 
the aviation department in Shell’s head 
office in New York. 

* 


New director of information and 
public relations for Kerr-McGee Oil 
Industries, Inc., is Ross W. Cummings. 
Cummings is a former radio and tele- 
vision newsman. 
oe 

Earle R. Wea- 
ver takes a new 
job as manager of 
wholesale _ sales 
for the American 

Oil Co. with 

headquarters in 

New York. He 

succeeds James 

A. Cashen, Jr., 

who has retired 

after 37 years 
with the com- 





E. R. Weaver 


pany. 
Weaver has been with American Oil 


since 1932, when he became a sales- | 


man in the wholesale department. 


From 1945 to 1947 he was assistant | 


manager of the wholesale department, 
and later transferred to Baltimore as 
manager of wholesale sales for the 
Central and Southern divisions. Prior 
to this latest promotion, Weaver was 
associate manager of the wholesale 
sales department. 

E. M. (Jack) Bailey (Standard of 
Kentucky jobber), Paducah, heads the 
new panel of officers elected at the 
annual business meeting of the Ken- 
tucky Petroleum Marketers Assn. He 
succeeds C. K. A. McGaughey (Con- 
oco), Richmond, as president. (Bailey 
biography is on p. 181). 

Others are: R. E. (Dick) Coe (Shell), 
Cynthiana, first vice president, and J. 
H. Mitchell, Jr. (Texaco), Elizabeth- 
town, second vice president. 
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New officers of Keystone Oil Prod- 
ucts Corp., Camp Hill, Pa., are Jay E. 
Oberman, president, and John L. 
Rausch, secretary. Herman E. Ober- 
man will continue as vice president 
and treasurer. 

* 


A. K. Reed is manager of the Stand- 
ard Oil Co. (Indiana), Duluth, Minn., 
sales division. Reed had been manager 
at Mankato, Minn. 

C. J. Crawford is appointed assist- 
ant manager-consumer at Duluth, and 
W. B. Gallagher is assistant manager- 
reseller. 


“In the Factory, 











— in the Field 


use BLACKMER HAND PUMPS for 
safe, efficient handling of liquid materials” 


Modern industry is demanding cleaner, safer plant operation. Trans- 
ferring and dispensing liquids without wasteful and hazardous spill- 


D. V. Hartzell was moved up to 
general superintendent of terminals 
from his post as manager of the ma- 
rine department at Standard Oil Co. 
(Indiana). He has been with the com- 
pany since 1934. 


Frank Suess and L. E. Stuart, for- 
merly director of sales engineering and 
director of sales administration, re- 
spectively, have been advanced by 
Continental Oil Co. Suess has become 
manager of technical services. Stuart 
is now director of cost and pricing. @ 
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delay, rugged Blackmer Hand Pumps are setting new standards of 


Whether you choose a Blackmer Rotary Pump or the sensational 
new Blackmer Flo-Master piston pump, you'll get the same rugged 
construction plus the exacting quality control that has made Black- 
mer the name that means TOP PERFORMANCE in the liquids 


liquid materials handling ® 
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COMING 


MEETINGS 





MARCH 


ASociety of Automotive Engineers, Inc., 
Hotel Statler, Detroit, March 6-8. 

Wisconsin Petroleum Assn., annual meeting 
Hotel Schroeder, Milwaukee, March 7-8. 

Georgia Independent Oilmen’s Assn., annual 
meeting, Radium Springs Hotel, Albany, 
March 7-8. 

National Association of Corrosion Engi- 
neers, 12th annual corrosion conference, 
Hotel Statler, New York City, March 
12-16. 

Oil Trades Assn. of New York, Inc., 
Waldorf-Astoria, New York City, March 
13. 


Illinois Petroleum Marketers Assn., annual 
meeting, Hotel Sherman, Chicago, March 
13-14. 

APetroleum Packaging Committee, Sir Fran- 
cis Drake Hotel, San Francisco, March 
13-14. 

ANational Assn. of Oil Heat Service Man- 
agers, annual meeting, Sheraton Park 
Hotel, Washington, D.C., March 14. 

Connecticut Petroleum Assn., Annual meet- 
ing, Statler Hotel, Hartford, March 15. 

Texas Oil Jobbers Assn., annual meeting, 
Statler-Hilton Hotel, Dallas, March 15-17. 

ANorth Central Petroleum Credit Associa- 
tion, first annual conference, Curtis Hotel, 
Minneapolis, March 19-20. 
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Get this handsome rack 
with each order 

of the 661-D Kool 
Kooshion Merchandiser 
Package. 

It’s the rack that makes 
Ventilated Cushions 

an appealing 

“impulse” purchase. 
Available only 

with Genuine Kool 
Kooshion, Contact your 
Kool Kooshion 
representative or contact 
Kool Kooshion 
Manufacturing Co., 
1732-1742 N. W. 5th St., 
Oklahoma City 4, Okla. 








HERE’S WHY YOU SHOULD STOCK AND SELL KOOL KOOSHIONS 


Genuine Kool Kooshions attract profitable business. Their top 
quality is obvious—their crisp colors are appealing and their 
unique construction is softer, more durable. They can be sold 


year round with confidence and satisfaction. 


ANOTHER QUALITY PRODUCT 
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AWestern Petroleum Refiners Assn., annual 
meeting, Plaza Hotel, San Antonio, March 
19-21. 

Ohio Petroleum Marketers Assn., Inc., spring 
convention and trade exposition, Deshler- 
Hilton, Columbus, March 20-22. 

Florida Petroleum Marketers Assn., Inc., an- 
nual meeting, George Washington Hotel, 
Jacksonville, March 22-23. 

AWisconsin Oil-Heat Assn., Inc., Milwaukee, 
March 29. 


APRIL ' 


American Society of Lubrication Engineers, 
annual meeting, William Penn Hotel, Pitts- 
burgh, April +6. 

Virginia Oil Men’s Assn., semi-annual meet- 
ing, John Marshall Hotel, Richmond, 
April 9-10. 

Virginia Petroleum Jobbers Association, an- 
nual meeting, John Marshall Hotel, Rich- 
mond, April 9-10. 

Natural Gasoline Assn. of America, 35th 
annual convention, Texas Hotel, Fort 
Worth, April 11-13. 

Oil Industry Central TBA Meeting, Muehl- 
bach Hotel, Kansas City, April 16-17. 
National Petroleum Assn., 53rd semi-an- 
nual meeting, Hotel Cleveland, Cleveland, 

Ohio, April 18-20. 

National Tank Truck Carriers, Inc., annual 
meeting, Shoreham Hotel, Washington, 
D. C., April 22-25. 

AEastern Petroleum Credit Managers Assn., 
19th annual conference, Hotel Somerset, 
Boston, April 23-25. 

AGreater Philadelphia Fuel Conference, an- 
nual meeting, Warwick Hotel, Philadel- 
phia, April 25. 

World-Oil Exposition, Houston, Texas, April 


Fuel Oil Distributors Assn. of New Jersey, 
annual meeting, Berkeley-Carteret Hotel, 
Asbury Park, April 26-27. 

AWisconsin Oil-Heat Assn., Inc., Milwaukee, 
April 26. 

Independent Petroleum Assn. of America, 
midyear meeting, Statler Hotel, Los An- 
geles, April 29-May 1. 

Pennsylvania Petroleum Assn., annual meet 
ing, Bedford Springs Hotel, Bedford 
April 29-May 1. 


MAY 

Assn. of American Battery Manufacturers, 
Inc., spring meeting, Shoreham Hotel, 
Washington, D. C., May 1-2. 

Liquefied Petroleum Gas Assn., convention 
and trade show, Conrad Hilton Hotel, 
Chicago, May 6-9. 

Alndiana Independent Petroleum Assn., Inc., 
French Lick Springs Hotel, French Lick, 
May 9-10. 

Empire State Petroleum Assn., annual meet- 
ing, Hotel Statler, Buffalo, May 13-15. 

Louisiana Oil Marketers Assn., annual meet- 
ing, Roosevelt Hotel, New Orleans, May 
13-14. 

National Oil Jobbers Council, Atlanta Bilt- 
more Hotel, Atlanta, May 17-19. 

Tennessee Oil Men’s Assn., spring meeting, 
Hotel Lookout Mountain, Chattanooga, 
May 20-22. 

American Petroleum Institute, Division of 
Marketing, midyear meeting, Atlanta Bilt- 
more Hotel, Atlanta, Ga., May 21-23. 

American Petroleum Institute, Division of 
Marketing, Lubrication Committee, Broad- 
moor Hotel, Colorado Springs, May 23-26. 

North Carolina Oil Jobbers Assn., annual 
meeting, Convention Cruise, ‘Queen of 
Bermuda,’ May 26-June 2. 

Interstate Oil Compact Commission, mid- 
year meeting, Statler-Hilton Hotel, Dallas, 
May 30-June 2. 


AFirst Listing 
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The 1956 
National 
Petroleum 
News 


FACTBOOK issue 


including the 
TBA Directory 


and Buyers’ Guide | ——— 


WILL BE PUBLISHED 
IN MID-MAY 


All NPN subscribers will receive 
a copy at that time. All others 
wishing to receive a copy of this 
oil marketer’s reference annual 
had best order one now. Single 
copy price: $1.00. Write: 


Reader Service Department 
National Petroleum News 
The McGraw-Hill Magazine 
of Oil Marketing 

330 West 42nd Street, 
New York 36, N. Y. 


ADVERTISING 
CLOSING DATE 


APRIL 16th 


for the 
NPN FACTBOOK 


issue 























Account Executive 


An established publisher of automotive lubri- 
cation and accessory technical information, 
training and reference material, requires an 
experienced account executive. Publications 
and services are sold to oil companies and 
rubber manufacturers of national and inter- 
national status. 


Experience in sales promotion and printing, 
automotive lubrication and accessory fields, 
is desirable but not essential. The man se- 
lected will be in the thirty to forty-nine age 
range. Remuneration will be based upon ex- 
perience and record of performance. 


P9222 National Petroleum News 
520 N. Michigan Ave., Chicago 11, III. 


















REPLIES (Box No, ): Address to office necrest : you 
NEW YORK: 330 W. 42nd St. (36) 
i FT ay et ie Ne: ok ome r.- Gy 





| ENUPMENT ase urs 


For Sale 








For Sale—2” Brodie Meter with air eliminat 


FOR SALE 


eK Re oe 





7 


ht 


FOR 


LESS 


44444444 


aie 


ROCKING LETTER SFT. x SFT. 


NEON GAS STATION SIGNS 
GUARANTEED CONDITION 
FRACTION OF ORIGINAL COST 
F.0.B. CHICAGO YOUR TRUCK 
OR WILL DELIVER AT COST 
WITHIN 300 MILES 


WRITE FOR PARTICULARS 


FS 9150 National Petroleum News 
520 N. Michigan Ave., Chicago 11, III. 





pre-control, non-print register. First class condi- 
tion, ready for installation. $60.00 FOB Cox Dis- 
tributing Company Easton, Maryland. 





Wanted 





Wanted to buy used bulk plant equipment, con- 
sisting of meters, pumps, tanks and metal build- 
ings. W-9291, National Petroleum News. 





Wanted 1200 gal. late model 4-5 compartment 
truck tank. Must be streamlined and in good 
condition. Elliott Oil & Gas Co., Grove City, Pa. 


“| RUSIMESS OPPORTUNITIES 


Bulk Oil Plants—Propane Gas Plants—Selected 
properties throughout the midwest. We specialize 
in selling petroleum properties. Ole Brodd, Pe- 
troleum Marketers, 605 Produce Bank Bldg., Min- 
neapolis 3, Minnesota. 



































Unusual opportunity for equipment manufac- 
turer desiring expanded outlets in following 
states: Virginia, West Virginia, Tenn., North 
Carolina, South Carolina and Georgia. Write 
BO-8621, National Petroleum News. 





Will Trade—Modern aes 4 compartment 4200 
gal. capacity trailer for 1500 to 2000 gal straight 
tanker equipped with meter & hose reel. Picture 
available on request. BO-9354, National Petro- 
leum News. 





Major Oil Distributorship at Parker, Arizona. 
Available at once. Potential unlimited. Must sell 
at sacrifice. You can net $12,000 annually. Total 
price $36,750. Terms $15,000, balance $300 per 
month. 6% interest. S. Haydis, Box 696, Salome, 
Arizona. 





a —— ae 








Distribution of Proven Products 


To the oil industry and automotive outlets by 
experienced personnel. 

Familiar with oil company and jobber contacts. 
Interested in resale and equipment items. 
Headquarters — Midwest. 


RA 9293 National Petroleum News 
520 N. Michigan Ave., Chicago 11, III. 


STEEL STORAGE TANKS 


Railroad Tank Car Tanks 
6,500 to 12,000 Gal. Cap. 


MARSHALL RAILWAY 
EQUIPMENT CORPORATION 


50 Church Street 
Phone: COrtiandt 7-8090 
New York 7, N. Y. 








WANTED 
EMPTY CANS 


SURPLUS STOCKS — MISPRINTS 
DISCONTINUED BRANDS — OVER RUNS 
LITHO 1 & 5 QT, 2 & 5 GAL 


WARREN OIL CO. 
OMAHA 8, NEBR. 








FOR SALE 


Fluorescent Pylon Lights—Workabie condition. May be 
inspected at 8919 South State Street, Chicago, Illinois. 
$50.00 Each F.0. B. our warehouse unecrated. 
. 
Perfect Power Corporation 
7747 South State Street, Chicago, Illinois 








TERMINAL FOR SALE OR LEASE 


Levated Metropolitan N. Y. i! Tanks approximately 
1,000,000 gallon storage. Now wholesaling No. | & 
2 off and gasoline. Dual loading racks, excellent 
dockage, teen story office building. All in first elass 
condition. Presently operating as going entity. In- 
quires welcomed and handled in strictest confidence. 
BO 9304 National Petroleum News. 
330 W. 42 St. New York 36, N.Y. 





Tank trailers for sale 


1—4200 Std. Steel with Meter, perfect $1750.00 

1—5000 Tandem Trailmobile, 1948, 3 compt. $2950.00 

1—5000 Tandem Heil, 1942, 3 compt. $1350.00 

1—5600 Tandem Trailmobile, 1941, 4 compt. $3650.00 

1—7200 Butler, Tandem, late model, $3450.00 
Bruce E. Hackett Co. 

621 West 58 St., K. C., Mo Hiland 41385 
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This index is published as a conven- 
ience. Every care is taken to make it 
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NEWS assumes no responsibility for 
errors or omissions. 
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_ Hard to hear 


l 


but so 
easy 





Wherever you go among oil men you’re likely to 
hear glowing reports of the new Tokheim ‘300” 
pumps—praise of their beauty, economy, service 
ease and silence. Vibration and noise are so nearly 
eliminated that you have to listen carefully to be 
certain they’re operating. Yet suction efficiency 
is better than ever. Yes, even though you may 
find it hard to hear a Tokheim, you'll find it easy 
to hear a lot about them. Why not let us tell you 
about them now? A postcard or letter will bring 
you the complete story. Write today! 


Model 305 E-Z-Fill 
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Resilient rubber New suction ee Rubber insulation ~~}, : 
discs at vital ine fitting isolates As, between \\9 ; 
chassis points t / \ vibration and i hy housing and ~_ (E e 
absorb operating / B noise in under- aS, | chassis adds NI % 
shock and noise. X “ ground system. - further to silence. 
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There is no 
substitute for 
TOKHE/IM TOKHEIM CORPORATION 
/ Designers and Builders of Superior Equipment 
QUALITY. FORT WAYNE 1 Since 190] INDIANA 
GASOLINE PUMPS Subsidiaries: Tokheim N.V., Leiden, Holland—GenPro, Inc., Shelbyville, Ind. ' 


Factory Branch: 1309 Howard Street, San Francisco 3, California 
In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge St., Toronto, Ont. 

















INCREASE YOUR CHANGEOVER PROFITS; 


STOCK UP : NOW: ON SUN OILS AND GREASES 


Spring changeover is just around the corner. And 


it can spell P-R-O-F-I-T. 


Today there are more cars on the road than 
ever before. This can mean more business for you. 
Be ready to meet the constantly increasing 
potential of Spring, with an adequate supply of 
Sun oils and greases. 


Lubricating oils and greases, finished SAE oils, 
blending stocks or grease bases... whatever your 
wholesale needs may be, the man from Sun can 
help you fill them. 


Stock up now for the profitable Spring change- 
over period. For complete information, call your 
Sun representative today. 


BOSTON...... HU bbard 2-7765 DALGAG eid view wus PRospect 1611 NEW YORK City. LE xington 2-9200 
CHICAGO..... HA rrison 7-2562 DETROIT .....5. WO odward 1-7240 PHILADELPHIA... .KIngsley 6-1600 
CINCINNATI..... GA rfield 3930 JACKSONVILLE. ... EX brook 8-5715 PITTSBURGH........ GRant 1-1645 
CLEVELAND....VU Ican 3-6100 MONTREAL ........ WIllbank 2131 ‘FORONTO i.iceess GLadstone 3581 


GENERAL WHOLESALE DEPARTMENT 


SUN OIL COMPANY, PHILADELPHIA 3, PA. 


IN CANADA: SUN OIL COMPANY, LTD., TORONTO AND MONTREAL 





